SPONSOR'S II th ANNUAL TV/RADIO BASICS 




section 1 TELEVISION: status report in question-and-answer form. 15 

section 2 FILM: status report on film programming and commercials. 51 

section 3 TV BASICS: tv's dimensions and trends shown in charts. 69 

section 4 FILM BASICS: includes full list of tv spot film's clients. Ill 

section 5 COLOR BASICS: color equipment status of tv stations. 133 

section 6 RA0I0: status report includes spot and network radio. 139 

section 7 RADIO BASICS: growth, audience trends in chart form*. 179 

section 8 INDUSTRY BASICS: refresher course on radio-tv ABC's. 225 

section 9 TIMEBUYERS OF U.S.: buyers listed with their accounts. 245 




Where 
there's a 
Storz 
station . . . 
there's 
audience 



I 




In each of these major markets more radios ar 
tuned to the Storz Station than to any other. 
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STORY BOARD 
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The Wheeling Story is a story 
'rogrcss! 



of Expansion ! Growth! /* 
The I pper Ohio Valley i- 
one ol the fastest gr 
markets in America! 



truly 



The Wheeling Industrial Expan- 
sion Story has been news in 
leading publications and read by 
millions of American business 
men. 



As an advertiser, thi> story is 
important to you because indus- 
trial expansion mean,* new em- 
ployment — added people — in- 
creased buying power— obs< dieting 
any market figures published a» 
recently as six months ago. 






And the story continues to un- 
fold. For instance . . . when com- 
pleted, Weirton Steel will have 
the world's fastest eold reducing 
Tandem Mill — creating new jobs 
for its 13,500 employees. 



01 in-Matbie>on Chemical V 1,100 
acre plant, originally planned for 
annual 60,000 ton eapaeity, has 
already expanded to produce 
180,000 ton.-, yearly 



The advertising medium cover- 
ing this expanding area best is 
WTHF-TV — far and away the 
#1 Station in every aecepted 
audienee measurement. 
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"a station worth watching 



wtrf tv 



\s buying power soar? — .>o can 
jour sales soar in this expanding 
tell your story 



Wheeling 7, West Virginia 




ilcl 



market — if von 

to the vast, interested audienee 
on Channel 7. 



316,000 watts 

Equipped for network color 



For availabilities and complete coverage information 
—call Bob Ferguson, V. Pres. and Gen. Mgr., 
or Needham Smith, Sales Mgr.— Wheeling Ex- 
change— CEdar 2-7777 — or any George P. 
Hollingbery Co. Representative. 



reaching a marked that's reaching 



new importanc 




These 



convenient 
index tabs 
(no adhesive 
necessary) 
will make 
it easy to 
use the 9 
sections of 
BASICS 



NSTRUCTIONS: The nine 
ibi at right wifj serve as 
our indei for each of the 
Ktions of Tv and Radio 
«i'cs. Simply remove the 
lbs by cuffing along par- 
>r<t'ons. Ramove backing to 
■post adhesive (it naads no 
oistura, sticks on contact). 
itn prast each tab in placa 
ong edge of that facfion'i 
troductory paga. Fold aach 
b in half on black lina and 
■fach to front and back 
' paga. Moit convenient 
sv to atT i tabf is to itart 
am back of book and work 
r-ard. Fii tab in same 
Iatv« position as shown at 
)ht. Thus tab for section 9 
ba flush with page bot- 
m tab for section I will ba 
■sS <»rih top of page. 
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iPRINTS of Basics sections 
d TJ^ebuyers of the U.S. 
i ava'lable. See peg* 
for price and details on 
* *o order Saiict reprints. 
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THE 

WHEELING 

INDUSTRIAL EXPANSION 
STORY BOARD 



Tin* Wheeling Story is a story 
of Expansion ! Growth! Progress! 
The I pper Ohio \ alley is truly 
one of the fastest growing 
markets in America! 




And the story continues to un- 
fold. For instance . . . when com- 
pleted, Weirton Steel will have 
the world's fastest cold reducing 
Tandem Mill — ereating new jobs 
for its 13,500 employees. 
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As lui) ing power soars — so can 
your sales soar in this expanding 
market — if you tell your story 
to the vast, interested audienee 
Channel 7. 



on 



reaching a market t 



/ fr/lt/l ( ttllrtl / I /ill III) mill 

him //.i 



NEWSMAKING BASICS 



sponsor C *publications inc Willi nil the talk ultoiit tin- headache- of network t\, it* lure for ndv erli-er» 

is midiiiiiiii-hed. 

More than luilf of .ill i\ -pending -till pi <•> to tin- web-. ( liil i<f a tnl.il .nl\< ili-< r <\ 
pciiditnre lijuue .,f $1,225 million dni'uij.' lTid. $(>(><> million wa- ,-.1 on 1 1 1 . - mtwoik- 

I lu-c Ii«tir»-^ .ire preliininai v climate- of \1< (.jnin l.i n knin'- (.nitr.il hV-e.in li Depart- 
iiti'iil, 1 lic\ itit-Im !«■ time, progum aiul i oniiik'H ial ro-t-. 

.Network l\ -pon-or- are jtettiiig a lujgfgcr -I i «•«■ of the viewing pie tlmii ever. 
Nielwii figures show. 

During Fehmarv l n .")7 52.5' i of all viewing time wa- -j n*i it w .iti hin,.' network -pi 
*ored program-. The prev ion* Fehmarv tin; fi^nri* wa- l'>.Vi. 



Mi- 



ll radio set production roil tiling ill tin- pare marked in the lir-t four moiitli- 
of 1957. tin- industry will hit tin- first I 5-iiiillioii-sct vrar since I9IJ{. 

Production through \pril. IiFTM A figure- reveal, came to 5.075. I !!<>. compared to 
1.525.225 during the corresponding period in 1956. 



The Hood ot classy movie packages lia.-n'l made niiieli of a (lent in the iinni- 
ner of syndicated film show;, run weekly in major markets. 

Broadcast \dverti-er- Report* data for the fir-t (piarter of 1957. covering' 1 \ market-, 
-how a range of .'{6 shows weekh (in Philadelphia) up to I I 5 (in New York). \ 
comparison of the figure- in -even id these market- with -imilar data puhli-hed in -pon-hr- 
Fall Fact- Ba-ir- of 19.16 reveals an increase in the nuniher of -how- in four ca-e». a d<-. 
crease in two ca-e- and no rliauue in one. 



I . >. homes using auto radio- (luring high auto trallie period- last slimmer 
iiiiiiihered about I „i to 2 million homes, according to \iel-cn. 

\< might he expected men listeners predominated during the earlv morning and late 
afternoon period- during the week, while during Mindav evening men and women li-lrner- 
were ahout equal. >, 

What's the level of nighttime listening in rsuliii-uiilj home-' 

It's a safe bet that not one timebuver in a hundred would he aide to tell von olTh.nid. 
Tin* answer: 'l\ c f c , more than three timesthe level in radio-tv home-, llu- i- a Nicl-en 
indionie figure for the Ja'iuarv -Fehruarv period thi- veai. 

Art* there more long -pon-ored shows in nigh titiK* network tv '? I Vhuitelv . 
There were 64 hours per month of OO-ininutr -hows dnriim the -priii2 id lOi.i. A hoiir- 
in 1956 and 94 hour* in 1957. 

\- for 90-irinute program-, the hour- per month came to four. 12 and I!'., re- tivelv 
In the meantime, hour- devoted to 30-niinute show- went up -lightlv from 1955 to 195o 
and then declined 20 hour- per month in 1957. 

Though indionie radio listening doe-n't change much through the vear leven 
in radio-onlv homes'!, it i- interesting to note that the Mav-June period last vear repre-ented 
a peak in listening in radio-tv homes anil a low point in radio-onlv home-. Thr-e 
figures are from N ielsen national \udimeteij -ample. 
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NEWSMAKING BASICS continued . . . 



Nighttime network tv advertisers are increasingly interested in getting into 
the smaller video markets. 

This is made clear by a perusal of station lineups during this past season comparer! 
to t Ire pre\ ious season. The) "re definitely bigger. 

The reason can't be new ly -opened tv markets since there have been few of these recently. 

As an example of the station lineup picture, take the top 25 ARB shows as of Decem- 
ber 1955 which were still on the air the following December. Of the 22 still on the air, 18 
increased their lineups; three remained with the same tall) : one was reduced. Fifteen of 
the shows added 10 stations or more. 

Biggest increase was in Godfrey's Talent Scouts, which leaped from 100 to 170. Rea- 
son was I Dili's success in talking alternate sponsor Lipton into putting ad pressure in the 
South. 

Biggest surprise was the slicing of Disneyland's lineup from 175 to 138. 



The growing importance of auto listening is underlined] hy the increasing 
share of the radio set market heing grabbed by auto radios in recent years. This 
is shown in RETMA data on retail sales of home sets and manufacturers' sales of radios to 
auto makers (which is the closest figure to r.'tail auto radio sales available). 

Before 1951. auto radio sales amounted to less than half of home radio sales. Thi« 
increased until 1955, when auto radio sal?s were 99% of home set sales. In 1956. 
the ratio dropped to 609t and during the first four months of this year the figure was 85%. 

Out-of-home radio listening during the winter has gone up about 35% dur- 
ing the past five years. 

Pulse figures covering 28 top markets show the median percent of homes listening out 
of home during the winter of 1957 was 4.2 compared with 3.1 in 1951. 

This data includes all kinds of out-of-homa listening, from likening at work to listening 
while visiting other homes. 



It's no secret that I.D.'s, because of their length, are among the most eco- 
nomical buys on tv (if they fit your ad requirements). 

But it took TvB to document this in a large-scale study. 

Here are some cost-per-l.OOO-homes-reached figures for 13-week buys: 81<? per for two 
a week at 4:30 p.m. in the top 50 markets: SI. 06 per for five a week at 8:30 p.m. in the 
?ame number of markets; $1.05 for two a week at 10:30 p.m. in the top 100 markets. 

A note to the raised-eyebrow set: These figures are for the highest-rate station in each 
market. They're strictly rate card — no announcement packages included. 



Interesting question: Why do a greater percent of Eastern time zone view- 
ers watch late-evening tv than those in other time zones? 

Is it because they stay up later? Is it because they like a tv nightcap? Or, is it a 
reflection of tv program schedules, particularly the networks'? 

Here are some figures. ^ ou supply the answer. 

ARB homes-using-tv figures during December 1956 show that between 11 :00 and 11:15 
p.m. Eastern time zone viewing is at a 40% level; Central zone, 14%; Pacific. 20'"r . 

Hint: During the 15 minutes following 7:00 p.m.. Eastern viewing is lower than in 
the other two time zones. 



Network tv costs haven't discouraged sponsors in the lens!. 

I he number of nighttime sponsored hour- per month has been rising steadily. 

Two seasons ago monthly hours totaled 261, during the season before last it was 276 
and this past season the figure was 286. Source of this is Nielsen; figures cover spring 
data in each season. 
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NEWSMAKING BASICS continued . . 



Nighttime spot radio rates have been more than halved since 1950 while day- 
time rates have declined only 6%. This is the picture turned up by The Katz Agency's 
annual study of rate trends on its represented stations. 

The stud), covering 1 January of each year, also shows a 2% rise in da) time rates 
from 1956 to 1957 and a 5% drop in nighttime rates during the same period. Daytime 
figures do not cover high traffic hours. 

The mortality rate of nighttime network tv shows is underlined by these fig- 
ures about 5b* new programs introduced during the 1952-5.3 season. 

Only eight or W/< were still on the air during the past season. Nielsen took the trou- 
ble to collect this information. 



A question of interest to sponsors of features is how much viewing goes up 
in late night weekend slots compared with weekday periods. ARB viewing figures 
based on local time in three time zones (Eastern. Central and Pacific) disclose that a 50% 
rise on Friday and Saturday nights is common while hikes of 100 and 200% are 
not unusual. 

The viewing figures are for December, 1956, cover two 15-minute periods: 11:15 to 
11:30 p.m. and 12:15 to 12:30 a.m. 

The effect of summer driving on raising total hot weather radio listening is 
illustrated by these Nielsen figures comparing audiences during July 1956 and 
January 1957. The data below shows millions of homes during the average minute: 

MORNING AFTERNOON NIGHT 

(Mon.-Fri.) (Mon.-Fri.) (7 clays) 

July Jan. July Jan. July Jan. 

Auto-Plus 1.4 1.2 1.8 1.5 1.5 1.0 

In -Home 5.2 6.6 6.1 6.2 4.0 4.1 

Total 6.6 7.8 7.9 7.7 5.5 5.1 



It looks like network tv's adolescence is over — that is. if you define adolescence as 
a period of fast growth. 

Take a look at PIB gross time billings for the first four months of the year: They're 
running less than \¥% ahead of the corresponding period in 1956. 

Gross time billings for all of 1956 were 20 r r over the preceding \ear. 

True, PIB figures are no accurate measure of advertiser spending or network income. 
But they are useful indicators in making such comparisons as those above. 



The widespread assumption that alternating sponsorships have been steadily 
increasing is not borne out by the facts. While there was a big jump in alternate spon- 
sorships from the 1954-55 season to the 1955-56 season, there was a decline (though not 
large) during the 1956-57 season. 

You'll have to take Nielsen's word for it: The figures, in terms of sponsored hours 
per month in nighttime network tv are 64, 91 and 85 for the three successive seasons 
with calculations being made in the spring of each season. 



Total U.S. homes have finally hit the 50 million mark, according to Nielsen 
estiina'cs, with 48.2 million radio home'* as of 1 July. 

In 1949 U.S. homes totaled 42.6 million with 40.2 million radio homes (and only a 
scattering of tv homes). 

It's hard to get advertisers excited about weekend daytime network tv. 
PIB hillings through April for this year came to $7.9 million. During the same period 
a year ago. the figure was $8.2 million. 
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A few months ago a milestone was passed when McCann-Erickson 
TV-Radio billing hit a rate of a hundred million dollars annually. A 
glance at the accompanying charts shows that this covers every radio 
and TV network, hundreds of local stations — every kind of programing — 
every type of commercial. 

Like all agencies, and most people, we like to set ourselves goals. Probably 
it was one of our goals to be the first to reach the hundred million mark in 
this field — but right now there's only time to thank the many people 
responsible for having done it. The networks and stations who have done 
so much to bring these media to their present high point of effectiveness 
. . . the producing outlets and the talent agencies who have contributed 
so much to the quality of our product. 




Network and Regional TV Programs 

NIGHTTIME 



McCann-Erickson, Inc. 



New York, Boston, Atlonto, Cleveland, Detroit, 
Chicago, Louisville, Houston, Dallas, San Francisco, Los 
Angeles, Portland and offices throughout the world. 



Special Programs 

Cinderella 

Festival of Magic 

Five Stars lor Springtime 

The Great Sebastians 

Mayerling 

Mr. Broadway 

Romeo and Juliet 

Ruggles of Red Gap 

Shower of Stars 

One Hour 

Climax 

Disneyland 

Jackie Gleason Show 

Robert Montgomery Presents 

Studio One 

Warner Brothers Presents 
Wednesday Nisht Fiahls 



Half Hour 

Adventures of Jim Bowie 
Crunch and Des 
Death Valley Days 
Dragnet 

Esso Golden Playhouse 
Lone Ranger 
National Biscuit Theatre 
Panic 

Texas in Review 
Whirlybirds 

Quarter Hour 
Esso Reporter 
Powerland U.S.A. 
Sohio Reporter 
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DAYTIME 

Special Programs 
Game of the Week 

Half Hour 
Lone Ranger 
Sky King 

Quarter Hour 
Bob Crosby 
Garry Moore 
Home 

House Parly 
It Could Be You 
Mickey Mouse Club 
Ohio Story 
Our Miss Brooks 
Price is Right 
Queen for A Day 
Tennessee Ernie Ford 
Today 

Valiant Lady 



Clients using other than Network Programs: 

TELEVISION 



American Salety Razor Corp. 
American Trust Co. 
Bell Brand Foods. Ltd. 
Bulova Watch Co. 
California Packing Corp. 
California Spray Chemical Corp. 
California Wine Association 
Chesebrough-Pond's Inc 
Chrysler Division 

Cleveland Electric Illuminating Co. 
Coca-Cola Bottling Companies 

(Various Cities) 
Columbia Records Inc 
Columbus & Southern Ohio 

Electric Co. 
Cowles Magazines. Inc. 
Esso Standard Oil Company 
Gray Drug Stores, Inc. 



Liggelt & Myers 
Lincoln Bank & Trust Co 
Lucky Lager Brewing Company 
Mead-Johnson & Co. 
The Mennen Company 
Milk Foundation. Inc 
National Biscuit Company 

(Various Products) 
National Lead Co. 
The Nestl* Company Inc. 

(Various Products) 
Ohi: Bell Telephone Company 
Pacific Power & Light Company 
Rival Packing C> 
S 0. S. Company 
Southern California and Southern 

Counties Gas Companies 

Standard Oil Company (Ohio) 
Stegmaier Brewing Co. 
Swift & Company 



RADIO 

Allied Chemical A Dye Corp 

Barrett Division 
American Safety Razor Corp 
American Trust Co. 
Bui va Watch Co. 
California Packing Corp 

(Del Monte) 
Cal I rnia Spray Chemical Corp 
Cat I rnia Wine Association 
Central Vermont Railway 
Chesebrough-Pond s Inc 
Chrysl»r Div sion 

Cleveland Electric lllumrnating Co. 

CocaC la B tiling Companies 

(Various Cities) 
C lumbia Records Inc 
Cowles Magazines inc 
Esso Standard Oil Co. 
Gray Drug Stores, Inc 
The Halle Br s. Co. 
Hampden Brewing Co. 
Humble Oil Co. 
Liggett A Vyers 

Luc-y lager Brewing r -mpany 



Lyon Tailoring Inc 

Manufacturers Trust Company 

Mead-Johnson A, Co 

The Mennen Company 

Ihe Milk Foundation 

the Milnol Co. 

National Biscuit Company 
(Various Products) 

National Cily Bank f Cleveland 
The Nrstle Company nt 

(Various Products) 
Norwegian Canners Asvx 
Ohio B*fl Telephone Company 
Pacific Power & Light Company 
Rival Packing Co. 
Seeck i fade Inc 
S 0. S. Company 
Southern California aid Southern 

Counties Gas C mpan *s 
Standard Oil Company (Ohio) 
Stegmaier Brewing Co 
Swift & Company 
Tidy House Products Co. 
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WAY OUT FRONT IN 
SOUTH TEXAS 

In the fast-moving South Texas market, KONO Radio is way 
out front with 49% penetration (NCS No. 2) and increasing 
the lead with every step as more and more new program 
innovations are introduced. So if you're in the race for sales 
in the big 51 -county South Texas market, put your money 
on KONO . . . through your H-R or Clarke Brown man. 

49% PENETRATION IN 
SAN ANTONIO'S HOME COUNTY 



860 kc 5000 watts 



KON 



SAN ANTONIO 



♦ 
» 



G3 



Radio 
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A close look at the enlarged television 
coverage map of WNEM-TV and stations 
in adjacent markets reveals the TRUTH 
of the fallowing: 

POSITIVELY . . . WNEM-TV CHANNEL 5 
IS THE ONE AND ONLY TELEVISION 
STATION COVERING FLINT WITH A 

GRADE A signal. 

The coverage map speoks far itself, but 
we welcome any further inquiry yau might 
have regarding television service in this 
rich market. We'll be glad ta supply you 
with, not claims, but POSITIVE PROOF.* 

WNEM-TV also is the only TV station de- 
livering a Grade A signal ta the combined 
market made up of Flint, Saginaw, Bay 
City and Midland . . . the heart af Mich- 
igan's 2nd Market, the nation's 19th In- 
dustrial Market. 

'Additional evidence on file in applica. 
lions at the FCC in Washington. 



CHANNEL 



5 



WNEM-T 



take a closer look 



FLINT TV 





61 



See Your Pctryman 




FLINT OFFICES: 507 DETROIT STREET 
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CBC-TV networks — English and French — 
Serve 2 out of every 3 
homes in Canada... 

with more selling impact, more coverage than ever. Call, 'phone or 
write today for more information about Canada's greatest advertising 
medium . . . the CBC-TV networks — still growing. 

CBC TELEVISION Halifax Ottawa Winnipeg 

Commercial division Montreal Toronto Vancouver 
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TV AND RADIO BASICS 



HOW TO USE TV AND RADIO BASICS 



1 

i TELEVISION 




2 FILM 




Sections on Ti'lcrision, Film* Radio give 



xou a status report in <iitcstion-and-ansiccr 
form. Ti\ Film, Color and Radio liasirs 
sections provide faet eharts. Guide to all 
nine sections in this issae appears It ere 



SECTION 1 
TELEVISION 

Main- report, -pot and net t» 
in i|ue-tioiiaiid-an-wer form. 
Inelnde- fjll -how-, pogc 15 



SECTION 2 

FILM 

Statu* r< port, tdm pn ^rj - 
and commen ial« Nrw film, 
li-t of a\ailahl« film page 51 



3TV BASICS 



TFILM BASICS 



TCOLOR BASICS 





SECTION 3 

TV BASICS 

Chart- which -how how hig 
It's audience is where it is 
what the trends are. page 69 




SECTION <* 

FILM BASICS 

How hip i» the film luisim — ? 
W ho are its client-? \n-wer- 
are charted here, poge 111 




SECTION 5 

COLOR BASICS 



"•ll" 

t\ 

film 



,\ - color -tatu- of II. S. 
■tation-: network, local 
-lide. li\e. poge 133 




SECTION 6 
RADIO 

Statu* report on *pot. net ra- 
dio. Include- a -ime\ < f time- 
huyer* on trend-, page 139 
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■ 



SECTION 7 

RADIO BASICS 

Want figures on out-of-home 
audience? Listening today? 
\nswer* are here, poge 179 



^INDUSTRY 
BASICS 




SECTION 8 

INDUSTRY BASICS 

T\ and radio refresher conr-e 
for beginner and \eteran on 
the fundamental-, page 225 



TTIMEBUYERS 
OF THE U.S. 




SECTION 9 
TIMEBUYERS LIST 

l.i-ted here, timelmyers of 
agencie- around the nation 
with their account*, poge 245 



REPRINTS 

Each >ear smv-nR pit- re- 
que-t» for thnu«and« of r< 
print? of the Ha-u » " ti< 
Tv Ra«ic<* i* a\ailab|e at ViC 
per cop* : Fi'm r< ]• < 1 w t 
(.olor Ha-i. - at WC : l!a ho 
Ha'io at .V>C. Ouantit* pr •« 
available on request. T< ord< r 
the Ra*ics or Timel uw r- < i 
the I . whi<h will he a\a 1- 
ahle in n print form later t i- 
summer. write t >: ^p-'n-or 
Services Inc.. 40 E. 4 f >th 
St., New York IT. V Y. 



Annual Report 



As television's most rewarding >eason came to an end. two 
events clearly summarized the scope of ("HS Television's 
contribution to this voting and grow ing medium. 

The final Nielsen report of the October-May season found 
CHS Television broadcasting all of the in mo-4 popular 
programs. The final honors of the year the two Robert 10. 
Sherwood Awards for network program*- "dealing with 
freedom and justice"- were both given to CHS Television. 

This achievement climaxed a season which saw intense 
network competition for a nationwide television audience 
that reached a new peak of over JO million families. 
It was a season which found the average family spending 
even more time watching television than the year before. 
And because most of this time was spent looking at CHS 
Television, the network consistently maintained a position 
of leadership throughout the year: 

It gathered the largest audience for a single cntertainmi nt 
program in the history of television. 

It icon a total of 122 programming award* for rnterta'nimnit 
and public sorrier programs. 

It had a monthly arrragr of So} the 10 most popular nighttime 
programs and 7 of the 10 most popular daytime programs. 

It delivered 25 per cent larger arerage nighttinu and" iters 
and JO per cent larger average daytinx aud'n nets than its 
closest competitor. 

It earned a 20 per cent larger in rest m< nt from adri rtisers 
than the second hading network. 

Television brought more Americans the entertainment 
they enjoyed most and the information necessary for a clear 
understanding of the issues of our time. And it offered 
American business its most effective advertising medium. 



CBS TELEVISION 



WHEN KANSAS CITY GOES SHOPPING 



mm* 



It's a WHB world 

FOOD . . . 

More national food product advertising is placed on WHB than on all other local radio stations 
combined. And locally, virtually all major food chains advertise consistently on WHB. 




National drug advertisers and local drug stores spend more money on WHB than 
on all other local radio stations combined. 

AUTOMOTIVE ... 

WHB carries schedules for every major national automobile advertiser. Local car dealers 
buv more time on WHB than on all other local radio stations combined. 



Every cigarette brand buying spot radio in Kansas City in 1956 bought WHB. 

NEW HOMES ... 

Kansas City home builders put more new-home advertising on WHB than 
any other Kansas City radio station. 




and IT'S A WHB AUDIENCE . . . 



Whether it be Metro Pulse, Nielsen, Trendex or Hooper — 

whether it be Area Nielsen or Pulse — WHB is the dominant first among every important 
audience-type. That statement embraces the housewife, her husband, their teenagers — 
as well as the farm family. Every survey agrees. Whether it's audience 
or advertising it's a WHB world! Talk to Blair or WHB GM George W. Armstrong. 

WHB 10,000 watts on 710 kc. Kansas City, Missouri 

WDGY Minneapolis St Paul 
WHB Kansas City 
— /V — I — I * — IN. | WQAM Miami 

yt-^ I I J? | * REPRESEN TED BY JOHN BLAIR & CO. 

O DAY'S RADIO FOR TODAY'S SELLING ^ f* »1 M !3?T^Ul3z¥1 

WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 
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Question-and-answer briefing section for guidance 
today and throughout the year to come. Covering: 

SPOT TV starts page 16 
NETWORK TV starts page 36 



I 



ER SURVEY 



Spot tv trends this fall include stepped-up pace for daytime 




1. How tight- are night-time availabilities this fall compared with last? 

CLASS A & AA TIME FEATURE FILM TIME 

Easier to clear 34.7% Easier to clear 40.3% 

Harder to clear . . 19.4% Harder to clear „ 32.3% 

About the same M „. 45.9% About the same 27.4 




2. What is the outlook for ac- 
tivity in daytime spot tv? 

Big increase 24.3% 

Small increase 54.1 % 

About the same 21 .6% 



3. What is happening to spot television frequency? 

NIGHTTIME DAYTIME 

Big increase 8.8% Big increase 19.1% 

Small increase 36.8% Small increase 50.0% 

About the same —- 54.4% About the same 30.9% 





4. What is happening to the length of spot television schedules? 

NIGHTTIME DAYTIME 

Longer now 21.4% Longer now 20.9% 

About the same 78.6% About the same 79.1% 





5. Will you buy more spot tv program time this fall than last? 

FILM SHOWS LOCAL SHOWS 

More this year .__ 38.8% More this year 31.2% 

Less this year 18.8% Less this year 20.3% 

About the same 42.4% About the same 48.5% 




6. Taken together, for accounts on which you buy, will spot tv spending be up o: down? 



UP 83.3% 



Timebuvers were asked to project this fall's spot tv trends via the 
questions above. A mail questionnaire went to 300 buyers at agencies 
around the nation, including New York, Chicago. Los Angeles. De- 
troit, Cleveland, among other important buying centers. A total of 
70 bu>er> responded. All questions shown above with their tabulated 



DOWN 



16.7% 



results required a check-off answer. An additional question, not 
shown above, called for a writ:en answer outlining suggestions for 
sponsors planning spot tv camp«:igrs this fall. Many of responses to 
this question appear in the tex! Parting at right. (For a similar 
survey on spot radio trends, see Spot Radio Briefing Section.) 



SPOT TELEVISION'S YEAR OF MATURITY 



More clients are using medium in neu\ enligliteued n ays, siueuding 
s/xU tr (hdlurs inttt fringe lime and more daytime. One trend is 
toivanl "radio buying'* strategy in spttt ti\ iritlt in-and-out taeties 
in prime evening time, saturation flurries among top clients, liuyers 
predict spot tr business trill soar this fall after a slow spring start 



Outlook 

Q. How's business this year? 

A. The indications are that spot t\ 
will he considerably ahead this fall 
over last. This will not necessarily 
mean. however, that the entire \ear 
1957 will he way ahead of 1956. Hen- 
Ion: second quarter's sales were slow 
though there was a late spring business, 
pickup. All in all it looks like a year 
of mature growth. 

At this point fall bin ing is expected 
to more than offset the slackening of 
activity in spring. Timebuyers srt)\sou 
polled in a mail survey throughout the 
count r j are almost unanimous in fore- 
casting heavier (.pending by their cli- 
ents in fall 1957 compared with fall 
1956. Taking their accounts in the ag- 
gregate. 83.3' c of the timehuy evs sur- 
veyed predict an increase in fall spend- 
ing. The median : a 15' '< rise. 

Mail} spectacular increases were re- 
ported. For instance, the head buyer 
of a major Chicago agenc\ predicts a 
500' < increase in expenditures fur his 
clients, particularlv due to daytime. 

Another top Chicago buyer fore-ee* 
a 400' < increase in spending because 
of new film show and local -how buy- 
ing for his accounts. A Los \ngeles 
broadcast supervisor predicts a 200 r » 
increase because of film buying. A 
Kansas City, Mo., media executive an- 
ticipates a 150' i increase in spot tv 
dollars. The bu\er from a Xew \ ork 



financial agency see* syndicated film 
bin ing as the basis for a 75' < increase 
in spot t\ expenditures*. 

Q. Does the stepped-up activity 
mean tighter prime time clear- 
ances in the opinion of buyers? 

A. Not necessariU . because some of 
the increased business i- going into 
daytime and fringe time rather than 
sticking to Class "A" periods, accord- 
ing to timelnn ers surveyed by si'tixsou 
I see chart at left I . 

In fact. of the respondents to 

the sI'oxsok sitr\e\ expect to find 
prime time easier to clear this fall than 
in seasons past, and 15.9' < -ee the 
situation unchanged: les- than 20' < 
expect to find time more difficult to 
clear. 

"The only real problem in prime 
nighttime i- an increase in conflicts. 
Jerry Sprague. Cunningham \ W alsh, 
told SPONSOR. "This is the natural by - 
product of increased shared and alter- 
nate-week sponsorships and it can 
make it more dillicult to clear good 
time for certain products. ^ on may 
ha\e to do a little more jugsdimr. 
rather than buying a con-i-ten( -i hed- 
ule. to avoid these product conllids. * 

Q. What effect is the late shap- 
ing of network tv plans having 
upon fail spot buying? 

A. It has generalK dela\ed reque-t- 
for availabilities and the making of 
definite plans. \lso. more than e\er 
before, buvers are try ing to evaluate 



the strengths and w eakne-si-., of the 
network lineup* in order to pit k and 
< hoo-e the |>e~t po*»ibIe adjai eni if-. 

The scouting out of a\ ailabililies 
v as beginning -lowh during earl\ 
July, hut the bulk of hm [\vz i-u'l 
anticipated until \ngiist: that is. one 
full month later than la-t year. 

\\ bile actual placing of order- nun 
be dela\ed. media strategic- are. on 
the other hand, working further ahead 
than during prev but- summer-. Top 
agency media executives are well into 
195!! in attempts to find the ritdit 
formula for -pot t\ < lient-. 

"We're planning for 1'I58 riidtl 
now." -a\ - |-'C4kfi"s \rtlmr I'ardoll. 
"We've found that advirti-iu^ i- •>< 
complex and media -lrale_\ arou-i - 
-ii main eontr>i\ cr-ie-. that we ] Inn 
ahead to -obe problem-. 

^ \K's Ha\ Jones. < urretttlv knee- 
deep in -i outing out and evaluating 
availabilities for fall, i- al-o lojkin_ 
ahead toward winter, trvinj I" -econd- 
iUie*» network -Imw -ncre--i - md fail- 
ure- to find out what -(Indole- plai ed 
in "September will retain their rating- 
value through next sprint. 

Q. Will last year's rush into fea- 
ture film continue into fall? 

A. I nthu-ia-in for feature- i- at a 
peak, "si/cable bud-id ii rea-< - for 
dient- handled bv limtbimr- who 
an-wered -I'ox-or'- ipji -lii-peaire art* 
due often to new -pot tv mot ev 
often coining out of other u edia 
i /'/»*« <e turn In p«p*» 20 i 
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objective: 

Introduction of a new product in a highly competitive field 

complicating factor: 

An uncertain timetable of production-distribution facilities 

solution: 

The American Tobacco Company's HIT PARADE cigarettes 

and its agency, BBD&O, are 



To introduce its new hit parade cigarei id 
a market-by market saturation basis, Arnica* 
Tobacco required the ultimate in advei^m 
flexibility. Anticipated shifts, both in prodirn 
and in distribution patterns, called for thc'in 
of flexibility that would allow changes in vc 
tising schedules at a moment's notice. 

Spot Radio and Spot TV received the 1 ( 
media appropriation of the 13-week introdi^i 
budget, hit parade entered each market • 
a minimum of 50 weekly radio spots, 10 week T 
spots. Nationally, the campaign built to a 
of 13,000 radio spots and 700 TV spots per 
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ill till' lust few weeks of tlit- campaign, .1 special study in 
Voik showed tli.it a phenomenal 77" 0 ol people i ;m\ .ismiI 
iiinly knew then- was ;i new cigarette on the ni.iikei ilic\ 
iJ [lie ( igai ci it's 11:1111c was hit iwkadi . 

Ionising Manager Alan C Canall explains win -\k\hi 

nnucs to use Spot broadcasting: "hitrodui ing hit r,\K \di 
vrttes to a mass audience in a highly 1 omftetittve field is a 
|K advertising problem. Thanks especially to BiilibO and 
v^iadio and T elevision, ive have tracked the country, market 
yirket. i\ r HC Spot Sales represented stations played a big prut 
Ifr promotion of our nexu brand." 

An your NBC Spot Salesman, lie can show von, too, how 10 
< your sales . . . market by market. 



NBClSPOT SALES 



rtpmtnti Iheje ludmnip Jliticns 

Hertford Fie* Bnlam W.'.BC 
lit* Yofk Vi RCA ViRCA IV 
Sclientctidj Alb»n> Tro> ViRGB 
Phil»dtlph » WRCV WRCVIV 
W»jh.n£lon WRC YiRC TV 
M »mi YiCKT 
Bulfjlo ('•BUT 
Cleveland WHK 
Louiwill* WAVf. WAVE JV 
Chic»£0 WMAQ. WNBQ 
St Louu KSD. KSO TV 
Denver KOA. KOA TV 
Senile Ticomi KOMO. KOMO TV 
Lo> An^elei KRCA 
Sin fianciico KNBC 
Honolulu KCU. KONA 




it Parade # 



SPOT TV . . . continued 



that s bein<> diverted into feature film 
participations. 

Throughout spring an increasing 
number of stations acquired fe£itures. 

Q. Does this mean that good fea- 
ture time will be hard to clear? 

A. The amount of feature product 
available makes this unlikely. So many 
stations bopped on the feature band 
wagon (sometimes ever) station in 
four- and five-station markets), the 
chance of bin ing good schedules in 
choice feature programing is good. 

Furthermore. Colgate's experience on 
KTLA. Los Angeles, is just one of the 
pruof.>* that major advertisers going 
into this fringe, station-option time 
have gotten top ratings and have seen 
an increase in sets-in-use. Since this 
10:30 p.m. to midnight period bad 
not been generally sold out in years 
previous, there's often room for more 
business. 

\\ hilc interest in features is at a 
peak. 40.3% of the respondents to 
SPONSOR s timebuv er survey expect to 
find features easier to clear this fall 
than last, simply because there are 
more features being programed by 
more stations. Some 32.3% of buyers 



felt features would be harder to clear: 
27.1vr say "about the same." 



Daytime 



Q. Will this be the year for a 
boost in daytime business? 

A. Yes. say 7J5.4' ( of the thnebuv ers 
SPOASOK surveyed, and one third of 
these expect to see a major increase in 
dav time business. 

"There's a different attitude toward 
dav time these days," savs the broad- 
cast superv isor of one of the top five 
air media agencies. "It's proved to 
be effective in the past year. Clients 
no longer worn about the old buga- 
boo of 'divided attention' because 
they've had sales results justifying 
their initial tentative investments." 

The disparity between nighttime and 
daytime pricing is another factor 
fav oring dav time which can't be ig- 
nored. And this spring particularly 
many stations changed some dav time 
periods to a "D" rather than "C" rate, 
making the price differential even 



greater. 



Furthermore, new network pricing 



policy has followed suit. When ABC 
TV announced its plans to program 
daytime several months ago. the net- 
work announced a blanket "D" rate 
(one-third of nighttime) for its day- 
time programing. CBS TV and NBC 
TV have gone to a "D" rate for their 
pre-10:00 a.m. strips. 

"This new price structure particu- 
larly on the part of individual stations 
makes da) time a far more attractive 
buy," a JWT bu>er told sponsor. "But 
no amount of low pricing would be 
pulling clients in extensively if it 
weren't for the accompanying strength- 
ened network programing available 
this fall." 

Certainly the stepped-up pace of 
competition between CBS TV and 
NBC TV, and the entry of ABC TV 
are creating some attractive adjacen- 
cies throughout the day. The full im- 
pact of ABC TV is not expected to be 
felt until another six months or more 
from now when the network may in- 
crease its dav time programing. 

Based on network activity and client 
experience with dav time spot tv, the 
consensus among buyers is that day- 
time spot tv may be up some 20% or 
more this fall. 



KHOL-TV Sells Nebraska's Second Big Market! 



Your Most Effective Way to Reach 
and Sell 184,830 Families with an 
$830,032,000 Buying Income 



Nebraska boasts two giant consumer markets burst- 
ing with profit potentials. One is the eastern metro- 
politan areas, served by four TV stations. The 
second is the rich agricultural districts of central and 
western Nebraska and northern Kansas . . . served 
and sold by KHOL-TV and its satellite station. 
Profit minded advertisers agree — KHOL-TV — the 
economical way to sell Nebraska! Contact Meeker 
TV today. 

Represented Nationally by MEEKER TV, Inc. 



CBS 
ABC 



KHOL-TV 




NEBRASKA 




CHANNEL 

KEARNEY, NEBRASKA 

Satellite Station Channel 6, Hayes Center, Neb. 



VP 



LATEST FACTS* 

About Rich Market Area Served and 
Sold by KHOL-TV and Satellite 

Effective Buying Income $830,032,000 
Number of Families 184,830 
Population ... 583,800 
Total Retail Sales $680,494,000 
TV Set Count . 126,000 

*Compiled from Standard Rate and Data 
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SPOT TV . . . continued 
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Strategy 




This Is Albuquerque 

The Nation's Newest 
Billion Dollar Market! 



I 



n case you hadn't noticed — Albuquerque, New 
Mexico, is your newest, fastest-growing major 
market in the surging Southwest. 
Look at the figures: In the metropolitan area 
alone, population is 218,800 (61.400 families) with 
a spendable income of more than 372 million 
dollars! Business activity increases at a rate 
three times above the national average . . . food 
sales increased 64%, drug sales 74% and total 
retail sales 62% in the last year!* 

KOB Radio and KOB-TY are the leading media 
in this great, new market. Powerful KOB. the 
Southwesrs pioneer 50.000 watt station, com- 
mands the Pulse ratings just as KOB-TY is tops 
in ARB ratings. Now under the progressive man- 
agement of KSTP, Inc.. KOB and KOB-TV are 
your best bu vs in atomic Albuquerque ! 

*SALES MAX AGEMEXT "Survey of Buying Power, May 10, 1957 

NOW REPRESENTED BY 
EDWARD PETRY & CO., INC. 



Q. Are clients buying higher fre- 
quency schedules for fall? 

A. There's a bigger increase in day- 
time frequency partly because of the 
cheaper price and partl\ because of 
the availability of da) time periods. 

Most buyers interviewed by sponsor 
at major agencies agree that five an- 
nouncements weekly has become virtu- 
all) the basic minimum frequency of 
any campaign, day or night. But they 
see daytime base frequency approach- 
ing 10 a week per market. 

Q. Are clients buying longer 
schedules? 

A. About one-fifth of the respond- 
ents to sponsors survev see their 
clients buying longer schedules both 
during the day and night. 

However, talks with media execu- 
tives at some of the biggest air media 
agencies revealed conflicting trends in 
terms of length of campaigns. Some 
feel that the carving out of franchises 
has lost its meaning to some extent 
because of the constantly changing 
value of the adjacencies. They buy 
circulation, and in some instances are 
following the common spot radio 
pattern of a few weeks on the air, a 
few weeks off the air. 

At the same time, something new 
has come into the spot tv business 
recently: trading of announcements. 
One of the earliest trade» is Maxwell 
House Instant's offer to Bristol-Myers 
of its franchised schedule for a period, 
after which General Foods will take 
its announcements back once more. 
Both clients and agencies involved 
agreed, but some stations balked at the 
practice, since it by-pa-ses the clients 
on the stations own priority lists. For 
the two clients the advantage is clear: 
each has a franchised time for bis an- 
nouncement schedules without having 
to stav in that period continuously 
through the year. 



Adjacencies 



Q. How do buyers evaluate the 
fall network lineup? 

A. The\ 're somew hat more reluctant 
to try to pick winners than in years 
past. Thev're confronted with more 
new ^hows than fall than in past 
seasons. And they're even more aware 



Radio BCoEJt>BS Television 

770 C^Zj CHANNEL 4 

NBC AFFILIATE • ALBUQUERQUE, NEW MEXICO 

"Serving the Surging Southwest" 
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of tin* odd- aga iu-l getting tup 
;ulj acencies because of tin* bad taste 
the high iiiorUilil) of fall l ( ).">d show- 
left in the husiiii**ss. 

1 hese art' some of tin* broad conclu- 
sions from a eii»a»-#eelioii of tune- 
huvei- in the top 20 air media 
ageiieie* : 

1. Thin expect to see a -mailer 
margin of dilTereuce in av erage ratings 
between the three networks during the 
prime e\ euiug hours. 

2. Mo-I anticipate that those highly 
desirable announcement- during Iron i- 
Kiid OO-niiiiulf* shows will he tougher to 
clear than e\er heeause la) they've 
proved to deli\er more consistent rat- 
ings than schedules placed hetweeu dif- 
ferent shows: 1 1) I because there are 
fewer long shows heing scheduled by 
the networks. 

3. Westerns, as a category, max 
come (li rough strong. \et hu\ers art- 
looking ven carefully into the pro- 
graming on the networks opposite. 

"there'll he so many W esterns that 
some must inevitably die," one top 
agcnev Inner told si'ONSoti. ''Since 
most of them don't revolve around a 
strong star name, it heroines tougher 
to pick winners in this group than in 
other show categories where stars with 

WSPD-TV's 



"BILLION 

DOLLAR 

MARKET" 



Population 
Families 

Television Homes 



a proven audience appeal aie n-ed." 

I. Mll-if.tl-, bee.ili-e of autit iptlteil 
-tar \alue. are o >n-idci cd good bet- b\ 
many. I he\ feel that a popular -inger- 
pel -onalitv a- -tar of a -how make- 
most of the new inu-ie.il piogiam- (in- 
vulnerable to aiidienre fieklene— , 

"If \Oli like I'at I tonne, Vou'll like 
him whether there are five other nili-i- 
cal -how- or not." -a\- J.n k Itrav id 
Cunningham \ \\ al-h. "Hut with 
-how- hinging on -tor\line-. the higger 
the choice in one eategor\ the more 
voin autlieuce can he -plit and unbal- 
anced, 

.). \\ here hig-mniicv ipii/ -how- are 
coiiceriietl. hu\er- are -plit. Mam are 
encouraged 1>\ the high le\el of inter- 
c-t ami rating- maintained l<\ the old 
big-inonev ipii//es which are heing 
carried o\er into fall, and the daytime 
track record of one new one | \ HC 
T\ "s Tic Tuc Dough » . 

lint there*- a fairlv \oeal miiioritv 
who fear that ipii/ -how- in general 
will develop an increasingly up-ainl- 
down pattern of rating- in fall when 
the novelty of large prize- coupled with 
varied and interesting eonte-taiils v\ill 
have worn ofT somewhat. 

6. I'articularh high on the li t of 
top adjacencies is the S'natra Show. 



Iiei au-e media men feel lie appeal- to 
a- wide a i I n— -«ei tlon nf viewer- a- 
anv top — t . • f on in oil tv. 



Buying Tips 




1,657,400 
494,800 
406,000 
Percent tuned to WSPD-TV 

Daytime 78°o 
Nighttime 



EFFECTIVE BUYING POWER 
Totol 

Per Capita 
Per Family 

RETAIL SALES 
Total 

Per Family 



Q. What can buyers do now to 
insure a successful fall spot tv 
campaign? 

A. \- tv ha- iucrea-eil in i nmplev 
itv, the demands upon tinndniver- ha\< 
lieeome more rigorou-. lie* ides know- 
ing media, he realK ha- to -eeoinl- 
gin*-- progi '(tilling -ueee-- or failure. 
In ortler. then, to do an effeitive hiiv- 
ing joh for -put |\ .divert i-er-. hep- 
are the -tep- a i n »— --ei In at of time- 
hnver- -Ugge-t to other t iuiehii ver- 
Iha-ed on si'ON-tiu- mail -urvex a- 
well as personal interviews! ; 

1. Start nulling jilutw mrh. 1 ven 
if von feel that the time period- voii'll 
he after mav not he tight, \ou ll n-r- 
I a in K gel a heller -election if von have 
a clear picture of av ailahilit ie- and get 
\ our hid in earlv . 

2. flcgin evaluating ru'tttork pro- 
graming litu'tif.s right mm. With tin- 
large crop of new -how - going on the 
air this fall, the liinehuver reallv ha- 



WSPD . 
TELEVISION 
316000 WATTS 




S3, 015, 566,000 
1,819 
6,094 

$2,022,594,000 
4,087 



SPENT FOR 
Food 

Gen. Mdsc. 

Furniture and Household 

Automotive 

Drug 



Represented National y 
by KATZ 



$449,499,000 
223,555,000 
105,354,000 
408,185,000 
62,275,000 



WSPD Television • • • Toledo, Ohio 
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PROJECTING THE BEST... 

From CBS Television Film Sales come the best film programs for 
all stations: expertly-made, wide in appeal, easy on the budget. 

Fast-moving action dramas like "Whirlybirds," "Assignment Foreign 
Legion" and "San Francisco Beat"... the western adventures of 
"Annie Oakley" and "Brave Eagle"... wholesome family entertainment 
like "Mama" and "Life with Father"... are part of a catalogue 
listing more than 20 top-rated syndicated properties. Each meets 
CBS Television Film Sales' quality-first standards; each comes backed 
with plenty of hard-hitting merchandising and promotion aids. 

Hundreds of local, regional and national advertisers in more than 
200 markets (who last year pushed CBS Television Film Sales' billings 
to a record high !) make their best showing with programs from... 

CBS TELEVISION FILM SALES, INC. 

". . . the best film programs for all stations" 

San Francisco Beat, Whirlybirds, Winning of the West, Annie Oakley, Brave Eagle, Life with Father, 
The Honeymooners, Fabian of Scotland Yard, Amos 'n' Andy. Gene Autry. Buffalo Bill Jr., The Whistler, 
Files of Jeffrey Jones, Assignment Foreign Legion, Cases of Eddie Drake, Under the Sun, Mama, 
Gray Ghost, Champion, Colonel Flack, Navy Log, Range Rider, Terrytoons and Newsfilm. 
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SPOT TV . . . continued 



to choose from a lot of unknown quan- 
tities. While there's certainly no fool- 
proof way of second-guessing tv show 
success, it might pay for him to talk 
to the experts in his agency's radio-tv 
department, listen to other admen s 
evaluations and read the trade press 
for a general orientation on the fall 
lineup I see fall network tv schedule 
this issue, pages 10-43). 

3. Consider daytime and so-called 
fringe time. Don t carry a prime-time 
prejudice into the planning stage, or 
y ou might overlook some good values. 
"Watch programing in fringe times for 
excellent ratings at good prices/' main 
huyers sa\ . 

4. Bring your market information 
up-to-date right now. Even if y ou de- 
cide not to buy until late-August, \our 
preparations should be started early. 

r>. Discard last year's frequency 
concepts in looking at this year's tv. 
In da\ time, for instance, you may be 
able to buy frequencies approaching 
'"saturation" this year for a more effi- 
cient cost-per-1,000. 

6. Don t buy features as a "pig in a 



poke." Get advance titles and sched- 
ules from the stations and compare 
them for entertainment and audience- 
appeal values. Many buyers seem to 
be so bullish on features as such that 
their enthusiasm could mislead them, 
particularly since man) stations in 
n ulti-station markets today pit fea- 
tures against features. 

7. Consider splitting your budget, 
that is, buy partial schedules early with 
a promise of additional budgets if and 
when better time periods can be 
cleared. Unless \ou re tying in an en- 
tire merchandising promotion Avith the 
start of the spot tv campaign, staggered 
starts of the campaign give you a 
chance to buy on a market-by-market 
basis as good hu)s open up. 

Check copy department noiv on 
length required for effective commer- 
cials. With the number of combina- 
tion packages being offered (with 
everything in them from I.D.'s to min- 
utes), it might be more efficient for the 
client to have varying length commer- 
cials produced. 

9. Cet rundown on local program- 



ing and personalities in markets you're 
considering. It takes a lot longer to 
evaluate live local programing than 
film, which you can screen right in the 
agency. Therefore, requesting back- 
ground information now from individ- 
ual stations will assure you fuller 
knowledge b\ the time you have to 
make buying decisions. 

10. Check into merchandising and 
promotion plans offered by stations. 
If you stress your interest early, vou 
may stimulate more merchandising ac- 
thity at the station. Also, be sure to 
let the station know what merchandis- 
ing and promotion plans the client is 
considering, so the station can shape 
its own effort around them. 

11. Cet availabilities from all sta- 
tions in a market. Don't carry over 
last year's prejudices into fall 1957. 
In tv, particularly, the character of a 
station and its audience appeal can 
change rapidly, and the network affili- 
ations carry a different meaning in 
varying markets. 

12. Inquire into station policy where 
double and triple spotting is concerned. 



What happen 




IYou find that the San Francisco-Oakland metropolitan area 
alone is the nation's 7th market. (1957 Sales Management 
Survey of Buying Power) 




You discover th 
to sign -off, Sunt 
last sixteen mor 



WESTINGHOUSE BROADCASTING COMPANY, INC. 

WADIO BOSTON. WBZ+WBZ* PITTSBURGH. K DK A TELEVISION BOSTON. WBZ-TV; PITTSBURGH. KOKA TV* 

CLEVELAND, K Y W FORT WAY N E. WO WO CHICAGO. WIND: CLEVELAND. KYW-TV. SAN FRANCISCO. KPIX 
PORTLAND. KEX KPIX REPRESENTED BY THE KATZ AGENCY. INC. 
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OrciifciuiuilK . feature film packages air 
overloaded with commercials ami \oii 
should he aware of this hefoie \tni 
choose hclween a feature lihrar\ on 
one station wr.-u- another one mi the 
competing station. 

III. Don't buy jeutiire (Hichuges 
blindly. Some stations charp" a pienii- 
urn fur the aiuiouncenient imnicilialch 
preceding a feature rather than placed 
w it li in the first hreak. Consider whether 
this announcement nia\ not olTer more 
idi'iitifieation compared with those in- 
trrrupting the feature. 

I i. M atch out for ''ratings-week 
scheduling." \ou can't l>u\ feature- 
on past ratings alone. W hen \oii look 
at the list of titles [he station has to 
offer, tr\ to encourage a balanced 
months programing, rather than 
hunching the '"Clark Cahles" together 
during ratings week and leading the 
weaker film for the rest of the month. 

In. Travel into key markets non if 
you can. Personal contact with station 
management usualK helps get m>u 
hetter clearances and local follow- 
throil"li. 



Id. Utsfimruge i lient /nun spread- 
ing budget tin, thin. I.A-t \ car's fre- 
ipiein\ ina\ he iii.i<li-<{ n:itt* in tnda\ - 
liloie competitive niuiki t-. 

\ i ii I then, of euiu-x*, tilery's the wag 
who Wlote spuN-iiH; "M.irt Lite. Take 
a \acatioii in the middle of the Inning 
period. In-i-l on t.iniio. "milium and 
/ Iffiit) ■( hie adjacencies .mil don't |iu\ 
until uni gel them. This will insure 
that the wa\ will he free and clear for 
me to do the he-t pih po--i|i|c for m\ 
account- heiaii-e of the earl\ siait I 
intend to make!" 



DST Snarl 



Q. What can timcbuycrs do 
about the annual Daylight Saving 
Time problem? 

A. Now- the time to find out how 
the three network- will handle the shift 
from DST to Standard l ime I sec 
Network T\ section, starling on page 



i close look? 




!(i P |J\ scrlll ' whli ll -t it lo I- f ill II l'i 

paitiiulai tune /win aid < " r 1 • Li 1 1 1 1 
this iiifni uiation with the -t item s 
alliliatnui and the wa\ tin- mtwnik 
will handle drlaved telei a t* the hiivei 
< an < I • - 1 1 - 1 1 1 1 1 ■ i < ■ ndit now which mat- 
ket» will pie-rut a |iIm|iIi'iii and w 1 1 1 • 1 1 
will ha\e inn handed m In-ili |> mil 
adjai em ies. 

I inielnn ers i an al-o hud out ri lit 
now from the rep- whether the | ■■ d i« \ 
mi their si.itions i- tu shift , 1M ,,| 
1 1 <> i j 1 1< i- 1 1 ii - 1 1 1 schedule with its adjai en- 
cies Iwhiih is the ino-t widespread 
praitiiei in wlielhei it i- to leaie 
aiiuomii einciit- on the i |m ktinie on 
which lln-\'re origiualh ordered. If 
it slmnld he the latter situation, (hi 
Inner < an determine right now win-tin i 
the shift from DM might mean a 
prialuct coiilln t through the new ,m|- 
jacem\, whether it might weaken the 
-( hedule. \nd knowing the-e f.ntoi-. 
he can put through a reipn-st tu the 
-tation right imw for the uioiith of 
October during which the 1 1 i _5 «_: ■ — I 
problem* in DS T i oiilliel- ari-e. 



You'll quickly see that KPIX's roster of personalities is a 
truly outstanding one— personalities with proven selling 
power like Del Courtney, Faye Stewart, Sandy Spillman, 
Capt. Fortune, and Deputy Dave. 



4 You'll be convinced that KPIX has the production and 
merchandising"knowmanship"itUkesto realize maximum 
returns from your television expenditures in Northern Cali- 
fornia. 



SAN FRANCISCO KPIX* 5 
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Ready to SELL, 




ILES FOR YOUR RADIO STATION I 




1L for You in '57-'58 ! 




UND EFFECTS GAME! 



ND-O" GIVES YOUR 
ON NEW PRESTIGE, 
IDENTIFICATION in your 
nity . . . makes yours 
CITING station that 
AND SELLS AND SELLS 
ir advertisers! Wide- 

erchants in every line 
t to be in on the "talk 

town." National and 
< advertisers, too, will 
-r to cash in on this 
-chandising and selling 
nity. 



This outstanding 
SOUND O promotion 
is just one in a con- 
tinuing stream of 
sales-boosting ideas 
offered FREE to 
World Affiliates all 
year-round! 



UllRMl MAKE THIS EXCLUSIVE 
MAIL THIS COUPON RIGHT AWAY! 



n 




PROGRAM SERVICE 

W I tl 

WORLD BROADCASTING SYSTE 

411 Modnon Avtmte. H*m York 22. N«w 



Canadian f>EP c EiE^"*' .| 
faC lTES i ^ T EO (_ " 




WORLD BROADCASTING SYSTEM, INC. 5 

448 Modi»on Avenue, New York 77, New York 

YES, SIREE! WE WANT SOUND-0'S EXCLUSIVE SELLING 
POWER FOR OUR STATION. SEND IMMEDIATELY the com- 
plete details on how to make our *5 7-*5 8 selling season 
a record- smashing success! 

Name . 

Title 



Radio Slation 

Address 

City 

Zone State. 



SPOT TV . . . continued 



Tft Man, it's big! . . . 



Tv Set Count 




. . . and latest SRDS consumer 
markets data figures show 
how big it is! 



Retail Sales per Household 

$4,56500 

43.1% above Tenn. average 
. . . which is 18.4% above 
national average ! 



CSI per Household 

(income after taxes) 

31.7% above Tennessee 
. . . and 3% above 
national average! 



Here is news of interest to every advertiser seeking top audience and 
top buying power . . . The Consumer Markets data for the State 
of Tennessee to January 1, 1957, released by Standard Rate and Data, 
shows Metropolitan Memphis one of the nation's dynamic markets 
. . . leading Tennessee's average in retail sales per household by nearly 
fifty percent! 

In addition, Metro Memphis ranks ahead of the national average 
in CSI (income after taxes), reaching the imposing total of nearly 
one billion dollars! 

What a box score of buying power for you to tap! . . . and the 
top TV station of the area (according to recent coverage figures) 
is resoundingly WMCT . . . reaching 9.5% more TV homes than 
Station B and 17.67*^ more than Station C! 



Q. When is the next industry- 
wide set count due? 

A. Probably by fall, says the Adver- 
tising Research Foundation. This will 
be the fourth ARF set count, commis- 
sioned, as in the past, bv the three tv 
networks, TvB and NARTB. 

Figures in this set count, based on 
U. S. Census Bureau information as in 
the previous three, will be dated as of 
April 1957. The previous one, issued 
in January 1957, was based on spring 
1956 figures. 

ARF anticipates continuing these 
studies ''so long as the underwriters 
want to. and probably just as long as 
tv penetration grows and market 
changes in tv set ownership occur." 

Q. What's happening to the 
NARTB's own set count and cir- 
culation research? 

A. The NARTB's Tv Board is con- 
sidering a major set and circulation 
measurement right now. Its decision 
will be based on the report of the 
XARTB research sub-committee headed 
by Hugh M. Beville Jr.. NBC v.p. of 
planning and research. 

This report, approved by the XARTB 
Research Committee (chairmaned by 
Campbell Arnoux, WTAR-TV. Nor- 
folk, \ a. I . proposes one of the most 
comprehensive media measurements 
undertaken. It is in effect a "methods 
and scope'' report, suggesting ways the 
NARTB circulation studv could be 
handled. 

If it is approved b\ the Tv Board, it 
would be discussed in fall by eight 
NARTB regional groups, to go back 
for a final board decision in mid- 
winter. 

Here's the information this studv 
would provide for the industrv: set 
count by counties and tvpes I color, 
uhf and vhf) : station circulation bv 
county on a daily and weekly basis. 
The current report envisions this 
service as a continuing one. 



Spot Clients 

Q. Who are the biggest spot tv 
advertisers? 

A. TvB's first annual spot tv report 
shows the spending breakdown by 
category of clients and a brand-by - 
i.rand breakdown of spending by the 
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Nothing but the TRUTH 



Covers Northern Indiana Like This I 

Better buy the 4 TRUTH Stations in Fort Wayne and South Bend -Elkhart! 






FORT WAYNE'S FIRST STATION 
IN 

• Network Shows* 

• Local Shows* 

• Spot Film Shows* 
• Spot Sales 



WSJV-TV 



SOUTH BEND - ELKHART 



10th major metropolitan county 
area in the land for Effective Buying In- 
come, per family. 1st in Indiana, per 
family and per capita! And— WSJV-TV 
offers you a stronger signal — and lourr 
rates— than any other station in this 
big- money area! 



Affiliated with 

WKJG-RADIO 

1380 KC. 5000 Watts 

NBC 



Ji 



'Metropolitan ARB and Telepulse 

WKJGt -TV 

CHANNEL 33 

for FORT WAYNE 

Represented by Raymer 



OPERATED 
Br THE 
TROTH 
PUBLISHING 
COMPANY. INC. 
* Newspaper 
Publishers 
•Since 



PLUS the only NBC radio in 
the South Bend -Elkhart Market! 

WTRC- AM/FM 

1340 KC. 100.7 MG. 

26th year on the air! 



M957 Sales Management Surrey of Buy ng Power 

WSJV-TV 

CHANNEL 52 

^bcj for SOUTH BEND-ELKHART 

Represented by H-R 



SPOT TV . . . continued 



in Shreveport 
ONLY KTBS TV 

OFFERS 



FROM THE HUB OF 
THIS 4 -STATE AREA 



190 Ml. 



cT "71 
/*>' 

/ 



? 

o „- 

So' s 
o "» / / 



N V, 

V* 



* 157,980 Television Homes ... a 
BONUS of 13,120 over station B. 

* 1 36,860 homes reached monthly 
... a BONUS of 6,740 over station 
B. 

*131,870 homes reached weekly 
... a BONUS of 5,120 over station 
B. 

* Latest Nielsen Survey 



KTBS-7i> 

CHANNEL 




SHREVEPORT 
LOUISIANA 

E. NEWTON WRAY, President & Cen. Mgr. 

NBC and ABC 

Represented by 



Edward Petry & Co., Inc. 

m tom • owe*— • *hjmm • mom ■ to* amMu* • um hmchco • n umm 



top 25 spot t\ clients. Its reports, based 
on N. C. Rorahaugh data, are relea>ed 
quarterl) as well as annually. 

I he five biggest-spending brands in 
1956 were the following: 

1. B&W's Vieenn: $5,373,290 

2. CF's Maxwell House: $4,318,140 
PM's Marlboro: $3,401,200 
Sterling's Ba\ er Aspirin : $2,994,- 



3. 
4. 
900 



5. p&GV Crest: $2,818,170 
In terms of product categories, food 
and grocer\ products ranked highest 
with a total $107,615,000 expenditure. 
Tops within this broad grouping were 
coffer, tea and food drinks with more 
than $22 million. 

toiletries and 
next highest 



Cosmetics 



beer 
with 



and 

and wine ranker 
$34,240,000 and $34,237,000 respec 
ti\ ely. 

Where over-all compan) spot tv 
spending is concerned for all brands, 
the top 25 clients of 1956 were, in 
order of spending: P&G ($17,522,450); 
Brown & Williamson I $11,288,620) ; 
General Foods ($9,415,940); Sterling 
Drug ($8,823,300); Philip Morris 
($7,369,440): Colgate-Palmolive ($7,- 
314.700): Warner-Lambert ($5,820,- 
440 1: Continental Baking ($5,732,- 
4801: National Biscuit ($5,536,500); 
Miles Laboratories ( $5,354,730) ; Kel- 



logg ($4,810,530) 



Products 



Carter 

($4,535.2101: Lever Bros. ($4,535,- 
010 l : Robert Hall ($4,450,490) : Lig- 
gett & Myers ($4,400,900); Bulova 
($4,298,650): American Tel. & Tel. 
($3,800,990): Coca-Cola Co. ($3,697,- 
460): General Motors ($3,486,820); 
Ford ($3,332,620): Max Factor ($3,- 
181,730) ; Corn Products Refining 
($2,849,350); Helaine Seager ($2.- 
780.980) ; Charles Antell ($2,774,- 
170) ; Nestle ($2,374,920). 

An interesting sidelight is the fact 
that both Helaine Seager and Charles 
Vnlell are known to buv most if not 
all their spot t\ time on a barter basis. 
1 his means that the T\ B figures over- 
estimate the expenditure, since the) "re 
based on V C. Rorabaugh schedules 
multiplied h\ card rate. 



Local Shows 



being 



Q. Are local live shows 
overshadowed by film? 

A. According to the majority of 
timebiners. there's as much and more 
interest in live da\time programing 
than la-t \ ear : however there are 




We're making a 
Big Hole! . . . 

UP TO 70% OF THE TOTAL 
VIEWING AUDIENCE IN OUR 
CORNER OF THE U.S. AND CANADA!* 

No worked out claim here! Our lode 
includes over 1,000,000 Conadions in 
British Columbia ond 300,000 high- 
income Americans (who, by the woy, 
swop sides of the border regularly 
in fantostic totols!) CBS programming, 
coupled with Hollywood's best movies 
ond select film features, does the 
trick! Let us swing our big pick in 
this golden market far your products. 
You'll make a big strike ... for sure! 
'International Surveys Inc. 



KV0S TV 
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fewer live shows to choo-e friiin. Nunc 
."il.2'i i>f timehnvers -nrvrved l>\ 
M'iivmiii arc alreadv -cuutiug mil par- 
ticipation- in dual live -how- for cli- 
ents! will) product* bought bv women 
particularly. Thev expect to put -nh- 
.-tautiallv more of their client-' ail dol- 
lar- into tlie-c -how- tlian in pievioii- 
-ea-ous. 

However, iiincli of I In* nioitev goiuj; 
into local live -how- i- coining from 
smaller advertiser*, local ami regional 
accounts, whereas a growing piopor- 
tion of the national advertising dollar 
is destined for film, hotli -y udicatetl 
and feature. 



Special Appeal 

Q. How much special .ippc.il pro- 
graming do stations offer? 

A. Nill relativ eK few of the "> | "i -| i 
tion- on the ail or -< I u-i 1 1 1 1< ■< I to pn mi 
at Bu\er\ Guide's pie— time oibi an\ 
-priial-appeal pmgi aniiii^ at all. In 
fad. ouh '>'». -oincwh.it fewer than 
la-l vcai - re-|ioiidi-nl-, pio^'iam -pr- 
cial-appeal -how- n-jrithirh. 

\ uinrricillv -pcakim:. nunc station* 
ha\e heen pro^riiniinj for -|>e< ial 
group-. 1 nit the total iiiiiiiIht of -t.i- 



ll'ill* on the .III III- flown ill-pin- 
|>ol tll.lljlt.-lv f.l-|r| llllj- | III in in*.' tin* 
pi'l i i lit I i- n tin- — pi'i i .1 1 .ippi* il licld. 

Ih-li- .ur tin- ha-n l| r 'ii|i- In \'i t". 
I -tatluli- had Ni-'io |il 'V'I.iiiiiiiv , 1 1 \ 
I 1 ' )'• their uric '. i Mil- \ t ,n how 

• \> r. oiil\ 2U -t.it I mi n| tln- 

' atc^orv . 

I hr I r a I r I 'M V -1.1 1 |i in- with "-p i(i 

i 1 1 - 1 . 1 1 1 i j . ■ i' (iiofi .lining i mi p. 1 1 ci I 
with 17 la-t \cji; fnni with ll.ili in 
-how-; llnrr -t.ilion- cai h have Jrwi«h 
anil I'oli-h -how-: two (iiini.iii. (inc 
-t.it i • > 1 1 raih ha- Hawaiian, latin 
\llHTIC .in ami I'm tny iic-c -how -. ^ 



Farm 



Q. How many stations carry farm 
programing? 

A. sponsor's 1957 Buyers' Guide 
surveyed the t\ stations of the I . 5. 
and found that 53 r ? of all respondent* 
to the M'ONsnit <|iiestionnaire lia\ e <hiiic 
regularlv scheduled farm programing. 
More stations tin's year ha\e farm 
directors on -talT. Farm programing 
includes market news, weather report-, 
interview-, demonstration-. HI. faun 
tips, fairs, special event* and live-tuck 
shows. 

There were 273 station- thi- \ear 
against 215 la-l year which re|iorted 
some farm programing. 




Women's Shows 



WBNS-TV delivers the whole family 



Q. Are homemaking shows fail- 
ing off? 

A. Percentage figure- based on re- 
spondents to sponsor's Buyers' Guide 
survey tell the story : Kitchen -liow- 
are still the most popular, hut this 
year only 77^ of the respondent 
programed them compared with 87*^ 
last year. Fashion -how-, the second 
most popular homemaking category, 
declined less than other categoric-. 
Some GOT/*- of this year"- respondent* 
hav e such shows compared with ~\' [ 
last \ear. Close to 50' '< of the stations 
program do-it-yourself -how-, while 
43 r r have home decorating programs. 
Child care shows declined in popu- 
larity. This \ear 3il'< of the stations 
program them compared with 49^ 
last \ear. 



BRAND NAMES BECOME HOUSEHOLD WORDS wln u vour -ales mc*. 
sage reaches mom. pop and the kid- all at the -amc lime. 

LOOK WHAT HAPPENS! In three-station Central Ohio, one station. 
WTAS-TY, consistently carries most of the top family shows i9 out 
of 10 in latest Pulse). 

WELL HEELED! To sell Central Ohio's half million families -pending 
three billion dollars a year, -elect the -tation the people do. \\ l!.\>-T\ . 

GOOD AVAILABILITIES! \-k vour John lilair man. 

If you want to be seen in Central Ohio 



WBNS ® TV 



CBS TELEVISION IN CENTRAL OH O ArriL »TED w Tm t«E COLO"BUS O SNATCH 
THE OHIO STATE JO RNAL AND WBNS RADIO 
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Cost and programing trends in nighttime network television 



Show Type 


1956-57 

No. 


Season 

°/o 


1957-58 Season 
No. % 


Average cost all shows 
1956-57 


Average cost new shows 
only 1957-58 


Adventure 


8 


7.0 


6 


5.5 


$ 32,000 


$ 33,500 


Comedy 


2 


1.75 


2 


1.8 


56,500 


none new 


Drama ( one-hour) 


14 


12.25 


5 


4.67 


59,000 


none new 


Drama (half -hour) 


11 


9.66 


9 


8.25 


34,500 


39,500 


Drama (90-minute) 


1 


0.9 


1 


0.9 


117,000 


none new 


Music (one-hour) 


1 


0.9 


1 


0.9 


17,000 


100,000 


Music (half-hour) 


2 


1.75 


2 


1.8 


35,000 


45,000 


Mystery (one-hour) 






2 


1.8 


none 


79,750 


Mystery (half-hour) 


5 


4.5 


7 


6.4 


31,000 


30,000 


Quiz-Panel 


15 


13.0 


10 


9.1 


27,500 


30,500 


Situation Comedy 


17 


15.0 


19 


17.4 


36,500 


37,500 


Variety (one-hour) 


8 


7.0 


9 


8.25 


61,500 


126,500 


Variety (half -hour) 


5 


4.34 


8 


7.33 


46,500 


51,500 


Western (one-hour) 


1 


0.9 


2 


1.8 


90,000 


90,000 


Western (half -hour) 


10 


8.75 


14 


12.6 


32,000 


36,500 


Miscellaneous 


14 


12.30 


12 


11.5 






LIVE VS. FILM 


STATUS : 


OVER 50% OF 


NIGHTTIME HOURS ARE FILM 


SEASON 


LIVE 

NO. HRS. 


% 




FILM 

NO. HRS. 


% 


1 956-57 


35.5 




52.6 




32 


47.4 


1957-58 


26.5 




43.1 




35 


56.9 



The charts above cover regularly scheduled weekly or bi-weekly spon- sponsor. They are based on average talent and production costs, 
sored nighttime network tv programs. The costs are estimates by See following pages for complete Program schedules, at presstime. 



NETWORK TV'S BIG 1957-58 TRENDS 



Among tlirin : .*() ,( increase in number of Westerns, ranging from 
hour to half-hour, mystery to comedy II estcrns. all icith adult apprnd 
. . . 10 vocalist-) routed shoivs a hi ('onto . . . Coming of age of the 
mystery with tuo new hour shoivs. Crisi> ami IVrry Ma*i»n . . . More 
shoivs (r>7) are sold on snlit snonsorshi /> than single hase (52) 



Nighttime 

Q. Will there be any new pro- 
graming concepts introduced this 
fall by the networks? 

A. Willi just one exception, no. This 
will he the second sea-on in a row in 
which programing pattern* follow the 
tried and true and highh successful 
paths (j*>tahli.»hed in previous season*. 
Instead of new and experimental for- 
mats, higger hudgels for a high el*<s 
product are being introduced. 

The one programing innovation is 
the new concept for "Specials. ' \ll 
regularly scheduled super-shows- on a 
one-in-four weeks pattern have di-ap- 
peared. Thi* coming sea-on. spec ials 
will he sprinkled throughout the month 
on an irregular basis with no regular 
weekh show heing interrupted more 
than twice during its 19.i7-.58 term. 
Tliis holds true for hoth CBS T\' and 
NBC TV. ABC TV has special* sched- 
uled as well, two hour-long ••hows 
headed In Frank Sinatra. 

Q. What are the nighttime net- 
work tv programing trends for fall? 

A. There are these nine dev elopnient- 
.-landing out on the nighttime scene: 
1. The rise of the vocalist-fronted 
show with 10 firmh set in the sched- 
ule. Note that the singing -tar boom 
apparent!} is not going to he limited 
to just pop tune speci alists. \BC TV 
has slotted Patrice Mvnsel. of opera 
fame, in its Friday night line-up with 
Buick and Frigidaire sponsoring, while 



CBS T\ ha- high hope- for a fall spot 
for Jimmy Dean, new counln music 
exponent. Dean wa- recently houglit 
hy Hazel Bi-hop for a summer outing. 

Of the 10 vocalist -how-, set en are 
new : Patrice Munsel I \BC T\ ) : I'ntti 
I'age (CBS TV): Cisele MacKenzie 
(NBC TV ) : Frank Sirmtra ( NBC TV) : 
Guy Mitchell I ABC TV); fat Boone 
I ABC T\ ) : FMie Fisher (NBC TV). 
Fisher, of course, has had several sea- 
sons heading a 15-nnnnle earlv -evening 
scries on NBC TV hut thi- i- hi* first 
time out with a full dre— hour. 

B\ -product of the \orali-t trend i- 
the upsurge in di-tafT top banana-. 
Four of the music-v arielv shows this 
tear will he headed bv women and. in 
all. 11 programs are heing built around 
female stars. Of these 11. onl} four are 
holdovers from last sea-oii. 

2. 7 he continued upsuing in popu- 
larity of the If estern series finds them 
going from 1 1 hist sea-on to Id set and 
sold -o far for fall land more waiting 
in the wings I. 

I)nrabilit\ of the hoi>e opera- i- 
demonstrated h\ the fact that old} one 
from the 1956-57 -ea-on. Roy Ropers 

I NBC TV), hit the dn-l and will not 
be hack: one other. Fone Ranger 

I \BC TV) moved to Snturda} after- 
noon. 

The new \\ estern- come in all sizes 
and shapes I hour and half hour, rm-- 
terv Westerns. frontier W e-lerns. 
straight \\ est ems and comedv \\ e-t- 
erns l . One thing all the new \\ oterns 
have in common is that thev are angled 
for the whole family and not just the 



kid-. TIir\ are "togetherm 1 *- we-lerns. 

Coinciding with the in< rea-e in 
We.-tern- i- the decline in adv cut lire 
-how-, dropping from eight to -ix. One 
of the big trend- of la-l -ea-ou, the 
co-tuine adventure, has onh two sur- 
vivor*: Robin Hood I CB. N I V I . which 
started the trend: and Cirrus Roy 
I \BC T\ I. which got a new Iea-e on 
life when it -witched over from NBC 
T\ . Two of la-l -ea-on'- -wa-hbueklers, 
The Buccaneer* and Sir Lancelot, will 
be re-rnn on ABC I \ in the afternoon 
a- part of the Kellogg So ;.'{() p.m. 
across-the-board -trip. 

In the over-all adventure category, 
onlv two, of the -ix -how- are new this 
vear. VBC TV- OSS and CHS TV's 
>cott Island. 

3. The mystery show is beg\nning 
to stage a comefmch after -everal quiet 
-ea-on-. i-I'pxsoh here u-e- the term 
"mv-terv ' in a verv broad -en-e to 
include -u-peii-c-crime-delectiv e pro- 
gram-. I 

With four more mv-terie- -eliednlcd 
thi- coining sea-on than la-t. the 
bigge-t innovation here i- the hour- 
long -how. Two of the new lingeries 
fall in the (>0-minu!e eategorv and are 
designed to he hi«h-calibre. high-bud- 
get produt 1-. However, neither Crisis 
i NBC T\ I nor I'erry Maum I CBS 
T\ l. were cnmplelelv -pnn*ored as 
thi- wa- written. Cn.viv had an hour 
open on 2(> alternate week- and I'erry 
Va<on an alternate hour all the way. 

1. The decline of the hourdong 
shoic i- reflected bv the huge cut hack 
l/V^ove turn to page 12 I 
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BUT 
WHAT 
DO YOU DO 
FOR AN 
ENCORE? 




4 

•At- 






In show business, it's considered one of the tougher propositions. How. for instance, do you follow 
up a series like "The Silent Service?" Very simple. You produce "Roots and Saddles — the Story of 
the Fifth Cavalry." It's set in the ISTO's, when Indians and Yankees played for keeps instead of 
pennants. It won't solve a single world problem. It will entertain, nuc ei.k vision- films a division of 

CNP 

CALIFORNIA NATIONAL PRODUCTIONS. INC. 



daytime FALL COMF 



SUNDAY 

ABC CBS NBC 



MONDAY 



ABC 



CBS 



NBC 



TUESDAY 



ABC 



CBS 



NBC 



Lamp Unto My 
Feet 



Carry Moore 
Campiwdl Soup 



I.eiet lints all 
Itll.i A: Son 



Arlene Francis 
TliA 



Carry Moore 

TH.\ 



Arlene Francis 
Til A 



Look Up b Live 

sust 



Arthur Godfrey 

Slaild ltiands 

Slant! ltiands 



Treasure Hunt 

TBA 



Arthur Godfrey 

Mutual ol Omaha 



Treasure Hunt 
THA 



UN In Action 

sust 



Bristol Myers 



Hi istol- Myers 



Price Is Right 
THA 

Mentholatum alt 
THA 



THA 
Florida Citrus 



Price Is Right 
THA 



Clteseh rough Ponds 
all TliA 



Camera Three 

sust 



Strike It Rich 

Colgate 



Truth or 
Consequences 
THA 



Strike It Rich 

Colgate 



Truth or 
Consequences 
THA 



Let's Take a Trip 
sust 



Hotel 
Cosmopolitan 

Stand Brands 



Tic Tac Dough 

l'&G alt THA 



Love of Life 

Amer Home Prod 



V\C, alt THA 



Hotel 
Cosmopolitan 

Wesson Oil 

Love of Life 

Amer Home Prod 



Tic Tac Dough 
Stand Brands 



Wild Bill Hickok 

Kflli Kt- 



Search for 
Tomorrow 



Guiding Light 



It Could Be You 

THA 

PWi alt TliA 



Search for 
Tomorrow 

PA.O 



It Could Be You 

THA 



Guiding Light 

P&G 



Hrlllo alt TliA 



1:15 



Heckle b jeckle 

sust 



News 

(I 1 :1U) sust 



Stand Up b Be 
Counted 



Close-Up 

10-op 



susl 



News 
(I I riOJ sust 



Stand Up b 
Counted 

Sllst 



Be 



Close-Up 

co-op 



No net service 



As the World 
Turns 

P&G 



THA 



Club 60 

ro-op 



As the World 
Turns 

PA. (J 



THA 



Club 60 

co-op 



No net service 



Our Miss Brooks 
THA 



Club 60 

(Com Mi 



Our Miss Brooks 
TliA 



Club 60 

( Conl' ill 



No net service 



Art Linkletter 

Stand lirands 



Campbell Soup 



Bride b Groom 
TBA 

Toni alt TliA 



Art Linkletter 

Kellogg 

THA 



Brtde b Groom 
TliA 

Brillo all TBA 



No net service 



Big Payoff 

Colgate 



Matinee 

parlies 



Big Payoff 
THA 



Matinee 
parties 



No net service 



Mr. Wizard 

SUsI 



You Are the Jury 

TliA 



Matinee 

(Cont'd) 



You're the Jury 
TliA 



Matinee 
(Cont'd I 



Program and 
Sponsor not set 



Program and 
sponsor not set 



Wide Wide World 

|4-.1:30) 
tlell Motors 



Brighter Day 

P&G 



Secret Storm 

Amer Home Prod 



Queen for a Day 

Mentholatum 
alt TliA 
TBA 



Brighter Day 

P&C, 



Queen for a Day 
Stand Brands 



Secret Storm 
Amer Home Prod 



Stand Brands 



Program and 
sponsor not set 



Program and 
sponsor not set 



ait weeks 
Omnibus 

n :>:3ni 
Uniim Carbide & 
TliA 



Lucky Lady 

THA 



Edge of Night 

vw. 

Stand Brands 



P&O 



Edge of Night 
P&O 



Modern Romances 

Sterling Drug 



Luckv Lady 
TBA 



TBA 



Modern Romances 
BrIIIo alt TBA 



Comedy Time 
TBA 

Cheseh rough -Ponds 
• II 
THA 



Program and 
sponsor not set 



Seven Lively Arts 
(3 In 4) 
t Ml 
TliA 



Wide Wide World 
alt 
Omnibus 



Superman 

Kellogg 



No net service 



Comedy Time 
TliA 



Witd Bill Hickok 
Kellogg 



No net service 



TBA 



THA 



Program and 
sponsor not set 



See It Now 

(1 In I) 
(-l-."il 
TBA 



Outlook 

Ml>l 



Mickey Mouse 
Club 

THA 



No net service 



No net service 



Mickey Mouse 
Club 
TBA 



No net service 



No net service 



TliA 



TBA 



Notes: Charts cover regularly scheduled programs only. The only 
regularly scheduled programs not lifted are a- follows: Tonight, NBC 
T\ 11:15 p.m.-l a.m., Monday-Friday, participating sponsorship; 
Sunday News Special, CHS T\ . Sunday. 11-11:15 p.m.. sponsored by- 
Whitehall alternating with Carter Products: Today. N'BC TV, 7-9 
a.m., Monday-Friday, participating: The Jimmy Dean Show, CHS TV, 
7-7:45 a.m., Monday-Friday, participating; Captain Kangaroo, CBS 
TV, 8-8:15 a.m.. Monday-Friday. 9:30-10 a.m., Saturday, participat- 
ing; News. CBS TV. 7:15-8 a.m. and 8:15-9 a.m.. Monday-Friday. 
AH times are Fastem Mandard. Participal ing sponsors arc not listed 



because they fluctuate. Asterisk after costs indicates repeats are free. 
At presstime: Here are last minute additions to the fall program 
-chednles at the three networks. 

ABC TV: Sunday 7:30-8:30 p.m. slot has been sold to Kaiser Alu- 
minum for Maverick. This adds another hour We-tern to the pro- 
gram types list for the 1957-58 season (page 36), bringing total for 
all Westerns to 17. Show also further weights the scales to film. 

On Monday in the 8-8:30 p.m. period the network has signed Max 
Factor as sponsor for a show yet to be selected. Daytime additions 
at ABC T\ include Sweets Co. buy of alternate .Mondays, Vednes- 
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TV AND RADIO BXSICS 



kRAGRAPH 



DAYTIME 



EDNESDAY 



CBS 



NBC 



y Moore 
T11A 

j 

[t llrui. 



r Codfrcy 
, Williams 



I Myrn 
.1 M>rr« 



I It Rich 
Uatr 



otel 
aopolitan 
11 \ 

of Life 
k nir l*Y>nl 



i;h (or 
|i orrow 

g Light 



|g Light' 
If" 

01 <u«< 

tip 0 Be 
Cited 



Arlcne Francis 
Til A 



Treasure Hunt 
Til A 



Price Is Right 
firn r«»l« 
ill T11A 

SI)S ill TIIA 



Trulh or 
Consequences 
TIIA 



l^**rr 



Tic Tac Dough 
THA 



It Could Be You 
Armour ill Til \ 



llrimn »V Win'. .hi 
al< Own l*Vml 



THURSDAY 



ABC 



CBS 



NBC 



Carry Moore 
Nr. Mr ill Til \ 

TmiiI all Nrllle 



Arthur Codfrcy 
lljili-r A HUik 

Sroll Paprr 



esi-n ki»»i« 

I'lurida, I'ltru. 



Strike It Rich 
rulmir 



Hotel 
CosmoDohl Jn 

TimiI all THA 

Love ot Life 
Alnrr llnmr Pr>-»l 



Arlene Fiancis 
Til \ 



Treasure Hunt 
Til \ 



Price It Right 
Til \ 



Trulh or 
Consequences 
TIIA 



V lulvrr all Ml In 



Tic Tac Dough 
Krafi 

Minn MliiliK all 



Search for 
Tomorrow 
I'm; 

Cuiding Light 

pais 



II Could Be You 
\ i'mImt all MIIi< 

P,\(S all THA 



FRIDAY 



ABC 



CBS 



NBC 



Carry Moore 
TH \ 



Ii4.ni in A Jortnt ki 
ill I'al I'aikini 

\, rr Mr. . 



Y*fllr* all 
I'll I • I'lalr lilao 

Slain all Til \ 



Strike II Rich 
Cnlcair 



Hold 
Cosmooolitan 
Til \ 

Love of Life 
Amrr ll-.fnr I'ii I 



Search for 
Tomorrow 
1'ai; 

Cuiding Light 
I'm: 



Arlcne Francis 
Tit \ 



Treasure Hunl 
Til \ 



Price Is Right 

l#lrr 

Mr* u.olalum 
all Tll\ 



Truth or 
Consequences 
Cm V ..li 
all Tils 

l<*-Trr 



Tic Tac Dough 
-111 KIM all TIIA 



It Could Be You 
Til A 



I*. in IT.- 1 alt 
I'M! 



SATURDAY 



ABC 



CBS 



Capl Kangaroo 

I aril » 



M.ghty Mouse 
all Oilo a 



Susan's Show 
Til \ 



Program and 
sponsor nol sc I 



Big Top 

• u I 



Big Top 

ii ■> .11 



NBC 



Howdy Door 
n-»ii i 

l'anllM«lal lla 



Andy's Cjk 

U Lrwt Mlnlf. 
all TIIA 



Fury 



IWn Kl>.1i 
all lto><l<n 



Capt Callar 

Itrlnx 



Tr»e Story 
TIM 

rllrfllni IIIU 



Detective Dtf 

Hireling 111 
TIIA 



ClOSC-Up 

n>-op 



News 
II I I <> > «uu 

Stand~Up & BT 
Counlcd 

ju.t 



Close- Up 

ro np 



News 
(I I 101 >u>i 

Stand Up & Be 
Counted 
■ ii.l 



Closc-Up 

fO op 



Lone Ranger 

Hm Mi 

all .Nrt |r 



NCAA Footb 
» II I :« !• 
I* l» It 2 II 

ii ji>. i j r i 

I 11 i 1 1j p 



k World 
rns 

vC 



Club 60 

Co-op 



•* s Brooks 

ia 



Club 60 

lOint'd) 



iklettcr 

llrix. 



fllE 



Bride & Croom 
TtlA 



r" 



As the World 
Turns 
I'M! 



TIIA 



Club 60 

ro op 



As Ihc World 
Turns 
1'AO 

Til A 



Club 60 

ro op 



Our Miss Brooks 
TIIA 



NV.IIr all TIIA 



Club 60 

d'onlM 



Our Miss Brooks 
r,rn Mill. 

t<>4in«>n tc Jotin.on 
"■ TT1A 



Club 60 

lllwitill 



No ncl service 



No net service 



Arl Linklcttcr 

Krllngg 

I'lllsbury 



Bride 0 Croom 
Tit A 



Mllr>. all A fultrr 



Art Linklctter 

l^rrr Hro< 

Si. Ill 



Bride & Croom 
TIIA 

Mrmholaium 
all TIIA 



No net service 



llrmoj Mirr 
Sunbrin » n i 
l.lbtn INrn. I 

Regional Footf 
10 I!. 10 l« I 
ll/n 

Amrr Mirhlnr 
Foundry 
Sunbrim 

Itilllp Morrl. 
TB\ 



Foolball 

lOnl dt 



I 



Matinee 
parties 



*< Ihe jury 

A 



Matinee 

(Coni'il) 



Bjg Payoff 

TBA 



Malincc 

parlies 



Big Payoff 
Colgate 



Malinec 
parllrt 



No net service 



Football 

tC«nl dl 



You Are the Jury 
TIIA 



Matinee 

ii'nnt'dl 



You Arc the Jury 
THA 



Matinee 

<IVn| d) 



No net service 



Foolball 

I Clin I dl 



f»r Day 

0 



Queen for a Day 



crt Storm 
pi ne l*rm] 



foni Print 
all TBA 



Brighter Day 

Secret Storm 
Anirr II >mr Pr.wl 



Queen for a Day 
Minn Mining 
all TIIA 



Mllo< all A Cul.rr 



Brighter Day 

pars 

Secret Storm 
Amrr Home Trod 



Queen for a Day 
frmtaid all THA 
Coin Prod all THA 



All Slar Coif 
Mlllrr llrrwlng 



Professional 
Hockey 

mini ii :> 



Foolball 

iCrwd d 



*l Night 

■ - 
Wall TBA 



P&G 



Modern Romances 
Porn Pro. I all 
Sierllng l~>Tug 



Lucky Lady 
THA 



Edge of Night 

PAO 

TBA 



Modern Romances 
Kraft 



Luckv Lady 
TBA 



Edge of Night 
TBA 



Modern Romances 
Torn Tr.^1 alt 
Slrrllng 1'rug 



All Slar Coif 

II IT.I .11 

\ II lr - ■ al Til \ 



Hockey 

(Oonl d) 



Football 

H^»M'di 



Comedy Time 



mervice 



SOS alt TBA 



Woody 
Woodpecker 
Krllogg 



No net service 



Comedy Time 
Kra/l 



Mile? all TBA 



The Buccaneers 
Krlloaa 
all TBA 



Comedy Time 
THA 



No net service 



Cm F.oli all 
Mrnlholaium 



TIH 



Hockey 
ir«n .ii 



Football 

lOmt'dl 



No net service 



Mickey Mouse 
Club 
TBA 

TBA 



No net service 



No net service 



Mickey Mouse 
Club 

TBA 



No net service 



No net service 



Lone Ranger 
On Ml i 
a I TIIA 



Hockey 
IC«I dl 



Football 

ICor.l d) 



TBA 



day- and Fridays on 5-5:30 kid ihow block plus complete spon-orship 
on Saturdays, 5-5:30 p.m., of the Tales of the Texas Rangers. 

CBS TV: The only addition here is the Atlantis Sale* Corp. 
(French's Mustard) daytime buy. \tlanti> will buy Our Miss Brooks, 
alternate Wednesdays 2-2:15 p.m.: \ ou Are the Jury, alternate Wed- 
nesday 3:4o-4 p.m.; Edge of \ight, alternate Wednesdays 4:40-5 
p.m.; and Hotel Cosmopolitan, alternate Wednesdays 12n-12:15 p.m. 

A'ffC TV; Addition of The Thin Man, Friday 9:30-10 p.m. spon- 
sored by Colgate, gives another half-hour to film and brings the 
number of half-hour mystery shows up to eight. Altogether there are 



10 my-trrn's now -<'t fur fall. M-o »et in niehttime s« li»-diile is a 
new -how for Pharnui finical-. R hal's It For. Thi- lise half-hour 
built around new in\ention- take- Saturday 10-10:30 p.m. berth. 
Daytune addition- include: I lbhey-Owen — Ford a s -pon-or for the re- 
maining one-quarter of the > ( A \ Football Games on >aturdav% and 
scheduling of Treasure Hunt I -een at night on \R<_ T\ thi- pa«t 
-ea-on) in the Monday through Friday 10:30-11 a.m. period. No 
spon-or- had been -igned at pre-stime. NBL TV has al-o added to 
its li-t of -pecial- 16 hour-long >hirler Temple -how-. National Dairy 
Product-. Join H. Brerk anil Hill- Brothers Coffee will sponsor. 
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> NIGHTTIME 



FALL COM! 





SUNDAY 


MONDAY 


TUESDAY 




6:00 
6:15 
6:30 


ABC 


CBS 


NBC 


ABC 


CBS 


NBC 


ABC. 


CBS 


NBC 


JC 




Program and 
sponsor not set 


Meet The Press 

TIIA 














— — . 






















6:45 
7:00 




luin ^cniury 


Program and 
sponsor not set 




No net service 


No net service 




No net service 


No net service 






Prudential 
115.000 




D Edwards 

Bnwn A W'inson 


News 

Konson 




D Edwards 
Whitehall 


News 




7:15 


You Asked for It 

Skinny Peanut 
Butter 


Lassie 

Cainpbel .Soup 


Amateur Hour 

Hazel Bishop 


Program and 
sponsor not set 


No net service 


No net service 


Program and 
sponsor not set 


No net service 


No net service 


Prog it 


7:30 


John Daly News 

TBA 


D Edwards 

Brown *: Wmson 


News 

Ronson 


John Daly News 

TBA 


D Edwards 

Whitehall 


News 


spons' dm 
John 

\ 


7:45 
8:00 


Maverick 

Kaiser Alum 
$70,000 


Jack Benny 

alt 

Bachelor Father 

j:!»..'>oo 

Amcr. Tob. 


Sally 

Cliemstrand alt 
Royal McBee 
$41.51)0 


Program and 
sponsor not set 


Robin Hood 

Johnson A: .lohnswi 
W'lhlr.M.t 


Price Is Right 

Speldel alt 
TBA 
$30,000 


Cheyenne 

O K. 
alt »ith 
Sugarfoot 


Name That Tune 

KelloKK alt 
Whitehall 


Program and 
sponsor not set 


Dis i 
Reyni J 
Gt , 
Gt ■ 
Her, ft 


8:15 
8:30 


Maverick 

(Cont'd) 


Ed Sullivan 

Mercury 
alt Kodak 


Steve Allen 

S r Johnson alt 
Pharma -Craft 
& Creyhcnind 


TBA 
Max Factor 


Burns & Allen 

1 'arnation alt 
Gen Mills 


Restless Cun 

Warner- Lambert 
alt TBA 

$37,500 


Sugarfoot 

Alner Chicle ll z 
TRA Vi 
$45,000 >4 hr 


Phil Silvers 

P«tG alt 
B .1 Reynolds 


Eddie Fisher 

LAiM 

alt Ceo. Cobel 
RCA & Whirlpool 
$100,000 


Dis 

(( 


8:45 
9:00 


Program and 
sponsor not set 


Ed Sullivan 

(Cont'd) 


Steve Allen 

(Cont'd) 


Bold Journey 

Balston-Purlna 


Talent Scouts 

Ti.nl all 
Llpton 


Wells Fargo 

A mer Tob 
alt Bulck 
$38,500 


Wyatt Earp 

P&G alt 
Gen Mills 


It Cives Me 
Great Pleasure 

Lever 
alt Shulton 

$30,500 


Cobel 

alt 
Fisher 

(Cont'd) 


To' • 

BrU. • 

" 


9:15 
9:30 


Program and 
sponsor not set 


C.E. Theatre 

G.E. 


Chevy Show 

Chevrolet 
$150,000 


Voice of Firestone 

Firestofie 


Danny Thomas 

Gen Foods 
$47,500 


Twenty-One 

Pharmaceuticals 


Broken Arrow 

Miles alt 
Ralston Purina 


To Tell The 
Truth 

Pharmaceuticals 


Meet McCraw 
P&G 
$33,000 




9:45 
10:00 


Program and 
sponsor not set 


Hitchcock 

III HIILVm 

Presents 

Bristol-Myers 


Chevy Show 

(Cont'd) 


Wplk Ton Tunpc 

& New Talent 

Dodge-Plymouth 


December 
Bride 

Gen Foods 


Action 

Alcoa- Goodyear 
$40,000 


Telephone Time 

AT&T 


Red Skelton 

Pel alt 
S. C. Johnson 


Bob Cummings 

R. J. Reynolds alt 
ChesebrouEh- 
Pond's 


Walter ltd 
p m 
t m 


10:15 
10:30 
10:45 


Mike Wallace 
Interview 

Philip Morris 
$15,000 


$64,000 Challenge 
Revlon 
alt P. Lorillard 


Loretta Young 

P&G 


Welk 

(Cont'd) 


Studio One 

Westinghouse 


Suspicion 

Ford alt TBA 
$79,500 


Program and 
sponsor not set 


$64,000 Question 

Revlon 


The Californians 

Singer 
alt TBA 
$37,500 


Wed N t'i 

1 


No nit service 


What's My Line? 

Helene Curtis 
alt 

Sperry-Rand 


No net service 


Program and 
sponsor not set 


Studio One 

(Cont'd) 


Suspicion 

(Cont'd) 


Program and 
sponsor not set 


Program and 
sponsor not set 


No net service 


Wed J 



NETWORK TV . . . 

{Continued from page 37) 
in dramatic series. This coining sea- 
son only 22 "long" shows of all types 
are >et, as compared to 32 at the height 
of the 1956-57 term. 

While hoth hour and half-hour 
.-straight dramas have suffered a loss, 
the hea\iest hit is the 60-minute ver- 
sion. There will be nine fewer hour 
dramas. In all the dramatic shows 
category has lost 1 1 shows. 

The only openings in the fall sched- 
ule for hour or longer shows are four 
periods on ABC TV and NBC TVs 
W agon Train, hour-long Western, 
which is scheduled for Wednesday 
nights hut had not picked up a spon- 
sor as this was written. 

Most valid reasons for the decline 
of the long show, particular!) the 



hour dramatic program, seem to be: 



a. Rising costs. 



b. Program content. 

On the cost issue — there are no new 
hour dramas set for next season, but 
the average price hike of the returnees 
is $8,000. and conspicious by their 
absence from the fall line-up are the 
higher-priced dramas like 20th Cen- 
tury-Fox Hour, Tv Playhouse and 
Conflict. 

As for content — the exodus to other 
writing fields by the skilled authors 
who zoomed with the growing tv in- 
dustry has been mentioned often. There 
is also the too-inany-cooks theory a* 
evidenced by one script editor's state- 
ment that on a particular script he 
counted 40 people with an active sa\ 
as to content. (The editor added that 



this was an extreme case however.) 

5. The number of film hours over- 
take live for the first time this coming 
season. ( See chart page 36 for film vs. 
live in terms of number , of hours and 
percentages. ) 

The rise of the Western and mystery 
shows along with the cost factor have 
brought about this change in the bal- 
ance to the favor of film. This has 
been a steadily growing trend through- 
out the past few seasons. Biggest fac- 
tors in keeping the live percentages 
from going even further down this 
coming season are the new variety 
shows featuring vocalists and the 
quizzes which have lost ground but 
still take fifth place percentage-wise 
in favored show types. 

6. The quiz sloivdoicn (mentioned 
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tRAGRAPH 



NIGHTTIME 



f 

n 

1 
• 

1 

l_ 
1 

V 


DNESDAY 

3S NBC 


ABC 


IURSDAY 

CBS NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ABC CBS NBC 
























tervicc 

vards 

\\'nt«»n 


No net service 
News 




No net service 

0 Edwards 
tt'httella I 


No net service 

News 
Hi n*>>n 




D Edwards 

llr w» n A W m ii 
all 11 11 Ii -U 


No nel service 
News 








service 

njrds 

Wmsun 


No net service 
News 


Program and 
sponsor not set 

John Daly News 
TIIA 


No nel service 

D Edwards 
Whitehall 


No net service 

News 
It . on 


Program and 
sponsor nol scl 

John Daly News 
Til \ 


No nel service 
D Edwards 

llriMll A W rti II 
al II K Ii 1' 


No nel service 
News 








Lucy 
■ml 
<l ill 
r I'm 
mi 


Wagon Train 

ariiimiir TIIA 


Circus Boy 
Mir< ult 
Kfllok-U 


Sgt. Preston 
(luaker (idti 


Tic Tac Dough 

Warner l.amfieil 
all Til \ 


Rin Tin Tin 


Leave it to 
Beaver 

Sprrn ttan-l 
ill Ttl \ 
S |i. Mm- 


Mark Saber 
.-Irrltne I'rue 
■•»■* 


Program and 
sponsor nol sel 


Perry Mason 

1'i'r i a" I.ll-ln 
lh»#n« 1*. rj S t' r 
ah Tit \ 
f .ft noil tif 


People Arc fun 
II J H 

T «• 


cord 

I'atff > 
lit A 
• II 
£ A 

unr 


Wagon Train 

n'om'ili 


Zorro 
7 t i> all 
\. 1" Spark PluK* 

m, MM 


Scott Island 
It J Krsnolita 
all Til V 

ISt.BPlI 


You Bet Your Life 
Toll] alt 
Ili-S.Jto 


)im Bowie 

Inier I'll te J II 

Tn.v 


Traekdown 

S ..»>» 1 III 
all Vmrr T"h 
I 'l *il>ll 


Courl of Last 
Resort 

I* l^if 1 ar 1 

$ mm 


Program and 
sponsor nol set 


Perry Mason 

i I 


Perry Como 
K » i 

\ i a 
A r I>a T 
K a a 


cord 
Ji 

4 hr 


Father Knows 
Best 
Scolt l'aper 


Real McCoys 

Syh anla 

J3.1.000 


Climax 
Chrysler 


Dragnet 
UVM ah s, til< k 


Palricc Munscl 
tlulik all 
frlfhlalre 
Jr.. nun 


Zane Crey 
Urn r"--tl alt For.) 


Life of Riley 
U irr all TIIA 


Program and 
sponsor nol set 


Dick 0 The 
Duchess 

M.crn lia-l.l all 
It t'jrlls 


Perry Coto 
i * 

IIC SAW 
1 a 


lonaire 
le 


Kraft Theatre 
Kraft 


Pat Boone 

Chevrolet 
$ 13,0m) 


Climax 
iCuntiti 
Shower of Stars 
Sperlals No. 
nirt set 


People's Choice 

Itoriten alt 
Amer llixne F.««ls 


Frank Sinatra 

I'fti-slerHelii 
In? "ii n 


Mr. Adams £> Eve 
It J lt.snot.lt all 
1 olcale 


Manhunt 

Amer Tliharro 
all TIIA 

131 ooo 


Lawrence Wclk 

Ili-lsre 


Calc Storm 

Nr.lle a • 

It i uriii 


TBA 
1AM a M»l 
Fa s.c 


■* 


l Secret 
ynolils 


Kraft Theatre 

(Cont'd) 


OSS 
Mennen 

$:'S.730 


Playhouse 90 
Hfl.Kol Myers 
ltilltp Mi>rrts 
Ktmherty Clark 
Amer Gas 


Tenn Ernie Ford 
Show 

runt 


Dale Wilh Angels 

rivimmth 

l.tt.niii) 


Schlitz Playhouse 

S<littll 


Thin Man 

C.ilcale 

t in.ooo 


Lawrence Wclk 

it ■.•hi Ii 


Have Cun 
Will Travel 
U-ur all 
W liltehatl 
»33 n o 


Ciscle MacKcn: 
.—<■■ Car r a 
s l k 
»!• > 


S 


1 Hour 
Sleel 

noire 


This Is Your Life 


Navy Log 

f. S. ltubber 


Playhouse 90 

1 Owl it) 
Allstate Ins. 


TRA 
Levrr ltros. 


Colt .45 

famptiell S*iup 

i:in.nitfi 


Line Up 
cm; all 

ltrown A- 
W llllamson 


Cavalcade of 
Sports 

C.lllrlle 


Cuy Milchcll 

Itrlt.i 

siT.ono 


Cunsmokc 
1.A M 
alt St.»n> llarxl 
It In II 


Whal's II Foi 

H al a e a 

»-". 


t 


leatre 
cue 


No net service 


Program and 
sponsor not set 


Playhouse 90 

(Cont'd) 


New Jane Wyman 
Show 
11. lllshcu alt 
tjuaker Gats 

»3i'..50O 


Program and 
sponsor not set 


Person to Person 

Time all 
Amer Oil A: llimm 


Cavalcade of 
Sports 

Red Barber's 

Corner 
State Farm 


Program and 
sponsor nol set 


Program and 
sponsor not set 


Hit Parade 
A rr T a t T 


.m 





above I finds five fewer quiz -hows >et 
fur fall, sponsor's comparison is wilh 
t lie quizzes that were on in November 
195f) and the new and returning ones 
upcoming. It does not include the qui/ 
>ho\\s that sprang up and died a quick 
death in the middle of la-t sea-on. I In 
all eight failed during the 19.iu-57 
term.) 

Only two new quiz programs will 
debut this fall — and both of them are 
copies of successful daytime starters. 
Tic Tac Dough and The Price is Right 
l both on NBC TV). 

i. Situation comedies are rolling 
merrily along while, by way of con- 
trast, the tv comedian is becoming the 
vanishing American. Situation come- 
dies are again the favored format, 
taking the highest percentage among 



show types: there'll even be two more 
than last season. 

As for the comic, there are nnh 
three left: Red Shelton. Jack Benin 
and Cenrge Gohel. Gobel returns this 
\car in a new hour \ariet\ format. In 
p recent >Po\-ou \sks column. Steve 
Mien: Jack Philbin. executive pro- 
ducer of the Jackie Gleason Shoie: and 
\\ alter Craig. \ ice pre-ident in charge 
of radio and tv for Norman. Craig \ 
Kumniel. ga\e their view* on t\ 
comedy and the possibilities of a come- 
back. All agreed that -traitrht coinedv 
would make a comeback and all agreed 
that the week-in-week-out treadmill had 
driven the eninies off the air. Miune-- 
tions for improving the coined\ out- 
look included: 

• Remove eonied\ from the wcekh 



a— emhlv line and put it mi .1 nm r- 
a-moiith basi-. 

• Foresee the wear-nut f.n tor ami 
change material 1 characterization- 1 
much mure often. 

• Develop new coiuii - and turned)' 
writer- and find new traininn zrniind- 
for them. 

S. N p/// sponsorship* out-mimt rr 
single sponsorships fur the fir-t time 
tlii- \car. 1 hi- too i- due. of < imr-e. 
to the ri-iim co-t fai tor. 1 lir- ninunt- 
ina number of alternate and t u--pnu- 
-orships ha- been a -teadib noticeable 
trend. Here- how it work- nut in 
term- of -how-: 

SEASON SPL T 

1 W>5.~ 19 

0. There II be more brand neu 



SINGLE 
60 



july 1957 
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NETWORK TV . . . continued 



s 



shou scattered throughout the sched- 
ule. \ comparison with the 1956-57 
season starters works out like this: 

NUMBER OF 
SEASON NEW SHOWS 

1956- 57 29 

1957- 58 10 

This is the count, hut with a number 
of time slots still open, the final 1957- 
58 total will undoubtedly go higher. 

Of the 10 new shows, ABC TV has 
13, CBS TV has 10 and NBC TV has 
17. By types thev break down this way: 



Adventure 


2 


Drama 


3 


(half-hour) 




Music 


.J 


( one-hour) 




Music 


i 


(half-hour) 




Mystery 


2 


(one-hour) 




Mystery 


4 


(half-hour) 




Quiz 


2 


Situation coined} 


7 


Variety 


3 


(one-hour) 




Variety 


4 


(half-hour) 




Western 


2 


(one-hour) 




Western 


7 


(half-hour) 




Miscellaneous 


2 



(Note: the hour Western category 
includes XBC TV's Wagon Train 
which, while not yet sponsored, is 
fairly firm at this writing.) 



Availabilities 
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ll "I 

Q. Are there still many openings 
in the nighttime schedule? 

A. As this is written there are eight 
hours unprogramed. Here's the break- 
down : 

ABC TV 
CBS TV 

NBC TV .. 

NBC TV also has another hour 
which has been programed (Wagon 
Train, Wednesday 7:30-8 p.m.), but 
which has not as yet been sold. ABC 
TV also has (in addition to the 5V& 
hours) six half-hours open in the 
10:30-11 p.m. slot, but this time may 
not be programed at all. 

Aside from the time that is com- 
pletely open, all three networks have 
shows looking for alternate sponsors. 
Here's that picture: 



ABC TV 2 
CBS TV 3 
NBC TV 6 
This seems to be a slower season for 
selling. At this time last \ ear there 
were only three and a quarter hours 
completely up in the air as compared 
with eight hours as of now. 

ABC TV. which has the most un- 
programed time, is finding Saturday 
and Sunday nights the hardest to fill. 
The network has from 7:30 to 9 p.m. 
open on Saturdays and 7:30 to 10 p.m. 
on Sundays. 



Costs 



Q. How much more will an ad- 
vertiser have to pay for talent and 
production costs next season? 

A. Talent and production costs will 
be from 5 to 10'y higher than last 
)ear. (See chart, page 36, for a\erage 
talent-production costs of the new pro- 
grams b) tjpes. ) Costs of some shows, 
varieU in particular, are going even 
higher due to the desire to present a 
"class" program. Several of the re- 
maining hour dramas have taken a 
big hike with the same view in mind. 

Q. How will network tv time 
costs compare this fall with last 
year? 

A. Increases have gone into effect all 
along the line. Basically, here's how 
they shape up: 

ABC TV — "A comparison of rates 
in either dollars or percentages be- 
tween any two years may be very mis- 
leading since rates are a function of 
programing, coverage, quality of facili- 
ties and so on." says Jay Rabinowitz, 
ABC T\ administrative v.p. "Although 
rates for time may increase, the cost- 
per-1,000. as is the case with ABC, 
has shown a marked decrease." 

In terms of coverage, then. ABC TV's 
basic network lineup for the 1957-58 
season includes live clearance of 80 
stations "with a coverage of 85% of 
the national t\ homes" compared w ith 
73 live and 74T coverage the preced- 
ing year. 

Translated into rates, here's the pic- 
ture: 

The weekly discount structure has 
remained the same as last year, cable 
charges are unchanged, and stations 
in most major markets have held the 
line on time costs or increased moder- 
ately. 

CBS TV — The network had a rate 



increase for some of the basic stations 
in inid-March, but most advertisers on 
the air then have a six-months' rate 
protection. 

"There's no increase contemplated 
beyond that," says Bill Hylands, v.p. 
in charge of network sales. 

He estimates individual station in- 
creases as ranging between 5 and 10 r 7 . 
but not exceeding the latter figure. 

NBC Tl — The netw ork has added 
two basic interconnected stations be- 
tween June 1956 and June 1957. 
making the current total 58 stations. 
Total cost for an hour on that basis 
is $79,050. compared w ith $72,500 last 
year, representing approximately a 9% 
increase. 

The half-hour "A" rate is $47,430 
compared with $43,500 last year, or a 
9% increase; whereas the quarter-hour 
"A" is 8 f T higher, or $31,620 com- 
pared with $29,000 last year. 

Increases all the way down the line 
seem to run under lOT. 

Q. What will be the trend in au- 
dience size? 

A. Tune-in: The fluctuation in hours 
and minutes spent viewing network 
and local tv combined) have been 
relatively slight. Here's how the \ears 
1951 through 1956 compare, on a 
12-months' Nielsen average: 



79.57 ... 

7952 

7953 

1954 

1955 ... 

7956 



DAY 

1:30 
1:36 
1:13 
1:41 
1:44 
1:53 



NIGHT 

3:30 
..3:11 . 
3:00.. 
2:59 
2:58. 
3:06.. 



TOTAL 

4:50 
4:47 
4:43 
4:40 
4:42 
4:59 



With these figure- in mind, J. Elias- 
berg. CBS TV research director says, 
"Sets-in-use figures haven't changed in 
five years enough to make a difference. 
1 don't anticipate any world-shaking 
change this fall, though there mav be 
a slight steady increase." 

NBC TV's Bob Daubenspeck says: 
'"Daytime hit an all-time high recently, 
but our daytime programing is so 
strong it ma\ boost the viewing further 
in fall. Sets-in-use may increase at 
night between 7:30 and 10:30 p.m. as 
well because of stronger total program- 
ing in fall, but no more than ST. I 
think." 

Julian Barnathan. ABC TV research 
director, foresees areas for increased 
sets-in-use this fall, particularly "fringe 
time such as 7:30 to 8:00 p.m. and 
10:00-10:30 p.m., where the audience 
is available but programing is only 
now become strong enough to get them 
to tune in regularly." 

Savs he: "Other times mav not in- 
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rrea-e much hecan*e thev rc alreadv at 
a high level. I!ul daytime i- likelv In 
increase w hen more \BC T\ program- 
ing come*- in. Ax it i-, we expect ti> 
see a hoo-t in t lie 1:30 slot which we're 
now going l<> program. 

Rating*: There's likelv to he -ome 
levelling off in nighttime ratings. For 
one thing, there will he strong pro- 
graming nmre consistently on all three 
networks. Secondly, the "counter- 
prograuiiiig" techniques which guided 
.scheduling for fall h\ all three net- 
works, are likcK to eliminate such run- 
awav hits as Lucy, \ndieiices are move 
likeh to I>ce\cid\ divided when shows 
with dilTcrent appeal are pilted again-t 
each other. 



Color 



Q. Will there be more color pro- 
graming next season? 

A. At NBC TV. which has the hig- 
gest slake in color through the HCA 
color receivers, v es. \t CHS TV no 
upswing i> expected. As of now the 
-pecial -hows will he in color. Red 
Skelton will he colorcast ofT and on. 
The davtime Rob Crosby Shotr which 
was in color sometimes la^t season is 
going oil and there will he a cut-hack 
colorwise there. VHC T\ lias no color 
plans. 

NBC TV's [dans are not finalized, 
hut the network savs it expects to do 
move — ju>t exactly what i> a question. 
One innovation: NBC T\ plan- to 
broadcast its highest-rated shows in 
color. One of these thev expect will 
he the Steve Allen Sltote. Many hut 
not all of the specials will he in color. 

Slownes- in the sale of color receiv - 
ers and the higher cost:- of color shows 
are ohviously still the main factor- 
holding off an av alanche of lint. 



Specials 



Q. Will there be more special 
shows next fall? 

A. ^ es. the new hereand-there plan 
for the specials actually adds up to 
move of these shows throughout the 
} ear. 

NBC TV plans the largest number of 
specials— at least 50. CBS TV has 22 
specials definitely set plus some Slioir- 
er of Stars planned for hut not pinned 
down. ABC TV has only two specials 



in mind, the frank ^itmltit houi -Iiow- 
melltioiied earliei . 

The CB> l'\ -how- that aie in the 
work- include 10 f«u DnI'ont. five /><•>,/ 
IrriKZ -how- for Kurd, and -rven 
Lowell Thomas -how- fur Delt o. 
Talked ahoilt hut not defiuitelv -el, are 
four Jackie (tfrasoa -Iiow- and -i\ lit 
Liakh'ttei "I'eo|)le and Place-." 

Of the ."in -pecial- WW. 'I \ ha- in 

mind, ahnnt 21 have I n announced. 

Six Rol> llofif Shoits for l iniex. -i\ 
Jerry Lea is Shuns and the lradent\ 
Awards for Old-inohile. I'inanri hio 
for Hexall. A nmt' (*el ) <>ur Cua foi 
I'oiitiac and l'ep-i-Cola. five I po— ihl\ 
-i\) Hall of funic for Hallmark, and 
the General Motor- (General titniicr- 
sary show. Al-o five other -how- for 
I'nntiae are in the work-. 



Daytime 



Q. Will there be much change in 
daytime programing? 

A. There is some change at all three 
networks, hut ABC TV will make the 
most radical move-. The network plan- 
to put six live program* in the 3:00- 
5:00 p.m. strip. So far Larky Lady i- 
the fir-t to he defiuitelv set. Lady 
takes the 1:30-5 p. in. herlh. 

The pro.-pectiv e new live davtime 
shows in the 3:00- 1:30 period? in- 
clude: What Makes ) on Tick? (audi- 
ence participation). Rarlay (qui/). 
The Man in Your Life (new type). 
What's the Same oj That Tunc? | mu- 
sical game), and Guest oj Honor (in- 
terview). All will he half-hour in 
duration. 

Other change* at VBC TV include 
cutting Mickey Mouse Club hack to a 
half-hour (5:30-6 p.m.) and -tripping 
\ outh-appeal film shows in the 5-5:30 
p.m. slot. The films, all re- runs except 
for Woody Woodpecker, will he half 
or alternately -pon-ored hv Kellogg. 

\\ hile the new half-hour version of 
Mickey Mouse Club has eight sponsor- 
signed, just who is taking which -eg- 
ment is ;-till up in the air. The adver- 
tiser.- are: Mar-. \rmour. Mattel. 
Mile>. General Mill-. Bri-tol-Mv er-. 
General Foods and Fill-huvv. I See 
Fall Coinparagraph accompanying thi- 
yeclion for schedules of the three net- 
work-. I 

CBS T\ ha> ju-t two davtime pro- 
graming changes: la) the dropping of 
one soaper. I aliant Lady for another. 
Hotel Costaopolitaa: lb) replacement 
of Rob C.rosb\ (who has [dans for a 



IT TAKES 

IN 

TULSA! 




WAMPUM" 



A BILLION DOLLAR 
MARKET 



Anyone for a billion dollars.'' It cm 
be had by alert advertisers who realize 
the tremendous effective buying power 
of northeastern Oklahoma. 

Your key to this treasure chest is . . . 
KVOO-TV. Tuls.i County alone is a 
S500-million market, and Sales Man- 
agement rates Tulsa both a better 
quality and a better productive market 
than either Boston or Baltimore! 
Yes, it's there for you through 
Channel 2. When do you start? 





For current ovoilobilitici 
contoct ony office of BLAIR-JV 
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•on tinned 



the CALIF.-ORE 
TV TRIO 




The SmulUn TV Stations . . . 

. . . BRIDGE THE GAP between San 
Francisco and Portland with EXCLU- 
SIVE VHF Coverage on Channel 2, 
3 and 5. 



KOTI 
KIEM 
KBES 



CHANNEL 2 
Klamath Falls, Ore. 

CHANNEL 3 
Eureka, Calif. 

CHANNEL 5 
Medford, Ore. 




Three markets — one billing 
MARKET FACTS 



POPULATION 
FAMILIES 
TV FAMILIES 
RETAIL SALES 



356,330 
115,760 
88,106 
$487,971,000 



CONSUMER SPEND- 
ABLE INCOME $615,366,000 
for CALIF.-ORE. TV TRIO 
call Don Telford, Mgr. 

Phoiu Eureki, Hlllslds 3-3123 TWX EK16 

nr „ v blair-»/<4^ national 
or as * associates representatives 

Ntw York, Chleaio, Sin Frandteo, Seattle, Lot Aniolei, 
Dallai, Dttrelt, Jacksonville, St, Louli, Bolton. 



nighttime series,! with You Are the 
Jury. 

The status of Hotel Cosmopolitan is 
still not a dead certain!}, but the net- 
work says it feels the show will defi- 
nite}} go on h} October. The new se- 
rial previously had been due to start 
this summer but its pilot met with 
some reservations. 

On the sponsor front, P&G has made 
tlie most drastic move by cutting back 
its sponsorship of the two half-hour 
soaps (As the World Turns and Edge 
of Night ) to 15-minutes each. The 
rest of the sponsorship picture remains 
prett\ stable at CBS TV with the ex- 
ception of the Bob Crosby advertisers 
who. at presstime, are undecided 
whether or not to go along with the 
new ) on Are the Jury. 

NBC T\ programing changes in- 
clude: (a) dropping of Home and sub- 
stituting a half-hour Arlene Francis 
Show with another half-hour yet to be 
announced; fb) the mid-summer re- 
placement of Tennessee Ernie Ford 
(who also wants to devote his energies 
to nighttime J with Bride and Groom. 

While the Arlene Francis Show and 
the new half-hour are still unsettled 
and unsold, Bride and Groom is mov- 
ing right along and has picked up five 
sponsors to date. 

The over-all Monday through Friday 
picture shows CBS TV sticking with 
its daytime serials and personality- 
fronted shows despite rating inroads 
made by NBC TV with its quizzes and 
audience participation programs. 

Week-end da} time programing finds 
\BC TV drawing a blank for Sunday 
but coming up with new sponsored 
time on Saturday, the All Star Golf 
film series (4-5 p.m.) and the Lone 
Ranger (5:30-6 p.m.) 

CBS T\ has only one sponsored 
show set for Sunday afternoon, Wild 
Bill Hickok. And Saturday remains 
pretty much unchanged except for one 
open spot at 11:30-12 Noon. The net- 
work will televise the Professional 
Hockey Games on Saturday afternoons 
starting at I p.m. beginning 2 Novem- 
ber. 

NBC TV's Sunday afternoon sched- 
ule is unsettled up to 3:30. Sustaining 
shows. Youth Wants To Know, Ameri- 
can Forum. Zoo Parade and Frontiers 
of Faith will probably be fitted in the 
line-up in some manner. From 4-5:30 
p.m. the network has Wide Wide 
World (General Motors sponsoring) 
and Omnibus I Union Carbide and oth- 
er sponsors to he announced) as alter- 



nate programs. Saturda} on NBC TV 
finds the network solidly booked until 
noon with children's shows (all spon- 
sored except for one alternate segment 
of Andy's Gang, 10:30-11 p.m.). Ster- 
ling rug's True Story and Detective 
Diary remain in the 12-1 p.m. spots. 
1 he afternoon will be taken up by 
NCAA football and regional games 
which will have various starting times 
between 1 :15 p.m. and 5:15 p.m. 



Washington 



Q. What's been the result of in- 
vestigations into network prac- 
tices? 

A. The 1957 session produced noth- 
ing very important or very new with 
relation to broadcasting, except re- 
ports on investigations which actually 
took place not only during the previ- 
ous year but also during a previous 
Congress. 

But the reports were dynamite with 
a time fuse. 

First. Rep. Emanuel Celler's House 
Judiciary antitrust subcommittee is- 
sued a watered-down document calling 
for FCC and Justice Department probes 
of network practices. The Brooklyn 
Democrat, in the horse-trading which 
he found necessar} to gain committee 
approval of bis report, won a very 
significant point. He had to give up 
his conclusions calling for drastic 
regulatory and legislative changes, but 
he was able to save most of the reason- 
ing which led to the conclusions. The 
resulting call for study of certain net- 
work practices was backed, in effect, 
by criticism leveled at these practices 
by the entire committee. 

The second and much larger explo- 
sion came from the other side of the 
Hill, in the form of a hard-hitting 
document prepared by Senate Com- 
merce Committee special counsel Ken- 
neth Cox and regular counsel Nicholas 
Zapple. Compromises were also neces- 
sary here, but they were in the form 
of making the report a preliminary 
staff document — calling for study and 
comments by the FCC and the Justice 
Department — and with the specific 
statement that a final report would be 
adopted in the light of the statements 
to be received from those agencies. 

The overall effect is that of a con- 
certed Congressional attack on network 
option-time and must buy policies, 
Congressional questioning of relation- 
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-hip- among network* ami ml a'-'cncirs 
;mtl sponsor*, doubt about vvhrthci m*t 
ownership of station,* should he rut 
down, o,m**lrnii«s about whether 1 1 ■ « - 
webs arr nut I In«r into a inom>]>o|\ 
position in program production, I In* 
report*, taken together, amount to a 
directive from l>otli chambers ami 
flom both political parlies to eon-idei 
change- in these and other direction*,. 

Meanwhile, the Department of Jus- 
tice ha* had it* own investigation of 
the television industry in full swing 
for a long lime, hirst result- were the 
block-booking action involving feature 
film distribution to Iv stations and the 
sail over the i"\BC-We*liughouse sale- 
trade. But the Justice probe, or rather 
series of investigations, covers the 
whole broad field of relationship- 
within the industry and searches for 
breaches of the antitrust laws. 

The I'CC's more publicized investi- 
gation undertaken by it- network study 
committee under Dean Koscoe Barrow 
i- even more sweeping, since Justices 
is limited bv legalities while the FCC 
is able to deal within the less confin- 
ing limit- of regulatory discretion. 

Q. Will anything actually be 
done about network practices? 

A. Since Justice and the FCC are 
already hard at work on the problems, 
it might be a.**umed that the House 
and Senate reports with their direc- 
tives to probe are mere window-dress- 
ing. This is far from the case. Both 
agencies are now clearly warned of 
Congres-ional interest in their conclu- 
-ions. urged to hurry up and reminded 
that there will be trouble on the Hill 
unle-s the two agencies find somebody 
auiltv of something. 

If. in the face of the various report-, 
the FCC majority votes against drastic 
changes, those who favor such change- 
will move into the area of legislation 
to force things along. The trump in 
the band of those who favor the 
changes is the Justice Department. 
Ju-tice. ignoring all other factors, can 
conclude that there are analogies be- 
tween the attacked network practices 
and the practices which were outlawed 
in the motion picture industry after 
successful prosecution of the Para- 
mount case. 

It appears that nothing is likely to 
happen in a big hurry. The FCC net- 
work practices report isn't due until 30 
September and may be delayed again, 
i he Justice investigations have no ac- 



tual tat gel date fni i urn ln-iou. 

Over the lon» trim it doc- .jppc.n 
likelv that there will be some nifnn u| 
change- in network option time and 
mu-td»u\ prov i-ioii-. some niodih' a 
lion of the relationship* between net 
work- and alhliate- and *ouie move- 
toward standardization of uetwoik 
lime di-rouut*. Outright tegnlat i"ii of 
networks appear- nulikeh. 

Q. Docs the talk of FTC-FCC 
cooperation mean a stiffcr attitude 
by the FCC toward stations who 
run commercials which arc the 
basis of an FTC complaint? 
A. The mueh-heralded cooperation 
between the I 'I C and the FCC appeal- 
to have settled down into a big noth- 
ing. The FCC. to be sure, is adv ising 
networks and stations when the FIC 
issues complaints against adverti-ei*. 
but there is no compulsion on the 
broadcasters to do anything about it. 
pending conv iction. \nd, in any ea-e. 
it would be illegal for the advertiser 
to continue to offer the commercials 
after conviction. The FCC ha- not 
issued anv clear statement about what 
it would do if the broadcasters con- 
linue to earn commercials for which 
a sponsor has been convicted and 
which he refuses to change. There is 
no present intention to issue sm h a 
statement, because the matter very 
likely will not present itself. \nd the 
Commission will definitely not take 
action against anv broadcaster pureK 
on the basis of a complaint. 

Q. What's likely to come out of 
the clear-channel investigation? 

A. The FCC will likeb in the future 
start proceedings aimed at clearing tin- 
boards of the long-debated clear chan- 
nel and allied cases. 

The powerful clear-channel stations 
want all their present protections con- 
tinued and abo a*k for higher than the 
present 50 kw . maximum power. I he 
daytime-only stations want the local 
sunrise to local sun-el hour- of opera- 
lion changed to definite and -lightly 
longer hours. The Class |\ 250-wattets 
want 1.000 watts so as to be able to 
compete with the dav timers. 

The FCC has already started pro- 
ceeding- which might give the 250- 
watlers what thev want in cases where 
tl'.ev can prove no excessive interfer- 
ence will be caused bv the power in- 
crease. But the day time-onlvs appear 
slated to lose out. There i- no reallv 
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Tulsa . the heart of a billion 
dollar market! That's a pretty 
fair hunk of trade, and. naturally, 
you'd like to have your share 
KVOO-TV would like for you to 
have it. too — and they are ready 
to help You see. KVOO-TV 
blankets northeastern Oklahoma 
with the tops in network and local 
programming And KVOO-TV 
doesn't stop there Market re- 
•search. merchandising and pro- 
motion aids, and constant atten- 
tion to your account will make 
you ejad you sbouni on KVOO- 
TV Yes, it's CHANNEL 2 . . 
for a real show ... of profits 
... in Tuba! 
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reliable indication as to what the clear 
channels can expect, hut a good guess 
might he nothing much different from 
the status? quo. 

Q. Is there any likelihood of an 
early FCC-approved test of fee-tv? 

A. The fee-tv proceedings passed an- 
other milestone in their long history 
during July filing of arguments as to 
what yyonld he a proper test of the 
system and filing of counter-arguments 
holding that the tests wouldn't prove 
anything and shouldn't he tried. 

Already confused enough, the sub- 



scription television battle took another 
turn in recent months with the upsurge 
of wired systems which do not require 
FCC approval. If the wired or cable 
systems succeed, the proceedings, in 
the words of the lawyers, would be 
moot. Success of wired systems would 
likely mean collapse of the opposition 
to fee-tv over the public airwaves. 

Opponents of fee-tv have relied on a 
contention that the system yyould be 
okay if it didn't use public ainva\es. 
That position is now being re-exam- 
ined and hastily. But so far no satis- 
factory answer, other than a possible 
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1,000,000 
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BINGHAMTON 

Affiliated with the Gannett radio-tv group 
and WINR Radio • 1000 watts • 680 kc. 

ON THE AIR MID- SEPTEMBER 
WITH FULL NBC PROGRAMMING 



George P. Hollingbery 

National Representative 



Dale Taylor 

General Manager 
Broadcast Division 
Binghamton Press Co. Inc. 



push for common carrier designation 
and public utility -type regulations has 
presented itself. 

There is another factor, too. If the 
yvired systems are a conspicuous suc- 
cess and threaten hefty competition to 
free tv, then the netyvorks and individ- 
ual stations would want to cut in on it. 

At the FCC the fee tv situation is 
not as simple as it appears. In the 
FCC order calling for written presen- 
tations on yyhat would constitute an 
adequate test for the fee system, all 
seven commissioners agreed that the 
FCC has the legal authority to approve 
fee television and all seven agreed that 
a large-scale test should be tried before 
a final decision. 

But in an earlier vote, it was 4-3 for 
a trial with retired chairman George 
C. McConnaughey swinging the bal- 
ance. The position of the new commis- 
sioner. Frederick Ford, is not yet clear. 
Hoyveyer. it is clear that the minority 
of three has not entirel) abandoned its 
position against even a test. 

The unanimous vote was possible 
onl) because this yvas a call for further 
paperwork and not a definite action. 
When the matter of an actual test 
comes up again, there could be a dif- 
ferent result. Industry pressure, strong 
opposition from such as Rep. Harris 
(D., Ark.), chairman of the House 
Commerce Committee, several mem- 
bers of the Senate Commerce Commit- 
tee, and Rep. Celler, could make a 
difference. 

While it is true that, even so, the 
odds would favor approval of a test, 
there yvill be much room for disagree- 
ment among commissioners as to the 
scale and specifications for such a test. 
Hoyv many stations, what markets, how 
many hours, yyhat safeguards, one or 
all systems and many more questions 
are so complex as to defy easy or 
quick resolution among seven men. 

Q. What's the outlook for uhf? 

A. The efforts to save uhf which first 
dreyv attention when the Potter sub- 
committee held hearings in 1954- are 
noyv so far out of the window that it is 
an effort to recall any of it. 

The FCC s uhf "crash" research 
program, which yvas supposed to res- 
cue uhf. has dyvindled doyvn to minor 
research questions. 

The proposal to move all or a major 
part of tv to uhf is buried so deep that 
it. too. has been nearly forgotten. 

"Selective de-intermixture ' is still 
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looks . . . 
ns . . . 
reacts . . . 
In 30 rich 
Oregon and 
Washington 
counties 
covered 
exclusively 
by KOIN-TV, 
Portland, Ore. 
The boys from 
CBS-TV Spot 
Sales will tell you 
a delightful story 
about her buying 
habits and 
KOIN-TVs 
ratings (amazing!) 
and coverage 
(Incredible!). 




technically .line I • u t no uuijui nun- 
kcl- which have nhf \ it i* ,ne ;_'oin;j 
Ik Iiim' il, and cm-ii tlii— hii-diic**" nf 
creating nhf i-l;iinl«. i- miv -ii k, cm-ii 
if iidI (lead. 



DST Problem 



THE BIG (2) 

IN 

TULSA 



Q. How will the networks handle 
the Daylight Saving Time snarl 
this fall? 

A. Future fur eliminating ])<T 
.-narl* look- iiicrea-ingly hright. The 
-liming hope lie- with video tape, 
which is now being n-ctl to -tunc ex- 
tent by nil three net w ork-. 

AIM', Tl Don >liaw, ilirctlur of 
.-tation clearance-. -ay- the network 
will continue to reh on "hot kine»" in 
llolhwootl tt> avoid a four-hour delay 
on New York-originating live show- 
diiring Octolier. 

■' \t the monienl we tlo have tape in 
Chicago, a- the central point in the 
country." lie told smx-oli. "But e\en- 
Inallv. in fact bv the fir-t of the \car. 
we hope to have video tape on the 
Coa*l as well, ami that will eliminate 
all prohlems. lint -ince a large por- 
tiou tif our show- are on film thi- fall, 
the problem i-n't expected to he acute 
then either." 

CHS Tl "Since the New York and 
LA. feed- are -eparale at night be- 
canse of video tape. I>\ end of >pp. 
temher. we will have eliminated all 
Coa^t to Coast feed-, and thereby the 
delay*."" >av- Boh Jame-on. CBS TV 
sale- sen ice manager. 

When the program- feed from two 
major place*, the bigge.-t delay mav he 
one of an hour. Fur in-tance. an ":00 
p.m. show in New Y ork will he in Chi- 
cago and L \. at 7:00 p.m. CHS Holly- 
wood feeds will go into the Mountain 
Zone. 

\BC Tl Thi- i- network's DST 
slrategv : 

1. NBC T\ program schedule* will 
he hased on Fa-tern Dav light Saving 
Time from 2H \pril through 20 Octo- 
her I following ?xew York law I. 

2. Program -chedule- of all NBC 
l\ station- in DSP area- will remain 
unchanged. 

3. Programs on interconnected -ta- 
tion- in Standard Time area- will he 
one hour earlier, except: 

Central Time zone will see o":00- 
9:00 p.m. -hows between 9:00 and 
10:00 p.m. 

Mountain Time Zone will -ee shovv- 
an hour earlier than New Y ork. ^ 




Tulsa's industrial expansion tops ever) 
key industrial market in the nation 
Tulsa ranks 2nd in the n.ition in per 
capita ownership of personal automo- 
biles. 



NEW- MARKET DATA 



Tulsa's population is increasing at the 
rate of 3,000 families per year — 8th 
fastest growing city in America 

The "Eyes of Oklahoma —KVOO-TV 
— are focused on a billion dollar 
market. When you buy KVOO-TV 
you sec results. Buy now . . . sec better 
profits. 
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WOC TV 

Proved by 648,330 Pieces of Program 
Mail received by this Station During 
6 full Years of Telecasting . . . 




This fabulous response . . . 
91 ' 'i of it to local live telecasts 
. . . began in 1950. That year 
. . WOC-TVs first full year on 
the air . . . 33,845 pieces of 
program mail were received; 
this mail came from 23 Iowa- 
Illinois counties — 237 cities 
and towns. 
By 1955, this response jumped 
to 149,215 pieces of program 
mail received during a 12- 
month period; it came from 39 
Iowa-Illinois counties — 513 
cities and towns in these counties. 
Accompanying map shows 
breakdown of this 1955 pro- 
gram mail, proving WOC-TV's 
"Good Picture" area. 
WOC-TV Viewers are respon- 
sive. They respond to WOC-TV 
telecasts by mail. More import- 
ant, they respond to advertising 
on WOC-TV by purchases at 
retail outlets. We have a million 
success stories to prove it (well, 
almost a million). Let your 
nearest Peters, Griffin, Wood- 
ward representative give you 
the facts. Or call us direct. 



TOP FIGURE each county - Number Pieces of PROGRAM Mail Received during 1955 . . . 
2nd FIGURE each county - Number of Pieces of PROGRAM .Mail per 1,000 Homes. 



WOC-TV 39-COUJNTY COVERAGE DATA - 



Population # 

Families • 

Retail Sales 9 

Effective Buying Income • 

Source • 

Number TV Homes • 

Source # 



1,583,800 
489,700 
1,934,984,000 
2,686,413,000 

1957 Survey of Buying Income 

(Sales Management) 

317,902 

Advertising Research 
Foundation 



WOC-TV Owned and Operated by Central Broadcasting Company, 

Davenport, Iowa 



The Quint-Cities Station — 
Davenport and Bettendarf 
in Iowa; Rock Island, Mo- 
line and East Maline in 
Illinois 



WOC TV 

Channel 6 •Maximum Power • Basic NBC 



f 



Col. B. J. Palmer, president 
Ernest C. Sanders, resident manager 
Mark Wodlinger, resident sales manage 
PETERS, GRIFFIN, WOODWARD, INC 
Exclusive National Representative 
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Question-and-answer briefing section for guidance 
today and throughout the year to come. Covering: 

PROGRAMMING starts page 52 
COMMERCIALS starts page 60 



These 266 clients are leading film show buyers— and prospects 



Affiliated Super Markets 

American Bakeries Co. 
American Brewery, Inc. 
American Brewing Co. 
American Chicle Co. 
American Home Products 
American Motors Corp. 
American Stores Co. 
• American Tobacco Co. 
Anchor San. & Amer. Heating 
Anheuser-Busch, Inc. 
Antell, Charles, Inc. 
Armour & Co. 
Associated Food Stores 
Associated Hospital Service 
Associated Products, Inc. 
Atchison-Topeka-Santa Fe 
Atlantic Refining Co. 

Ballantine, P. & Sons 

Bardahl Oil Co. 
Bavarian Brewing Co. 
Bayuk Cigars Co. 
Beatrice Foods Co. 
Bekin's Van & Storage Co. 
Best Foods, Inc. 
Bethlehem Steel Co. 
Better Living Enterprises 
Blati Brewing Co. 
Block Drug Co. 
Bond Clothing Stores, Inc. 
Borden Co. 
Bowman Biscuit Co. 
Braun Baking Co. 
Bristol-Myers Co. 
Brown Shoe Co. 

Brown & Williamson Tobacco Co. 
* Burger Brewing Co. 

Cal Fame Co. 

Canada Dry Co. /Bottlers 
Carling Brewing Co., Inc. 
Carnation Co. 
Carter Products, Inc. 
Chesty Foods, Inc. 
Chock-Fuil-O-Nuts 
Chrysler Corp. 
Chunky Chocolate Corp. 
Cities Service Co. 
Clairol, Inc. 

Clinton Merchandising Corp. 
Coca-Cola Co. /Bottlers 
Colgate-Palmolive Co. 
Colonial Stores, Inc. 
Continental Baking Co. 
Continental Oil Co. 
Cott Beverages, Inc./Bottlers 

Dawson Brewing Co. 

Dean Milk Co. 

Drewry's Ltd. 

Duffy-Mott Co. 

Du Pont, E. I., De Nemours 

Ouquesne Brewing Co. 

E & B Brewing Co. 

Eastern Air Lines, Inc. 
Eastman Kodak Co. 
Electric Auto-Lite Co. 
Emerson Drug Co. 
Emerson Radio & Phono. 
Englander Co./Dealers 



Esslinger's, Inc. 

Esso Standard Oil Co. 

Faith For Today, Inc. 
Falls City Brewing Co. 
Fallstaff Brewing Corp. 
Fels & Co. 

Felton, Sibley & Co., Inc. 
Florida Citrus Commission 
Ford Motor Co. 
Foremost Dairies, Inc. 
Frito Co. 

Frontier Foods Corp. 
Fuller. W. P., & Co. 

G. H. P. Cigar 
Gallo Winery^E. & J. 
General Cigar Co. 
General Electric Co. 
General Electric Supply 
General Foods Corp. 
General Mills, Inc. 
General Motors Corp. 
General Tire & Rubber Co. 
Genesee Brewing Co. 
Gillette Co. 
Gluek Brewing Co. 
Gold Seal Co. 
Good Humor Corp. 
Gordon Baking Co. 
Grant Co. 

Great A & P Tea Co. 
Greyhound Corp. 
Griesedieck Ero. Brew Co. 
Gunther Brewing Co. 

Hall, Robert Clothes 

Hamm, Theo., Brewing Co. 
Heidelberg Brewing Co. 
Heini, H. J., Co. 
Hekman Biscuit Co. 
Hinshaw's Dept. Stores 
Hi-V Corp. 

Household Finance Corp. 
Humble Oil & Refining Co. 

Independent Grocers Alliance 
Interstate Bakeries 

-Jackson Brewing Co. 

Kay, Gerold 0., & Assoc. 
Keebler Biscuit Co. 
Kellogg Company 
Keystone Steel & Wire Co. 
Knomark Mfg. Co. 
Knudsen Creamery Co. 
Krantx Brewing Co. 
Kresge S. S., Co. 
Kroger Co. 

Krueger, G. Brewing Co. 

Labor Savers, Inc. 

Lanqendorf United Bakeries 

La Rosa, V., & Sons, Inc. 

Lay, H. W., & Co. 

Lee Tire & Rubber Corp. 

Leonard Refineries 

Lever Brothers Co. 

Lewis Food Co. 

Libby, McNeil & Libby 

Llebmann Breweries, Inc. 



Liggett & Myers Tobacco Co. 
Lion Oil Co. 
Lone Star Brewing Co. 
Lorillard, P., & Co. 
Lucky Lager Brewing Co. 

M. J. B. Co. 
Magees, Inc. 
Magnolia Petroleum Co. 
Maier Brewing Co. 
Malt-O-Meal Co. 
Mars, Inc. 

Mayer, Oscar, & Co. 
Mennen Co. 
Miles Laboratories, Inc. 
Miller Brewing Co. 
Molson Brewery, Ltd. 
Murphy Prods. Co. 

Narragansett Brewing Co. 

National Airlines, Inc. 
National Biscuit Co. 
National Brewing Co. 
National Carbon Co. 
National Clothing Co. 
National Dairy Products 
National Tea Co. 
Nati onwide Insurance Co. 
Natural Gas Co 
Nehi Corp./Bottlers 
Nestle Co. Inc. 
New England Provision Co. 
New York Central Railroad 
Norwich Pharmacal Co. 

Oertel Brewing Co. 

Ohio Oil Co. 
Oklahoma Oi! Co. 
Olympia Brewing Co. 

Pabst Brewing Co. 

Pan-Am Southern Corp. 
Pan-American World Airways 
Parker Pen Co. 
Paxton & Gallagher Co. 
Pearl Brewing Co. 
Pepper, Dr., Co./Bottlers 
Petersen Baking Co. 
Petri Wine Co. 
Pfeiffer^Brewing Co. 
Pharmaceuticals, Inc. 
Phillips Petroleum Co. 
Piel Bros., Inc. 
Pillsbury Mills, Inc. 
Pittsburgh Brewing Co. 
Power Products, Inc. 
Prince Macaroni Co. 
Procter & Gamble Co., 

Quaker City Choc. & Conf. Co. 
Quaker Oats Co. 

RCA Dealers 

Ralston-Purina Co. 
Rath Packing Co. 
Regal Pale Brewing Co. 
Reilly, Wm. B., & Co., Inc. 
Renaire Corp. 

Reynolds, R. J., Tobacco Co. 
Richfield Oil Corp. 
Richman Brothers Co. 



Roberts, Rev., Oral 
Ronzoni Macaroni Co. 
Rosen Raymond Co. 
Roto-Broil Corp. of Amer. 
Ruppert, Jacob, Brewery 

Safeway Stores, Inc. 

Schaefer, F. & M., Brew. Co. 
Schlih, Jos. E., Brewing Co. 
Schluderberg, W. r T. J. 
Schmidt G., & Sons, Inc. 
Schoenling Brewing Co. 
Schonbrunn, S. A., & Co., Inc. 
Scott Paper Co. 
Sealy Mattress Co./Dlrs. 
Sears Roebuck & Co. 
Seven-Up Co./Bottlers 
Sheaffer. W. A.. Pen Co. 
Shell Oil Co. 
Signal Oil Co. 
Simonli Co. 
Sinclair Refining Co. 
Singer Sewing Machine Co. 
Skelly Oil Co. 
Slenderella Co. 
Socony Mobil Oil Co., Inc. 
Squirt Co./Bottlers 
Standard Food Markets 
Standard Oil Co. of Calif. 
Standard Oil Co. of Ind. 
Standard Oil Co. of Ohio 
Stegmaier Brewing Co. 
Sterling Breweries, Inc. 
Sterling Drug, Inc. 
Stom Brewing Co. 
Strietmann Biscuit Co. 
Studebaker-Packard Corp. 
Sun Drug Co. 
Sun Ray Drug Co. 
Sunshine Biscuit Co. 
Swift & Co. 

Tofon Distributors, Inc. 

Tasty Baking Co. 
Terre Haute Brewing Co. 
Texas Electric Service Co. 
Texas State Optical Co. 
Thrift Drug Co. 
Top Value Enterprises 
Toy Guidance Council 

United Gas Co. 

U. S. Borax & Chemical Corp. 
U. S. Tobacco Co. 
United Vintners, Inc. 
United-Whelan Stores Corp. 

Wagner, August, Breweries 

Walgreen Co. 
Wander Co. 
Ward Baking Co. 
Ward Drug Co. 
Warner-Lambert Pharma. Co. 
West End Brewing Co. 
White King Soap Co. 
White, Martha, Mills, Inc. 
Whitehouse Co. 
Wiedemann, George, Brewin 
Wilson & Co., Inc. * 
Wisconsin Electric Power 
Wisconsin Independent Oil 



*These are companies which spent $50,000 or more for spot tv 'programs 
during 1956. according to TvB. The programs include both syndicated 
film and local li\e. preponderate!)' the former. Any client who bought 



local program time in quantity, however, is obviously a likely film 
prospect as well. For list of clients including their total spot tv 
penditures plus the spending of their individual brands, see Film Ba 



THE $120,000,000 TV FILM BUSINESS 



Its neiv proftraming for full trill he varied but nith the stress on 
adventure. Story backgrounds include: Civil U dr. exploration 
and travel* Americana. Cos pan sorsliifi is hi}! haying trend nith 
syndicators working to match up sharing clients and marhets. 
Surge of features hasnl stopped the growth of half-hour series 



Program Trends 

wammmm „ , ■ - 

Q. What's the outlook in pro- 
graming this season? 

A. Film Hjmlicntors are offering a 
varied hill of fare and not concentrat- 
ing on aiij specific t \ pe of entertain- 
ment, though the general category of 
adventure is lieavilv represented. The 
cross-section of new shows which fol- 
lows includes some series planned for 
network sale, hut there is always the 
possibility that the series will end up 
heing offered for national or regional 
spot sale. 

ABC Film Sy ndication s contender 
in the field will he 26 Men. a cowboy 
saga based on the story of the Arizona 
Hunger*. 

CBS T\ Film sales has four ready to 
go: Cray Ghost starring Tod \ndrews; 
Fire Fighters, a series based on the 
exploits of the \ew York Citv Fire 
Department : Colonel Flack and Assign- 
ment Foreign Legion. The storv mate- 
rial of Cray Ghost touches on a con- 
troversial *ubjeet — the Civil War — and 
the feeling i? that once a program of 
this type is accepted and sold in 
Southern markets, it will probably 
open the gates for a flood of programs 
with Civil War backgrounds. 

Guild Films seems to he concentrat- 
ing on the documentary tvpe of adv en- 
ture. Taking a cue from the success of 
Kingdom oj the Sea. it is currently 
shooting: The Michaels of Africa on 



location. This will he true jungle ex- 
periences enacted hv an explorer and 
his family. Another Guild newcomer 
is Light of the World, described a- 
dramatic Bihle storio. 

Official Films, capitalizing on the 
current intere-t in travel, i- con- 
rent rating on / aguhond a familv- 
type out-door adventure series. Instead 
of working from a set storv format, 
the .-erics will n>e a nnturali-tic ap- 
proach in «emi-docnmentar\ form. 
Official will also offer Sword of Free- 
dom starring Edmund I'urdoni ha*ed 
(in the life of a ".tta-libnckling Floren- 
tine gentleman: exteriors were shot in 
Italy. Other new release-: Big Story. 
new episodes shot for syndication: 
Frrol Flynn Theatre, an anthologv 
ho>ted hv Fly mi who -tars in one out 
of four. 

MCA-T\ s bigge-t ace i> the Mickey 
Sfiiffane series 39 episodes slated for 
summer release, \lreadv j)laced in a 
pre-release sale to five HKO (General 
Teleradio station.-, this -eric- v\ill re- 
port t*dh eiicoinpa.-s all the element- of 
'sensation hut adhere to the Tv Code. 

NBC T\ Films i- stressing \nieri- 
cana in their two tipcomers: I nion 
Pacific and Hoots and Saddles. 

\T\ will ofTer Official Detective. 
Show Business and a musical serie- 
titled Big Little Show. 

RKO-T\ ha- tggie and Sailor of 
Fortune. 

Screen Gems, in a unique partner- 
ship deal with KTTY. Los Angele-. 
NVIMX. New York, and the Westing- 



house -tatinns. i- now in tin- proce*- of 
filiiiiug a half-hour fauiilv advcntnie 
»erie%. Casey Jones. The program, 
-tarring Man Hale and Bohbv Chirk, 
wa- inspired hv the life and time- of 
the fainon- railroad engineer during 
the lale I<">9()'-. Oilier N-reen Gem 
offering- are Ranch l*urt\ . Johnrn 
\ ite II an I, and Iranhtie. 

1 1 * A will offer Charlie Chan and 
Tugboat Annie. 'I he latter, set for a 
Jnlv relea-e. i- alreadv -chednled for 
an October -tart on the Canadian 
Broadcasting Corp.. -pon-ored hv 
Lever Bros. 

Xiv- late-t offerings arc \ en Idi en- 
lures oj Martin Kane and llnrlmr ( om- 
nium!. 

Q. What type of product is cur- 
rently available? 

A. The following figure- on tvpe- of 
-how- available a- compared with a 
similar count made la-t vear provide a 
good indication of the kind of pro- 
graming that retains audience appeal. 
The data is based on SHIN material 
a- gathered bv KhO I'v n-earch 
people. 

\dventnre grew nio-t with .")') -erie- 
av ailable again-t If la-t vear. 

Sports follow with f)0 -eric- avail- 
able, an increa-e of ID. 

Drama -eric- total .">o. al-o a jump 
of ID over la-t vear- figure. 

Cartoon* increa-ed from three to 1 I 
-eric- a ri-e influenced hv the re- 
lease of -everal major motion picture 
packages last \ear. 
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There was no significant increase 
among other program types although it 
is interesting to note the drop in vari- 
ety shows from 13 to II and in 
women's shows from 12 to 10. 

There was no change in the number 
of religious or educational shows over 
the past year. 

Sales Trends 

Q. What kind of information on 
programing are film buyers inter- 
ested in these days? 

A. An ABC Film Syndication survey 
to determine the kinds of material best 
utilized by its sales staff showed the 
following listed in order of importance : 

1. Ratings 

2. Rerun status 

3. Audience composition 

4. Standing of show in relation to 
all shows in the particular market re- 
gardless of time. 

5. Share of audience 

The advertiser was moderately inter- 
ested in trade reviews of the show but 
felt that consumer magazine reviews 
were more important. Clients also 
checked the calibre of other stations 
carrying the program. 

Every good rating story was of in- 
terest, even in single-station markets, 
and prospective advertisers were inter- 
ested in ratings and success stories 
even in markets they did not wish 
to buy. 

In conclusion, the survey empha- 
sized that clients buy mostly on 
ratings. 

Q. Who are the biggest buyers of 
syndicated programs? 

A. CBS Television Film Sales re- 
cently completed a special study based 
on N. C. Rorabaugh Co. information 
to determine who were the leading 
users of syndicated film and what type 
of programing they used. The report 
shoved the leading industry categories 
to be, in order of spending : 

1. Food and grocery products. 

2. Beer, ale and wine. 

3. Cas and lubricants. 

4. Confections and soft drinks. 

5. Drug products. 

Further breakdowns show that, with- 
in a given category, sponsors of like 
products are definitely inclined towards 
the same type of programing. 

In the food category, Rorabaugh 
lists 40 clients using 56 different syn- 



dicated programs. Of the>e programs 
11 are adventure, 10 drama and nine 
Western series. 

In the category of beer, ale and 
wine, drama and adventure series 
accounted for over half the 43 sy ndi- 
cated films used. 

For gas and lubricant sponsors the 
favorite buy was drama followed 
closely b) suspense drama. 

Westerns accounted for nine out of 
the 28 syndicated programs used by 
confections and soft drink firms. 

Adventure and suspense drama tied 
for first place among the 17 syndi- 
cated programs u-ed by drug product 
sponsors. 

Q. What has been the impact of 
features on syndicated film? 

A. The top ratings pulled down by 
feature films on their initial entry into 
the tv market caused much reflection 
on the part of the syndicators. How- 
ever, the film syndicators are now con- 
centrating on a series of studies de- 
signed to convince the sponsor that 
there are loop-holes in the cost-per- 
1,000 citadel erected by the feature 
distributors. A recent NBC Films study 
listed 10 top features and syndicated 
shows in 12 major markets. ARB fig- 
ures for these markets show that in 
every case, except New York City, syn- 
dicated programs were dominant in 
terms of ratings. In more than half 
the markets examined, features showed 
their strength in weekend runnings. 
In three of the 12 markets — Detroit, 
Portland, Ore., and Seattle — syndicated 
shows took all 10 places when syndi- 
cated and feature film programs were 
matched. 

A study by the research department 
of TPA compared continuous general 
performance of features to sy ndicated 
programs. Pulse reports on 51 markets 
over a period of three months were 
examined. Since some of the markets 
were rated more than once during the 
period, the study involved some 88 
separate rating reports. In each rating 
report, the highest-rated feature film 
program was compared to the highest- 
rated syndicated program. A summary 
showed that in 80 out of 88 situations 
(90.9^) the highest-rated syndicated 
program outranked the highest-rated 
feature. Average rating for leading syn- 
dicated programs was 29.6 compared 
to an 18.6 for the top features. In 
85 out of 88 situations, (96.69c) the 
average rating for the top five syndi- 



cated programs exceeded a similar 
average for the top five features. 

These reports are supplemented by 
another strong point — sponsor identi- 
fication — which the syndicator feels 
is lost when an advertiser uses spots 
in features. They also point out that 
lack of program continuity in features 
limits the potential for promotion and 
merchandising. And since every re- 
gional area differs in its advertising 
problems, the half-hour show can ful- 
fill needs of advertisers and stations 
with fewer limitations. 

Q. And what does the feature 
film distributor have to say to all 
this? 

A. Several pertinent points have 
heen brought forth to fortify their cost- 
per- 1,000 argument. Feature film dis- 
tributors point, first of all, to increas- 
ing use of feature film participations 
by the national advertiser. 

With the great number of features 
now available, a station can program 
well ahead, as in the case of WFIL-TV, 
Philadelphia, which now has a four- 
year supply of features. This would 
allow a sponsor to plan extensive pro- 
motion and advertising campaigns. 

Recent straws in the wind: Colgate's 
renewal of the MGM series on 
KTTV-TV, Los Angeles; WBZ-TV, 
Boston's decision to schedule features 
starting nightly at 11:15 through com- 
pletion due to expressed viewer prefer- 
ence. 

Feature film distributors feel that 
new product offers more possibilities 
for outstanding exploitation than a 
syndicated series. Thev have the ad- 
vantages of star names, tie-ins and all 
the ballyhoo used in movie promotion. 
.Major Hollywood studios support these 
exploitations of their older features on 
tv stations to help keep the public 
movie conscious. 

Feature film distributors also say 
that the length of the feature is a 
definite plus because the unfolding of 
a story allows the viewer to build up 
interest in what he's watching and 
features have a higher remembrance 
value than a half-hour stanza. 

Q. What's the current situation 
with the post-1948 films? 

A. The majors are still holding back 
on release contingent on studio agree- 
ments with SAG. There is also the 
feeling that they will be released at 
some future date when their market 
value is highest. 
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.obk at what NTA can put 
n your viewer this year! 
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TODAY, PHONE, WIRE OR WRITE! 



Harold Goldman, 

Vice President in charge of sales 



Telefilm A 



CHICAGO • 



NATIONAL 1ELEF1LM rlSSOCIATES. INC. 

60 W. 55th STREET • NEW YORK 19, N. Y. • PHONE: PLAZA 7-2100 

HOllYWOOD • MONTREAL • MEMPHIS • BOSTON • MINNEAPOLIS • TORONTO • ATLANTA 
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ON-THE-AIR 
September 

1957 

KETV 



Channel 



7 



Omaha 



Affiliated with 



Television Network 

See Your H-R Man Today 

or call 

Eugene S. Thomas, Cen. Mgr. 
or 

Robert 0. Paxson, Sales Manager 

for 

First-Run 
Feature Film Participations 
starting at 9:35 p.m. 

plus 

Primary ABC Adjacencies 

plus 

Experienced 
Local Live Programing 



Q. How much of the feature film 
business will be "barter time"? 

A. It's hard to measure. This is the 
somewhat "sub-rosa" part of the busi- 
ness which neither buyer nor seller 
likes to discuss. Nonetheless, there's 
no doubt that barter is spreading. 

This does not mean that the time 
with in choice features or good station 
option time is the time being offered 
at cut-rate. It does mean that some 
feature librarie.- a> well as quantities 
of syndicated reruns have been offered 
to stations in return for cut-rate unsold 
time periods which the peddlers of 
bulk time offer at big discounts. 

Among the major sellers of barter 
time are Time Merchants, Inc.. New 
York, and Paul Venze and Associates, 
Baltimore. I For a full rundown on 
barter time see SPONSOR 25 Ma\ 1957.) 

Time Merchants are loath to men- 
tion their clients, although Ideal Toy 
is known to buy sizable quantities of 
spot tv schedules through this new 
organization. Paul Venze has Charles 
Anted as an account. 

Q. What are the drawbacks in 
buying barter time? 

A. Some of the biggest air media 
agencies have been asked by various 
clients to study this bulk discount time, 
and their media executives generally 7 
agree that barter time does have the 
following implicit disadvantages: 

1. You buy a pig in a poke. When 
most sellers of barter time offer sched- 
ules, they generally don't specify the 
station or time the client will get, but 
just the market and the number of 
announcements hoped for. 

2. You give up flexibility. Barter 
time is bought for a fixed period of 
time, and there's no chance for either 
getting out of the contract (usually 
52-w eeks) . nor of improving the sched- 
ule, nor of renewing it. 

3. You buy fringe time. If the 
station had been able to sell this time 
in the usual w ay, it would undoubtedly 
not have offered it for barter. 

Q. Then why bother with barter 
time? 

A. It's cheap. Discounts range from 
40 to 80^? of card rate, according to 
the sellers. 

Q. What is the summer hiatus 
trend among film sponsors? 

A. The value of a time franchise 
seems to be an important factor in 
the saga of the vanishing summer 
hiatus. According to M. J. Rivkin. I 



the CALIF. -ORE. 
TV TRIO 




The SmulUn TV Stations . . . 

. . . BRIDGE THE GAP between San 
Francisco and Portland with EXCLU- 
SIVE VHF Coverage on Channel 2, 
3 and 5. 



KOTI 
KIEM 

KBES 



CHANNEL 2 
Klamath Falls, Ore. 

CHANNEL 3 
Eureka, Calif. 

CHANNEL 5 
Medford, Ore. 



CBS 
'NBC 
ABC 



Three markets — one billing 

MARKET FACTS 
POPULATION 356,330 

FAMILIES 115,760 

TV FAMILIES ._, 88,106 
RETAIL SALES $487,971,000 
CONSUMER SPEND- 
ABLE INCOME $615,366,000 

for CALIF.-ORE. TV TWO 
call Don Telford, Mgr. " 

Phtn* Eureki. Hillside 3-3123 TWX EKI6 

nr ,.l blair-»*4^ national 
or as * associates representatives 

New York, Chleigo, Ski Fruiclxs, Seottlo. Lei Angela*, 
Otlltt. Detroit, Jacksonville. St Louie, Bertos. 
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sill.-- v .|). t'f Ziv . 'Jil.V . «>f 2.1i(il> clients 
^uortfuiiii" Ziv shows now air pro- 
gram* mi ;i v ear-round basis. I'hi<* is ;i 
significant ml\ tt lift" mi'V when 
limn* tluui 20' i relinipii*hed their lime 
periods, during the -iiiiimht. 

Kivkin cited two reasons for the 
decline in hiatus; Ilia general trend 
towards 52-wrek selling ami (2l desire 
of tv advertisers to bang on to ehoiee 
time slots and maintain established 
identification. 

Q. Has there been an increase in 
co-sponsorship? 

A. Follow in-: the alreadv prevalent 
network pattern, more regional spon- 
sors are sharing shows to balance the 
advertising budget. 

Q. What are some of the prob- 
lems involved? 

A. Co-*pon*orship poses many prob- 
lems to the advertiser who wants to 
keep his costs down but identification 
level up. 

There is the problem of finding two 
advertiser* with the same marketing 
objective* who are aiming fur the 
same kind of audience and who are 
non-competitive. Complications ari-e 
when two regional sponsors are inter- 
ested in a total of sav a dozen markets 



but want onb m\ of the vim it* niaikc t-. 
Tim* a third client becomes necessaiv 
for co-spmisorillg in the otln-i s|\ 
ma rkets. 

( \a-e-in-pi ■ i i ■ I : recent piircli.i-.i- of 
/i\ - \lrn itj \i\ruifHili\ \>\ (.ai nation 
Milk and I'nllei I'ainl on tin- West 
(.'n.ist. Market overlap foi tin- two 
client* was il.V , Init there wen- half 
a do/cn market* left n\cr. Itoth client* 
arranged for co-*pon*or*hip w ith other 
interested ad\ erti*er*. 

>\ndicator* fretpienth ,||| ,,„( j,, 
help match up co-*pon*iii*. 

Arinii- ()<ihle\. \\e*lern -eric* tnr- 
rentlv running in I IJ! market* on a 
weckh or alternate week ba*i*. i* an 
example. To attract advertiser* for 
alternate- week >pon.*or*hip with the 
Continental linking Co.. (,'H> T\ Film 
Sales has set up a new package deal 
consisting of weckh prizes fur a con- 
test, commercial*, endorsement h\ the 
star, prints, shipping, unit billings, 
personal appearances anil other ex- 
ploitation aid*. \ll this pin- the series 
and the national spot advertiser j n-t 
pavs a single hill. 

Co-.*pon*or*hip works at its best 
when two advertisers are. so to speak, 
in the same marketing shoe*. Tin- was 
the case in St. Petersburg. Fin., where 
\HC Film Sv ndication's Slieena, Queen 



it) thf Jurifilr v\,i* i o-*poii»ni ed bv 
Hood's Dairv and Itell Itaker*. "-poll 
*oi* < i ■ ■ i j >■ - t >i 1 1 -i I in a joint advertising 
and inert lia ndising piogr.on emphasiz- 
ing tin- ba*ii theme of 'lnend "n milk 

r o good together. I lie I o-*pi i||-ol * 
hi mii-IiI hi*li Mi (. .ilia, *Ln of the 
series, to tnvvii for a joinlls fin.ni< « -• f 
|n-i snii.il appearain e. I his worked 
siicces.fnllv and boosted sales of both 
prod in I s, proving that co-*|inii»»r-hip 
< an be both a s|icee»*fid men liniicli-iug 
and sjles venture if the circuui-laiif e« 
and products are right. 



Clearance 



Q. How can you clear time for 
syndicated film? 

A. Thi* fall, hnvers expect to lnnl it 
more diflicnlt to < lear good half-hour< 
for *} udicnteil film because of the 
block* of feature film programed bv 
the stations. 'I heir adv ice: 

1. If vou know vonr client's inter- 
ested in syndicated «how«. put out 
feeler- to the rep« ami station- and 
alert theui before a final selection of 
films has to be made. 

2. \s soon as promotion kit- are 
available through the -viidicator or 



you (mtl Heed a 'Snot u (jufi* T ° H,T TF,,S s .^jf RG ™ 

(HfcRNANDOr^. , 1^ 

Florida's 2nd Largest Market - The Nations Fastest jmm^!l - 

Growing -31th In The Nation Now! /JPR35^fik^- n \ 

MMMSMIk POLK\ 1 - - 

FLORIDA'S WEST COAST UHF WITH UHC J ^lMiffiS^ \. 

CLUSTER POPULATION (ultra-high conversion ^-jWBPfl^^3K^«aJUu\ 

• PIONEER STATION DOMINANCE C 'T~ J '* J^K-^^MBUililUIBI I 

ZEROS-IN 200,000 TV HOMES . „„„ metropolitan area / p^JKTVSS Mm • 

AOinmkiCTADrcT CONVERSION / Hm l iMl| fl^fflfcS 

A BILLION $ TARGET . 850 , pR|MARY AREA C0NVERSI0N / ^5§ s r JpN&9 . 

WITHIN OUR PRIMARY FCC M7U39 tv Hom„ *,.y J mmm tm^^^l 

. . Tel. Mag V. _ , jEBBBM, ~~~ / 

PROPAGATION CURVE V^X A 5 ^^ifflliMF ^ 

5% a /' ■ V'-' : ' 

I^P^J UNDUPLICATED ABC ON FLORIDA S WEST COAST 
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"A" the number one 
Virginia Market 

•fa lowest cost per thousand 

it a basic NBC station 



wvecfv 



Serving . . . 
Norfolk Portsmouth 
Hampton Warwick 
Newport News 
Virginia Beach 



NBC 



agency, mail them to stations to sell 
them on the audience-getting potential 
of the show. 

3. Give the stations some latitude 
in terms of time periods you would be 
interested in. 1 he program may cop 
better ratings in a particular program- 
ing block, even though the time period 
taken out of context does not sound as 
appealing as your first choice. 

I. W ork closely with syndicators on 
trying to scout out good availabilities. 
After all. they have a traveling sales 
force, too. and might come up with 
\aluable suggestions and good market 
information. 

5. If the agency and client plan a 
j major merchandising and promotion 

campaign around the film, let the 
stations in on your plans. Any pro- 
moting you do, helps the station get 
a bigger audience. Also, your efforts 
are likely to spark theirs. 

6. If possible, have previews for 
major dealers and distributors in key 
markets in advance of on-air time. 
Their enthusiasm coupled with their 
knowledge of the market and local 
station management may help you im- 
prove v our time periods. 




Film Network 



Q. What's happening at the NTA 
Film Network? 

A. Having tucked Premier Perform- 
ance under its belt, the "Triple Ex- 
posure Plan" is \TA's second big step 
ahead. This plan can deliver to an 
advertiser between 14 million and 25 
million gross homes per week based 
on estimated ratings of the 7-8 p.m. 
and 10-11 p.m. time periods. 

It provides for the programing of 
three half-hours on Monday. Wednes- 
da\ and Friday between 7:00 and 
11:00 p.m. The network reports assur- 
ance of clearances from affiliates in 
over a dozen top markets plus about 
60 others. NTA's aim is for clearance 
on 110 stations covering an estimated 
93.6 r ( of U. S. homes. TEP provid-es 
for three ad\ertisers. Each would have 
a one-minute commercial plus opening 
and closing billboards on each of the 
three shows to be programed. The 
three shows will be How to Marry a 
Millionaire, produced by 20tli Century- 
Fox, and two shows produced by 
Desilu — This is Alice and The Last 
Marshall. 

CF1-TV Productions, the 20th Cen- 
tury-Fox tv subsidiary, has turned o\er 



all programs produced for the 20th 
Century-Fox Hour during the past two 
years to NTA for distribution and plans 
to produce 20 new shows. Together 
with several of the shows already tele- 
vised, these will be offered to national 
ad\ertisers for showing on the film 
network during 1957-58 season. 

NTA Film network covers 134 sta- 
tions in the U. S.. Alaska and Hawaii. 
Besides How to Marry a Millionaire. 
20th will also produce two other series 
for NT A based on motion picture suc- 
cesses — Mother Was a Freshman and 
Anything Goes. Inc. 



Foreign Sales 



Q. What's the outlook in the 
foreign market? 

A. Total sales of syndicated proper- 
ties exclusive of features will run ap- 
proximately $6 million in 1957. Some 
of the film syndicators who concen- 
trate on foreign film selling report that 
foreign sales account for 20-30% of 
their total revenue. Outside of Eng- 
land, greatest revenue comes from 
Latin America. In each of these two 
markets average is about $3,000 per 
half-hour film. At present world mar- 
kets stack up in this order of potential : 
Enj^and and the United Kingdom I in- 
cluding Australia) : Latin and South 
America; Continental Europe: Far 
East. 

Q. Is it possible to obtain an 
accurate measurement of foreign 
sales? 

A. Languge barriers make standard- 
ization of films impossible. Sales 
figures do not always give the true pic- 
ture since syndicators often spend as 
much percentage- wise to prepare a 
foreign version. 

Companies seeking to curtail pro- 
duction costs are producing tv series 
in England under a co-production set- 
up that assures acceptance under the 
14 f f British quota. This means that 
films must conform to certain union 
regulations and producers fulfill defi- 
nite financing requirements before 
films are accepted on ITA as British 
Quota film, making their subsequent 
sale in England almost a certainty. 

1 o date, these arrangements have 
ueen favorable, but there is always the 
possibilit\ that any slump in American 
productions centers could can e the 
guilds here to balk. 
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film it in Florida 

Florida's — 
First Film 
Center 



Shamrock was built for one purpose — to 
provide independent producers with facilities and 
equipment for major film production in Florida. 

Shamrock offers 22,000 square feet of actual 
building space capable of handling your production 
needs professionally and economically. 

For your next production . . . regardless of what type 
film you plan... get the full facts on Shamrock. 
Shoot it in Florida and stay within your budget! 

For full particulars 
Write— Wire— Phone 




Three Sound Stages, 5.500 sq. ft 

Full Camera Equipment, M tchell-Arnflex- 
B.&H. 

Sound Gear, 17Vi and 16mm Wagnasync 
Lighting, Studio and Location 
35 and 16mm B/W, Laboratory 
Editing Rooms, Moviola-equipped 
Private Production, Offices 
Screening Rooms 
Other related services 




SHAMROCK STUDIOS 

P.O. Box 1345 WINTER PARK, FLORIDA Phone 4-0601 
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WREX-TV ROCKFORD 
REIGNS IN 305,921 
TV HOUSEHOLDS * 



WREX-TV is the only VHF station 
serving the Rockford Metro area. An 
estimated 43,545 households have 
television in the Rockford Metro area 
alone! Consumer Spendable Income 
per household is ranked 31st in the 
nation. 55, 1 20 households spend an 
average af $6,617.00 per household 
— Metropalitian Rockford retoil sales 
tatol 240 million dollors. SURVEY 
after SURVEY of 14 counties indicates 
uncontested dominance of Northern 
I Ilinais-Sauthern Wisconsin area by 
WREX-TV 

* Grade A, B, and C Coverage 
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CHICAGO 9 

WREX-TV RULES 
ROCKFORD PLUS AN 
ADDITIONAL 23 
COUNTIES IN ILLINOIS 
AND WISCONSIN 

WREX-TV rules a king-size market 
untouched by Chicago and Milwaukee 
TV caveroge. 

Grade A, B, and C coverage area be- 
yond Metropolitan Rockford includes 
an additionol population of nearly one 
million — an estimated 262,467 addi- 
tional TV households. 

J. M. BAISCH, General Manager 
Represented by H-R Television, Inc. 



Q. What are the latest creative 
trends in tv film commercials? 

A. Creatively speaking, few tv spot? 
broke the harrier of the commonplace 
last year. Competition is tougher. 
Fresh ideas seem to he fewer. 

Current trends point to advance test- 
ing and experimentation to increase 
quality concept objectives. 

Some of the recent developments 
which appear to he setting patterns are 
the combining of live action and ani- 
mation. Rotoscoping looks like it will 
get more play. (This is the method of 
taking animation through an optical 
process and combining it with live ac- 
tion, such as Cisele MacKenzie's Hap- 
py Joe Luck)' sequences on the //// 
Parade. The process has become re- 
fined since its earliest Hollywood uses 
when Gene Kelly danced with Disney 
figures.) 

The razzle-dazzle novelty effects of 
trick photography and optical effects 
are being used more sparingly. Except 
for European tv commercial produc- 
tions (where labor costs are lower) 
fewer stop-motion features will be 
employed here. 

To make sponsors messages more 
palatable, there is a trend towards larg- 
er uninterrupted commercials — three 
to nine minutes — particularly for "one- 
shot" or "spectacular"' shows. 

Recent FTC crackdowns on drug 
and medical tv advertising may bring a 
trend away from knock-down, drag- 
out, hard sell. 

Reason-why spots documented with 
believable, demonstration evidence will 
supplant wide claims advertising. The 
st\!e approach will partly be devoted 
to this new emphasis. 

Spurred on by recent successes with 
radio commercials, music in tv spots 
will get a bigger share of the message 
featuring such name stars as: Rose- 
mary Clooney, Tennessee Ernie Ford 
and special orchestrations by Raymond 
Scott. Mitch Miller and other top ar- 
rangers like Nelson Riddle. 

Q. Will big agencies overshadow 
smaller agencies in creating more 
effective tv commercials? 

A. This is a significant area to watch 
in 195(5. There has been a trend to- 
wards absorption of smaller agencies 
by the larger ones. At the same time 
smaller agencies in a number of in- 



Guide 

for Investors — 

by MERRILL LYNCH 

We publish it once every quarter — 
a comprehensive survey filled with 
enough fact and information to 
make worthwhile reading for al- 
most any investor. 

It begins with a thorough-going 
run-down on the current investment 
situation — ranks two dozen differ- 
ent industries in terms of how at- 
tractive they appear as compared 
with the general market outlook. 

Then it takes a 1500-word look 
at the business situation as a whole 
— focuses in turn on each of the 
major economic barometers like 
consumer spending, government 
outlays, or capital expenditures, 
that seem to call for special con- 
sideration in planning your invest- 
ments. 

Finally, there's a full page of rec- 
ommendations — fifty or more 
selected stocks, classified by invest- 
ment type, together with the latest 
figures available on earnings and 
dividends, prices and yields. 

For a clear-cut picture of just 
where American business stands 
and where it seems to be going . . . 

For an objective analysis of how 
leading industries, companies, and 
stocks might fare — ask for the cur- 
rent issue of our "Guide for Inves- 
tors." There's no charge for your 
copy, of course. Just call, or write — 

Department SX-82 

Merrill Lynch, 
Pierce, Fenner & Beane 

Members New York Stock Exchange 
and all other Principal Exchanges 

70 Pine Street, New York 5, N, Y. 
6361 Hollywood Blvd., 
Hollywood, Cal. 
Offices in 112 Cities 
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TV AND RADIO BASICS 



stance*, have iueiea*«cd tv billing a* well 
as personnel. 

Hut the ipnditv of the tv snivel ti*ing 
j < 1 < >< I ii < -(•< I l>\ tlic Ooli-ith* compared 
wilh llit' Da\iils indicate* llic large 
ageueir* with more facilities have no 
exclusive nil creativity. (See "\oti 
don't have to he a giant to compete," 

M'ONMIII 20 J II l\ 1957. I 

In a proportionately high number of 
ca-es tin* smaller and men local armies 
working closely with a contract film 
producer and his stall ha\e come up 
with a considerable number of excel- 
lent t\ spots. For example, Skippv 
Peanut Butler, It's a F-O-R-D! and 
some of the \merieau Dairy Woeia- 
tiou's output has been outstanding. 
(The "It's a F-OdM)!" commercials 
were J. Walter '1 honipson, of course, 
but the\ were developed and produced 
iu the agency's West Coast office, in a 
sense a "small" agency.) 

Reason for this is llexibililv and 
ability of the smaller agency to cbange 
its pace when fast action is retpiired. 
To avoid the possibility of over-depart- 
lneiitnlization. some of the larger agen- 
cies are setting up unit teams of three 
or four key individual** responsible for 
writing, art and production. 

Q. What influence will motiva- 
tion research have on planning tv 
commercials? 

A. In the creative area of experimen- 
tation, it is possible that Motivation 
Research will offer help in developing 
and testing theories particularly 
when dealing with the pure abstract, 
modern design or animation. 

Sponsors and agencies appear to be 
more v\illing to "kid" the medium a 
little. In the competition for the view- 
er s eye and ear this ha* prubablv 
come about through the need for more 
attention - getting, interest - sustaining 
and penetrating devices. 

Motivation Research has proved it is 
possible to make a dramatic statement 
in animation and get across a broad 
comedy idea through the u*e of live- 
action — a switch for both creative 
forms. 

Further research can be expected in 
this field. 

Q. What are film producers do- 
ing to help creative departments of 
agencies? 

A. Film producers are spending 
more money and devoting more time 
to experimental work. A few in Xew 
^ ork and Hollywood have conducted 



re-can h -ciniiiar- and -pci ui| -indies 
with ageiicie-. 

One | > t < > 1 1 1 1 1 - 1 - 1 ha- been expei iineni- 
ing with the ie*e of miisu in j u xI.ijh >-i- 
lion with sound elTecl* and ah-tr.n I 
animation. 

\goncie*. heretofore reluctant to 
work with producer t dent in develop- 
ing thematic material, now eon- nit at 
early stage- with producers' iieative 
stalTs and are working more i lo-cly 

with them even to the a**ig cut of 

special projects. N*ript* and -toiv- 
boards continue to be the ba-i- for 
agency -film producer liaison. 

Q. Are "spectacular" tv commer- 
c ials increasing? 

A. Where multi-product advcrti*ei* 
have investments in tv. they n-e their 
tv commercial* to support big. over-all 
campaigns. 

W'estinghonsc is an example. 

One commercial for W e*liiighon*e. 
prepared In McCaun-l rickson. co»t 
about £ 26.1 II II ). This is more than sunie 
network sponsor*. *peud for a half-hour 
film show. 

The value of spectacular commer- 
cials like this must he judged bv the 
objectives reached. W e-t inghou-e ben- 
efited by improved labor relation-, the 
opportunity to create an aura of re- 
search and planning about it- prod- 
ucts, the chance to reach dealers and 
distributors at one time iu one sitting 
and enhance the pre-tige and public 
confidence about \\ e-tinghouse. 

Q. What are the tv commercial 
question-marks needing answers in 
immediate years ahead? 

A. A new crop of tv commercial 
trainees are needed now in agencie- for 
the v ear.- between i960 and 1065. 
1 he-e people will probably he re- 
cruited from producer organization-, 
network- and college tv workshops 
such as Michigan. I CI. \ and Colum- 
bia. 

Some agency copywriters with print 
backgrounds are attempting to re-tool 
their thinking bv getting experience in 
the medium. Other men who started 
in print are already tv veterans. 

Cost and time-to-t i ain factors for 
developing experienced tv writers with 
specialized *kills extensive and ex- 
pensive. One agenev figures it co-ts a 
minimum of ST. 500 a year for the first 
two veais before thev begin to get a re- 
turn on their iiive-tmcnl from a tv 
writer trainee. 

Agencies are starting to look for 
people in tv with combined w riter-pro- 



< I Hi ■ i leiord*. Mlhoiigh initially n on- 
expensive. a r *etn ie* believe thev I ill 
avoid nimei e»»ai \ lu'ud.ii lies, dupli 
laliou of elfnil and tnin out mun 

pi mill' live In -put -. 

lie* lii"li ' os | of failure with din n ■ 
i hiug return* point* up need fm pi* - 

i lh*( k methods hi evaluate |\ iiiiliepls 

.-on I ovei-all *lialegv In-fore money i- 
spent oil a plojeil lii be illoppcil I it' I 
for I. Ii k of elfe< tiveness, i **ei- "||ow 

write \\ (niiinierii.il- wilh a <.iini-i,t. 

si'oxsou J,{ Jidv 1957 for • -in h 

inelhod. I 

Q. Will color figure importantly 
in tv spots next year? 
A. \gencics and filin pioihncr* are 
ipiietlv and carefully recruiting people 
W itll color experience. 

VW.O'- new fast him. \n-. o 
chrome which can be exposed al ai 
index of 125 ha- been teste,] j IM | , ... 
Icsicd bv a number of film prodin it«. 
Results have been favorable. However, 
more invcstigalorv work remain* wilh 
nmii film currently e\ten*i\e|\ 
used b\ the \rinv and \avv at a still 
higher speed index than 125. Tlii* 
speed means that color can practically 
he shot iu the dark. It open- up en- 
tirely new creative vista*. Other tei h- 
nical advance* are to be expei ted a- 
i olor grov\* in importance. 

Q. Will film commercial costs 
rise, hold or decrease? 

A. Cost.* hav e gone tip about f<>'» in 
both animation ami live action, limb- 
er wage* and operating expen-e- ai ■ 
count for a large proportion id tlii-. 
Some added cost- have been incurred 
through experimenl ing. 

I'a-t experience ha* guided auew ie- 
iu accepting a 10', of tv budget fume 
for conuuercial tv production, 

I nion rate increase- during la-t 
three vear* continue to between .V, 
and 10',. 

Individual co*t* of conimeri ial* 
vaiv. However, on a -lid ins -cale ba- 
sis, advertisers can expect to pav any- 
where from SUM) to >1. MKI f-.r a live 
action I.I). \niniated 1,1)."* can co-t 
up to .•-2.11(11). One-minute -pot- will 
co-t anywhere from **2.0'H> for limit«d 
animation to **1 2.001) for full anima- 
tion exclusive of music or -petial ef- 
fect* sound tracks. 

The ^creen Sctnr* Guild i**\(,i 
contract vsith the New ^ ork and Ho||\. 
wood film Producer* \***orial ion* 
cmiie* 1 1 1 > for renegotiation in March 
1958. It i* iiiipo*-ible. at tlii* date, to 
predict what term- may be. ^ 
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ADVERTISERS GO 






WHERE THE AUDIENCE GOES 



and the 
audience goes for 

OFFICIAL FILMS 



America's 
Leading Independent 
Distributor 



of TV Films 




Network Programs 

The Adventures of Robin Hood 
Sir Lancelot 
The Buccaneers 

NEW Syndicated Programs 

Sword of Freedom starring Edmund Purdom 

Vagabond Travel - Adventure 

The Big Story Burgess Meredith — Host 

Established Syndicated Programs 

My Little Margie 

Star Performance 

The American Legend 

Trouble With Father 

The Star And The Story 

Dateline Europe 

Overseas Adventure 

Cross Current 

Rocky Jones, Space Ranger 

My Hero 

Colonel March of Scotland Yard 

The Hunter 

Willy 

Terry And The Pirates 



m OFFICIAL FILMS inc 

/ ^S&r 25 West 45th Street . New York 36. New Yort 



PLaza 7-0100 



REPRESENTATIVES IN: 

Beverly Hills • Chicago 
DaHas • San Francisco 
St Louis • Boston 
Minneapolis • Atlanta 
Philadelphia 
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CROSS-SECTION OF 550 AVAILABLE FILM PROGRAMS 



The alnin-l .">.">() t\ film »ri'n*», feature mid »liuil» pai ka- 
li-ted lielnw represent- .1 hirjji* ern— -seel inn nf 1 1 1 1 1 1 .i\ ail.iUe 
fur u -i' mi iiuliv id 11 a I telex f>imi -laliun* ni in ^1 imp Inn -. I lie 
li-l »;h compiled |i\ -ni\ e\ in individual (din di»l rilntlm - and 
iss ;m updating nf the film prnjjramin;; li-l wlinli appealed in 
(he si'oNSCiU is-ne itf (1 \jiril. \\ liile mil eunipletc, tin* li-l in- 
eludes all major -cries and fealinc film paika;.e- now mi the 
market and available fur niin-nrtumk sale. Oilier -erie- nu« 
lieinj; released and -till up for cnn-idci al'mn fin national -ale 
ma\ jio inlu -\ ndi( alinn. (S'e text of I'ilin "-eetiun -tailing 
psiiit" .">l fur mention and ilt'sciiptinii nf -nine nf llie-e in -w 
ludf-limir. inade-for-lelcv i-inn film properi ie>. I 



I a ilelct nunc wlulltei .in 1 < 1 ■ 1 1 \ 1 1 1 ■ 1 il -i 1 n - t- a\ nil ■ 1 <>r 
will -null lie a\ .lil.iUr in tin- nitilki'l- de-ifed il - imci--.ii\ In 
1 i'ii nil tin- -\ 1 1 1 1 i ■ .ilni . Manx nf tin- -erie- li-h il I" I >\s .ire 
1 1111 en 1 1\ -1 1I1 1 in ma 1 in in. 11 k'l I low e\ > 1 w 1 1 1 1 I ml 1 - < 1 1 1 •*■ 11 
nf allil 1 l.l I ■'■ w eek llllll »piill-ii|-|iili jiiul n-e nf -\11I1 ill I l.ilf 
In ill r- a- -put 1 a 1 riei -. il - freipintlh pn--i|i|< in |.n\ n 1 . -hnw - 
l.iili 11 ri| in \ 1 in r need-. 

( Mliei ill. ill- anil fail 1 nnipilat nm- nf inlvie-t In tin Idm 
Inner in I J » 1 — i--ne 1 1 n liiiK' I In- I'p.i^e I'ilin I'.i-ii - wlinli 
-I ll- mi [ i.i ni ■ III. It mi Inilr- ,1 li-l nf all iialminil aid ie- 
niniial film anil local ] ■ 1 • ■" r.m 1 lnnei- 1 1 1 • - i ■ lni.il -put t\ 

1 • *\ [ n ■ 1 if I i 1 1 1 r 1 * a- well a- .1 ln.iinl-ln -In ami Ineakdnw n. ^ 



PROGRAM 

ADVENTURE 

Adventure Album 
Adventures of China Smith 
Adventures of China Smith. New 
Adventures of the Falcon 
Adventures of Scarlet Pimpernel 
Aggie 

Anything. Inc. 

Assignment Foreign Legion 

Biff Baker. USA 

Byline — Steve Wilson 

Captain Callant 

Cases of Eddie Drake 

New Adventures of Charlie Chan 

Casey Jones 

Combat Sergeant 

Count of Monte Cristo 

Cross Current 

Crunch and Des 

Crusader 

Danger Is My Business 

Dangerous Assignment 

Dateline Europe 

Foreign Legionnaire 

Captain David Crief 

Hawkcyc, Last of the Mohicans 

High Road to Danger 

The Hunter 

I Search for Adventure 

I Led Three Lives 

let Jackson 

Osa & Martin Johnson 

Rocky Jones. Space Ranger 

Jungle 

Jungle Jim 

King's Crossroads 

The Lone Wolf 

Long John Silver 

Man Called "X" 

Men of Annapolis 

OSS. 

Overseas Adventure 

Passport to Danger 

Personal Report 

Ramar of the Jungle 

Range Busters 

Rikki of the Islands 

Sailor of Fortune 

Shccna. Queen of the Jungle 

Soldiers of Fortune 

The Silent Service 

Slate Trooper 

Superman 

Terry and the Pirates 
Three Musketeers 
Tonight in Havana 



SYNDICATOR 


LENGTH 


AVAILABLE 


PROf.RAM 


SYNDICATOR 


Lf SOT M 


AVAIL ABl 










ADVENTURE (Contmucd) 








Init'iM.ilf 1 v 






20 


The Tracer 


\ir\ i\ 






\ 1 \ 


10 




2n 


Tugboat Annie 


1 1'\ 




t 


N 1 \ 


to 




20 


Walerfront 


\l( \ 1 \ 


I 




Mil lv lilim 


til 




.!<! 


Whirlybirds 


(IIS 1 \ 1 n 




1 


nirui.ii 


'III 




IS 


The Wildcatters 


N 1 \ 


1 1 


> 


RMI 1 v 


ill 




2l> 










NTA 


so 


iniu. 


30 










( Us Tv 1 ilm 


III 






(.AH 1 OONJ 








M ( \ I v 


III 


mm 


Ji> 










MS- \ Ucv.urdcr 


'III 


mill. 


.10 


Animated Fairy Tales 


R k 1 ) 1 v 


III II 




1 I' \ 


10 


mm 


39 


Carloon Classic Serials 


SicrlniK 


"i ni 1 1 


1 


C Hs 1 v 1 ilm 


III 


nun. 


IS 


Cartoons 


sirrcn C.ciin 


\ .i i * i 




1 1' \ 


10 


nun 


:i!i 


Cartoons 


sterling 


v .ii r 1 


~ 


Si ri'cn Gems 


no 


m i n . 


39 


Crusader Rabbit 


(.en. Bignjll 


■ i i i 




\ 1 \ 


to 


ni n. 


1 1 


Funzapoppin Cartoons 


l.n, B.iKii.nll 


Wf r 1 




1 l> \ 


. i 


ni n. 


30 


Looney-Tunes 


(.mid 


\ 31 


•ll 


OHici:rl 


i ) 


m 11. 


SO 


Medallion Cartoons 


Mrdallinii 1 \ 


h III II 


- 


NB( Tv Y Iras 


t 


in n 


in 


Popeye 


\ssoc. \rli«.|s 


* I cd 


1 


MCA Tv 


•11 


in 11. 


V2 


Recordtoons 


sterling 


. - n i 


" 1 


Screen Gems 


30 


min. 


39 


Superman Cartoons 


1 tarn ni;o 


1'. m 


II. 


NIK Tv lilins 


10 


nun 


to 


Telccomics 


1 lam iil'o 


1 '. m 


|i 


Official 


W 


in n 


~s 


Terrytoons 


( Hs I i rdni 


» nrd 


l"l. 


TPA 


10 


nun 


so 


Tinderbox 


( mi ma \ nc 


I n 


1 


Guild 


10 


nun. 


39 


Unk & Andy ABC Art Adventures 


( .nali.ulc 1 \ 


1 '. m 


_r, 


10 




30 


Waltci Lantz Cartoons 


J. n Id 


^ i < \ 


1 " i 


TP \ 


mm. 








Mid.n lion TV 


10 


mill. 


30 


Walter Lantz Cartoons 


/iv lv 


n i 


_i> 


nirui.nl 


10 


111 11. 




Warner Bros Cartoons 


\^nf \ftlil5 


r 




Geo. Ragnnll 


•10 


nun. 


- O 


Whimseyland Cartoons 


C nc ni.i \ no 






F < (inonicc 1 \ 


•III 


nun. 


1 IT 










Screen Cent* 


10 


mm. 


SO 










Sterling 


10 


nun. 


26 


CHILDREN'S 








nffitial 


»o 


nun. 


SO 










Sicrl ng 


1 "1 


mill 


is 


Adventures of Blinkcy 


lii r -I 1 \ 






Screen Gem-. 


in 


nun. 


26 


Adventures of Danny Dec 


( i en \ rc 




l 


sterling 


in 


nun. 


7 "t 


Adventures of Patches 


( .*i\ crnor 


n 




MC \ 1 v 


in 


m.n 


10 


Annul Adventure 


s r ne 






CBS T\ 1 ilm 


■in 


nun. 


26 


Animal Adventures for Children 


C morn 1 






7 iv Tv 


in 


mm. 


39 


Anirr.il Crackers 


^ii l c 






/iv 1> 


:<n 


m 11. 


.10 


Animal Kingdom 


1 i i n> 1 in 






Until hk<> 


10 


mm. 


SO 


Blackstonc the Magician 


1 1 1 1 * rc 




i 


nilki.nl 


10 


nun 


10 


Bobo the Hobo 


1 .iLr^ h 






\BC 1 ilm Minlication 


SO 


ni m. 


10 


Charlie Chase 


(.< \ i l !■ r 






VI \ 


10 


nun. 


in 


Child'en Love Animals 


1 1 -1 IV 


» r 


- 1 


1 P \ 


.10 


nun 


-0 


Child en of Many Lands 


1 . - 1 \ 


i 




in 




16 


Child'en's Hours 


( 1> IK 1 


\ i 




MS: \ V.cs.nnder 


mm 








.in 




10 


Child-en s Stories 


1 1 11- 1 \ 




21 


N'T \ 


nun. 


Ch-isi'e Comedies 


II irr < 






RMi r» 


.in 


nun 


1 - 


Cyclone Malone 


11 m s l.rM-Klma 






VI>( Fi m "Vindication 


" 1 


mm 


26 


Farro'is Talcs 


(..\i r 






MC \ "1 V 


.10 


nun. 


- ■> 


Flash Cordon 


t. 




VI 


\ nr 1 \ t i ra 


s 


ni 1 


10 


Funarama 


\ 1 \ 


* 1 


1 


M( \ Iv 


10 


m n. 


10 


Funny Bunnies 


111 I am i 






1 In 111 in go 


3 . 


ni n 


- > 


|im & |udy in Tele-Land 


1 ni.-* Ir 




* n> 


nilici.nl 


.1 1 


111 n. 


IS 


Johnny Jupiter 


\r >t» 




9 


ABC Film S\ndication 


30 


111 n. 


26 


Jump Jump of Holiday House 


Hirn s Goodman 






n r \ 


' 11 


mm 


19 


junior Science 


(.ii Id 


n 


9 
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ILM CROSS-SECTION . . . continued 



NO. 



OGRAf 


SYNOICATOR 


LENGTH 


AVAILABLE 


CHILDREN'S (Continued) 


_aurcl & Hardy 


Go\ernor 


22 


miu. 


52 


L..t s Draw 


(.co. Bagnall 


15 


mill. 


52 


Colonel Tim McCoy 


Guild 


30 


min. 


39 


Misc. Two-reelers 


Governor 


20 


min. 


88 


joe Palooka 


Guild 


30 


min. 


26 


Papa Bear's Newsreels 


Governor 


15 


min. 


26 


Playland Films 


sterling 


varied 


60 


Ray Forrest 


sterling 


30 


min. 


26 


Stories for Children 


Coronet 


varied 


13 


Streamlined Fairy Tales 


Hunt s. Goodman 


15 


min. 


13 


Tales of Hans Christian Anderson 


I utcrstatc 1 v 


30 


min. 


26 


Tic Toe Tales 


Screencralt 


15 


miu. 


13 


link & Andy ABC Art Adventures 


Cavalcade Tv 


15 


min. 


26 


DETECTIVE, MYSTERY 










Badge 714 


MIC I v TilniJ 


3U 


miu. 


204 


Boston Blackie 


I ronomee IV 


30 


miu. 


58 


Captured 


NBC Tv Films 


30 


min. 


26 


City Detective 


MCA Tv 


30 


miu. 


65 


Code 3 


AliC Film Syndication 


30 


miu. 


39 


Col. March of Scotland Yard 


Ollicial 


30 


miu. 


26 


Fabran of Scotland Yard 


CBS Tv Film 


30 


min. 


39 


Federal Men 


MCA Tv 


30 


m in . 


39 


Files of Jeffrey Jones 


CBS Tv Film 


30 


ni in . 


39 


Front Page Detective 


Geo. Bagnall 


30 


m in. 


39 


Adventures of Dr. Fu Manchu 


Hollywood 1 v 


30 


miu. 


13 


Cangbusters 


UKO Tv 


30 


min. 


39 


Harbor Command 


Ziv Tv 


30 




39 


Highway Patrol 


Ziv Tv 


30 


min. 


78 


Sherlock Holmes 


Guild 


30 


min. 


39 


1 Am the Law 


Sterling 


30 


miu. 


26 


Inner Sanctum 


NBC Tv Films 


30 


miu. 


39 


I Spy 


Guild 


30 


min. 


39 


New Adventures of Martin Kane 


Ziv Tv 


30 


min. 


39 


Man Behind the Badge 


MCA Tv 


30 


miu. 


39 


Mr. & Mrs. North 


Scliubert 


30 


min. 


57 


Mr. District Attorney 


Etonoinee T V 


30 


min. 


78 


Mystery Is My Business 


T1»A 


30 


miu. 


32 


New Adventures of Martin Kane 


Ziv TV 


30 


miu. 


39 


New Orleans Police Dept. 


M PA Tv 


30 


miu. 


39 


Official Detective 


NT A 


30 


min. 


39 


Paris Precinct 


Guild 


30 


min. 


26 


Police Call 


N'T A 


30 


min. 


26 


Public Defender 


Interstate Tv 


30 


miu. 


69 


Public Prosecutor 


Sterling 


15 


miu. 


26 


Racket Squad 


ABC Film Syndication 


30 


miu. 


98 


San Francisco Beat 


CBS Tv Film 


30 


min. 


39 


Mickey Spillane 


MCA -TV 


30 


min. 


39 


Stryker of Scotland Yard 


Hollywood Tv 


30 


min. 


13 


The Whistler 


CBS Tv rilm 


30 


miu. 


39 



DOCUMENTARY 



Adventures in the News 


Sterling 


15 min. 


13 


Beyond the Yukon 


Harriscope 


15 min. 


13 


Confidential File 


r.uild 


30 min. 


39 


Crusade in the Pacific 


Sterling 


30 min. 


26 


Documentary Package 


Lakeside 


varied 


500 


Createst Drama 


RKO Tv 


15 min. 


39 


Kingdom of the Sea 


Guild 


30 miu. 


39 


Movie Museum 


Sterling 


15 min. 


160 


On the Spot 


I akeside 


15 min. 


39 


Open for Business 


"1 rans-Lux 


varied 


17 


Operation Tomorrow 


Streencraft 


30 min. 


39 


Our America 


Tra ns-Lux 


varied 


47 


Profile 


Trans-Lux 


15 min. 


39 


Victory At Sea 


NBC Tv Films 


30 min. 


26 


Video Digest 


Trans-Lux 


varied 


25 


Wanted 


1. akeside 


30 min. 


20 


What's Your Line 


Trans l ux 


varied 


27 


Where in the World 


1. akeside 


15 min. 


104 


This World of Ours 


Sterling 


15 min. 


26 


The World We Live In 


Sterling 


15 min. 


65 


Yesterdays Newsreel 


I conomee TV 


15 min. 


137 


DRAMA 








All Star Theatre 


Screen Gems 


30 min. 


156 


Don Ameche Presents 


T PA 


30 miu. 


39 


American Legend 


Official 


30 miu. 


80 


American Wit & Humor 


Sterling 


30 min. 


13 



NO. 

PROGRAM SYNOICATOR LENGTH AVAILABLE 



DRAMA (Continued) 



Ethel Barrymore Theatre 


Interstate 1 v 


30 min. 


13 


Celebrity Playhouse 


Screen Gems 


30 min. 


39 


Crossroads 


Schubert 


30 min. 


78 


Curtain Call 


MCA Tv 


30 min. 


39 


Damon Runyon Theatre 


Screen Gems 


30 min. 


39 


Day After Tomorrow 


William T ell 


30 min. 


26 


Janet Dean 


Guild . 


30 min. 


39 


Dilemma 


Harry S. Goodman 


15 min. 


13 


Dr. Christian 


Ziv Tv 


30 min. 


39 


Dr. Hudson's Secret Journal 


MCA Tv 


30 min. 


39 


Douglas Fairbanks Jr. Presents 


ABC Film Syndication 


30 min. 


117 


Famous Playhouse 


MCA Tv 


30 min. 


300 


Favorite Story 


Economee TV 


30 min. 


78 


Flamingo Theatre 


Flamingo 


30 min. 


29 


Headline 


MCA Tv 


30 min. 


39 


Heart of the City 


MCA Tv 


30 min. 


91 


Herald Playhouse 


ABC Film Syndication 


30 min. 


52 


Hollywood Half Hour 


Geo. Bagnall 


30 min. 


38 


If You Had A Million 


MCA Tv 


30 min. 


39 


International Playhouse 


N'T A 


30 min. 


26 


Invitation Playhouse 


Sterling 


15 min. 


26 


This is Charles Laughton 


Sterling 


30 min. 


26 


Little Show 


Sterling 


15 min. 


32 


Little Theatre 


Sterling 


15 min. 


52 


Magic Vault 


Lakeside 


30 min. 


104 


Mayor of the Town 


MCA Tv 


30 min. 


39 


Conrad Nagel 


Guild 


30 min. 


26 


Night Editor 


Lakeside 


15 min. 


26 


On Stage with Monty Wooley 


Dsnamic 


15 min. 


13 


Orient Express 


XT A 


30 min. 


26 


Paradox 


Kling Film 


5 min. 


26 


Paragon Playhouse 


NBC Tv Films 


30 min. 


39 


The Passerby 


NTA 


15 min. 


26 


The Playhouse 


ABC Film Syndication 


30 min. 


52 


Playhouse 15 


MCA Tv 


15 min. 


78 


Play of the Week 


N'T A 


30 min. 


26 


Ray Milland Show 


MCA Tv 


30 min. 


76 


Reader's Digest 


Schubert 


30 min. 


65 


Screen Directors Playhouse 


RKO Tv 


30 min. 


39 


Stage 7 


T PA 


30 min. 


39 


Star and the Story 


Official 


30 min. 


39 


Star Performance 


Official 


30 min. 


156 


Story Theatre 


Economee TV 


30 min. 


26 


Studio 57 


MCA Tv 


30 min. 


26 


Theatre with Lilli Palmer 


NTA 


30 min. 


26 


Times Square Playhouse 


Economee TV 


30 min. 


39 


Top Plays 


Screen Gems 


30 min. 


44 


Under the Sun 


CBS Tv Film 


30 min. 


26 


Unexpected 


Economee TV 


30 min. 


39 


The Visitor 


NBC Tv Films 


30 min. 


44 


Your Star Showcase 


TPA 


30 min. 


52 


Your TV Theatre 


Fconomee TV 


30 min. 


120 


EDUCATIONAL 








American Heritage 


Coronet 


varied 


13 


Behind the Scenes 


Trans-Lux 


varied 


18 


Career Planning 


Coronet 


varied 


13 


Children of the Americas 


Coronet 


varied 


13 


Classroom of the Air 


Trans-Lux 


varied 


37 


Creative Arts 


Trans-Lux 


varied 


29 


Dating, Marriage, Family 


Coronet 


varied 


13 


Democracy at Work 


Coronet 


varied 


13 


Draw-along With Me 


William Tell 


30 min. 


13 


Cetting Along Socially 


Coronet 


varied 


13 


How Others Live 


Coronet 


varied 


i j 


John Kiernan's Kaleidoscope 


ABC Tilm Syndication 


15 min. 


104 


Personality Development 


Coronet 


varied 


13 


The Shaping of America 


Coronet 


varied 


13 


The Story of America 


Coronet 


varied 


13 


Unk & Andy ABC Art Adventures 


Cavalcade TV 


15 min. 


26 


Watch the World 


NBC Tv Tilms 


15 min. 


26 


World of Yesterday 


Coronet 


varied 


13 


Your Days At School 


Coronet 


varied 


13 


FEATURES 








Anniversary Package 


ABC Film Syndication 


varied 


16 


Bagnall Package 


Geo. Bagnall 


varied 


33 


Beverly 


NTA 


varied 


8 


Big Fifty 


NTA 


varied 


50 


Big 12 


Governor 


varied 


12 



(.4 



TV AND RADIO BASICS 




CKLW-TV 325.000 Watts 
CKLW Radio 50,000 Watts 



DETROIT'S 

MOST 

POWERFUL 

"TWIN" 

SIGHT and 

SOUND 

ADVERTISING 

MEDIUMS 



CKLW "TV 



RADIO 



CKLW - Guardian Bldg., Detroit - WOodward 1-7200 



IF YOU 
TELL MORE 
PEOPLE 
...YOU 
SELL MORE 
PEOPLE! 



Young Television Corp. 



July 1957 



65 



FILM CROSS-SECTION . . . continued 



PROGRAM 



SYNOICATOR 



FEATURES (Continued) 



Bill & Coo 
Bulldog Drummond 
Cardinal 
Cheryl Package 
Classics 

Comedy Theatre 

Deluxe 

Diamond 

East Side Kids 

Edward Small Features 

Emblem 

Emerald 

English Features 

Fabulous Forty 

Family 

Features 

Features 

Features 

Feature Special 

Feature Westerns 

52 Award Croup 

Flamingo Feature Theatre 

Frontier 

Golden 

Cold Medal 

Hal Roach 

Hollywood Croup 

Hollywood Features 

Hollywood Movie Parade 

Hollywood Mystery Parade 

Hollywood Premiere Parade 

Hollywood Value Parade 

Jubilee 

Library 

Laurel & Hardy 
Lone Star 
Lucky 13 
MCM Library 

Million Dollar Movie Package #1 

Million Dollar Movie Package #2 

Movieland 

Movietime USA 

Mystery 

New 22 

96 Westerns 

Nugget 

129 British Features 

PC Features 

Pioneer 

Plainsmen 

Plus 80 

Power Plus 

Preferred 

Premier 

Prize 

PSI Features 

Return of Rin Tin Tin 

Rocket 86 

Select 

7th Anniversary 
Sherlock Holmes 
Showmanship 
Silver 

Spanish Language 
Special Attractions 
Star Features 
Sterling Package 
Suspense 
Tinderbox 
TNT Package 
Topper Series 
Top 39 
Trophy 

20th Century Fox Films 
Variety Features 
Warner Brothers Library 
John Wayne 
Western Features 

Starring Cene Autry 
Western Features 

(Johnny Mack Brown) 
Western Features 

Starring Roy Rogers 



Tv 
'I v 



Hollywood Tv 
Governor 
NT A 

Medallion-TV 
Assoc. Artists 
Governor 
Hollywood 
Hollywood 
Governor 
TPA 

lloll>wood Tv 
Hollywood Tv 
Screencraft 
NTA 

Hollywood Tv 
Quality Films 
Interstate Tv 
Interstate 1 v 
Lakeside 
Guild 

United Artists 
Flamingo 
Hollywood Tv 
Hollywood Tv 
Hollywood Tv 
NTA 

Assoc. Artists 
Guild 

Screen Gems 
Screen Gems 
Screen Gems 
Screen Gems 
Hollywood Tv 
M&A Alexander 
Governor 
Hollywood Tv 
Screen Gems 
HGM Tv 
RKO Tv 
RKO Tv 
Assoc. Artists 
C&C Tv 
Hollywood Tv 
Screen Gerns 
Flamingo 
Hollywood 
Flamingo 
NTA 

Hollywood 
Hollywood 
Screen Gems 
M&A Alexander 
Hollywood Tv 
Hollywood Tv 
Hollywood Tv 
NTA 

Geo. Bagnall 
NTA 

Hollywood Tv 
M&A Alexander 
Assoc. Artists 
Screen Gems 
Hollywood Tv 
Cavalcade Tv 
Governor 
Screencraft 
Sterling 
Governor 
Cinema- Vue 
NTA 
Governor 
United Artists 
Hollywood Tv 
NTA 

Screencraft 
Assoc. Artists 
Hollywood Tv 

MCA Tv 

Cineina-Vue 

MCA Tv 



Tv 



Tv 
Tv 



NO. 

LENGTH AVAILABLE 



60 min. 

60 min. 
varied 

70-120 
varied 
varied 

80 min 
varied 
varied 
varied 
varied 
varied 
varied 
varied 

60 min. 
varied 
varied 
varied 
varied 

60 min. 
varied 
varied 
varied 

60 min. 
varied 
varied 
varied 

60 min. 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 

60 min. 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 

60 min. 
varied 
varied 
varied 

60 min. 
varied 

60 min. 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 

65 min. 
varied 
varied 
varied 
varied 
varied 
varied 
varied 
varied 

60 min. 

varied 

60 min. 



1 

8 
7 
20 
11 
17 
3 
26 
9 
35 
26 
13 
13 
46 
13 
40 
7 
54 
133 
100 
52 
26 
13 
26 
26 
14 
187 
250 
104 
52 
39 
52 
26 
140 
10 
13 
13 
723 
27 
17 
84 
742 
24 
22 
96 
51 
129 
22 
26 
26 
80 
18 
13 
27 
26 
40 
1 

86 
26 
13 
12 
23 
2i 
39 
4 
17 
35 
8 
1 

35 
4 

39 
26 
52 
29 
754 
15 

56 

27 

67 









NO. 


PROGRAM 


SYNOICATOR 


LENGTH 


AVAILABLE 


FEATURES (Continued) 


Westerns 


Ajjoc. Artists 


varied 


38 


Westerns 


Interstate Tv 


60 min. 


115 


Westerns 


M&A Alexander 


varied 


46 


Westerns 


NTA 


varied 


31 


Westerns 


Screencralt 


varied 


38 


Westerns 


Screen Gems 


varied 


135 


Western Special 


Lakeside 


varied 


131 


HEALTH 








Health and Happiness Club 


NTA 


5 min. 


105 


U , _ , t _ T II -I.I 

Here s To Health 


Trans-Lux 


varied 


18 


M. D. 


NTA 




39 


Medicine Marches On 


T ram- 1 n ¥ 


varied 


22 


Your Health and Safety 


Coronet 




13 


INTERVIEW 








Candid Camera 


Assoc. Artists 


15 min. 


100 


Candid Camera 


Assoc. Artists 


30 min. 


89 


Lilli Palmer Show 


NBC Tv Films 


15 min. 


26 


MUSICAL 








Ballet 


Sterling 


15 min. 


26 


Big Little Show 


NTA 


30 min. 


30 


Christmas Carols 


Dynamic 


3 min. 


12 


Country Show 


Flamingo 


30 min. 


26 


Eddy Arnold Time 


Walter Schwimmer 


30 min. 


26 


Famous Cuests 


Cavalcade Tv 


30 min. 


13 


Cuy Lombardo 


MCA Tv 


30 min. 


78 


Holiday in Paris 


CBS Tv Film 


30 min. 


13 


The Hormel Cirls 


Kling Film 


15 min. 


44 


Huespedes Famosos 


Cavalcade Tv 


30 min 


13 


Frankie Laine 


Guild 


15 min. 


78 


Frankie Laine 


Guild 


30 min. 


39 


Liberace 


Guild 


30 min. 


113 


Musical Moments 


Dynamic 


SVi min 


10 


Music of the Masters 


NTA 


15 min. 


13 


Old American Barn Dance 


Kling Film 


30 min. 


26 


Opera and Ballet 


Lakeside 


15 min. 


13 


Patti Page Show 


Screen Gems 


15 min. 


78 


Rosemary Clooney Show 


MCA Tv 


30 min. 


39 


Stars of Craiid Ole Opry 


Flamingo 


30 min. 


39 


Tele-Musicals 


Harriscope 


3 min. 


140 


Tflwn Ti ("nuntrv Timp 
I v w ii \j \.vuii II y I line 


Rl~!A S^rvir#*^ 

IV vj fl 1 1 




78 


Vienna Philharmonic 


Sterling 


15 min. 


13 


Foy Willing & Riders of 








the Purple Sage 


RCA Services 


3 min. 


100 


Florian ZaBach 


Guild 


30 min. 


39 


NATURE, OUTDOORS 








Adventure Out of Doors 


Sportlite 


15 min. 


26 


Nature in Action 


Coronet 


varied 


13 


Wild Life in Action 


Lakeside 


15 min. 


52 


The World Around Us 


RCA Services 


15 min. 


26 


NEWS 









CBS Newsfilm 
INS Telenews Daily 
Washington Merry Co Round 
Weekly News Review 

QUIZ 



CBS Tv Film 12 min. 5-a-weeH 

INS 12 min. 6-a-weel 

Harry S. Goodman 15 min. 39 

INS 15 min. Weekly 



Hidden Treasure Show 
Magic Question 
Movie Quick Quiz 
Pantomime Quiz 
View The Clue 

RELIGIOUS 



William Tell 
William Tell 
Schubert 
NTA 

Medallion TV 



60 min. 
30 min. 
15-30 strip 
30 min. 
1 5 or 30 



13 

26 
700 
13 

26 



Hand to Heaven 
Layman's Call to Prayer 
Living Book 
Man's Heritage 
Out of the Past 

SCIENCE 



NTA 
NTA 

F.cononiee TV 

NTA 

Lakeside 



30 min. 
5 min. 
15 min. 
10 min. 
30 min. 



13 

52 
13 
13 
39 



Adventure In Science 
Do You Know Why? 
March of Science 
Popular Science 
Science in Action 
Science in Action 



Trans-Lux 
MPA Tv 
Trans-Lux 
Interstate Tv 
Coronet 
TPA 



varied 

5 min. 

varied 
15 min. 

varied 
30 min. 



44 

200 
40 
78 
13 

52 



M> 



TV AND RADIO BASICS 



PROGRAM 



SYNOICATOR 



LENGTH AVAILABLE 



5C/fNLf NCi/UN 










Commando Cody — Sky Marsha) of 










the Universe 


1 1 ol Iv \n (kkI T v 


3u 


llllll 


1 2 


Science Fiction Theatre 


/■ v Tv 


30 


nun 


78 


Top Secret 


1 la mi llgo 


30 


mill 


''6 


SHORTS 










Chjrlie Chaplin Comedies 


Cinema Vue 


varird 


52 


Christie Comedies 


Iliirrixi ope 


12 1.- uitti. 


J (10 


Funxapoppin Comedies 


Geo. Il.ignall 


varied 


755 


Little Rascals 


Interstate '1 v 


10 i 20 nun. 


'10 


Movietime USA Short Subjects 


C&C 1 v 


v arird 


i nnn 

1 ,UUU 


Old Timer Comedies 


Cinema- Vile 


v arled 


300 


Race Night 


Geo. Il.ignall 


9 


min. 


j — 


Scallawags 


Ceo. Bagiiall 


varied 


U1 


Wjrncr Short Subjects 


Assoc. Artists 


varird 




SITUATION COMEDY 










Amos n Andy 


iv rum 


30 


mm. 


78 


Beulah 


F lam i ngo 


30 


nun 


78 


Boss Lady 




30 


mm 


i « 

I j 


Corliss Archer 


Fconoincc TV 


30 


nun. 


!W 


Duffy's Tavern 


p ii ;m 


30 


mm. 


39 


Great Cilder sleeve 


iS dl i v rums 


30 


min. 


39 


Halls of Ivy 


TDi 

1 r A 


30 


min. 


39 


His Honor, Horner Bell 


i> *»!_» iv r 1 1 ms 


30 


min. 


39 


1 Married Joan 


Interstate Tv. 


30 


nun 


98 


Life With Elizabeth 


Guild 


30 


min 


r, ' 
iij 


Lift With Father 


Liij iv rum 


30 


min. 


26 


Mama 


v.iio- iv r um 


30 


min 


26 


Mickey Rooney Show 


Screencraf t 


30 


min. 


33 


Molly (The Coldbergs) 




30 


mm. 


39 


Mother is a Freshman 


N T.\ 


30 


min. 


39 


My Hero 


Official 


30 


min. 


JJ 


My Little Mjrgie 


Official 


30 


min. 


126 


So This Is Hollywood 


Harriscope 


30 


min. 


24 


Studs Place 


Harry S. Goodman 


30 


min. 


26 


Susie 


TPA 


30 


min. 


1 04 


Trie Trouble With Father 


Official 


30 


min. 


130 


This is Alice 


NT A 


30 


min. 


39 


Topper 


Schubert 


30 


min. 


78 


Willy 


Official 


30 


min. 


39 



SPORTS 



Adventures in Sports 

All-Cirl Wrestling 

All-American Came of the Week 

All American Wrestling 

All-Star Coif 

The Big Moment 

Big Playback 

Big 10 Football Hilites 

Bill Corum Sports Show 

Bowling Time 

Boxing from Rainbo 

Bud Wilkinson Show 

Championship Bowling 

Championship Wrestling from 

Hollywood 
Double Play 
Cadabout Caddis 
Gridiron Cavalcade 
Indianapolis Highlights 
Illopy Races from Hollywood 
let's Co Coifing 
Mad Whirl 

Main Event Wrestling 
Main Event Wrestling 
Pacific Coast Conference 

Football Highlights 
Ringside With the Rasslers 
Sam Snead Show 
Speed Classics 
Sports Album 
Sport Skills 
Sports on Parade 
This Week in Sports 
Time In for Sports 
Tops for Training 
Tv Baseball Hall of Fame 
Tv FcMball Hall of Fame 



Cinema-Vue 
Cavalcade Tv 
Sterling 
Sports TV 
Harriscope 
Harriscope 
Sportlite 
NT A 

HaiTiscope 
Harriscope 

Sports TV 
Geo. Bagnall 
RCA Services 
Dynamic 
Economee TV 
Coronet 
Sterling 
INS 

Merling 
Trans-Lux 
Flamingo 
Flamingo 



60 min. 
15 min. 
15 min. 
15 in in. 
30 min. 
30 min. 
15 min. 
30 min. 
60 mm. 
30 min. 

30 min. 
60 mm. 

5 mm. 
15. 30 

5 mm. 

varied 
15 min. 
15 min. 
30 mm. 

varied 
15 min. 
15 min. 



Sterling 


15 


inin. 


26 


Ham'scope 


30 


min. 


26 


Sports TV 


30 


mm. 


13 


Kling Film 


60 


min. 


26 


Walter Schwimmer 


60 


min. 


26 


Sterling 


30 


min. 


26 


Screen Gems 


15 


min. 


52 


Sportlite 


30 


min. 


13 


N'TA 


15 


min. 


26 


Sterling 


60 


min. 


26 


Kling Film 


30 


min. 


26 


Sportlite 


15 


min. 


39 


Walter Schwimmer 


60 


min. 


78 



39 
13 
26 
13 
3 
26 
13 
26 



13 

52 
39 

|0.i 
13 
75 
VNceklv 
26 
13 
78 
26 









NO. 


CHOCHAM 


SYNDIC ATOM 


Lisc.ru 


AVAILABLE 


SYNDICATED LIBRARY 








Adventure Shows 


ll« ll> 1 v 


'0 n n 


I- > 


Dramatic Packages Newt/eels 


1 « "immrr 1 \ 


v jr rd 


•i 


Sports * 








Encyclopaedia Brittanica 


1 1 J IIS 1 II l 


V i l Ird 


. 


Pep Package 


> 1 V 


v ar rd 


1 4 X) 


Shorts Library 


Mrr ii ^ 


v a l cd 2 


j ioi 


TRAVEL 








Holiday 


N 1 \ 


30 mm. 


5 


Holidays 


1 1 Jilt 1 tn 




1 


Life in the USA 


1 r i in 1 in 






The Travel Bug 




I j m n . 


I « 

i j 


Vagabond 


' Hfic i j) 




» i 


World at Large 


i i i in i ii* 

1 1 4111 1 l_i m 


vai n 


4 h 


WESTERN 








Adventures of Champion 


( BS 1 v i ilm 


30 mm. 


.'Ij 


Adventures of Kit Carson 


M< \ 1 v 


30 mm 


101 


Annie Oakley 


(.BS Tv film 


30 m n 


52 


Brave Eagle 


CBS Tv film 


30 mm 


26 


Buffalo Bill, Jr. 


CBS Tv film 


30 m n 


26 


Cisco Kid 


Ziv Tv 


30 ram 


1*0 


Cowboy C-Men 


f laming» 


30 mm 


") 


Frontier 


MIC Tv Films 


30 mm 


30 


Frontier Doctor 


Hollywood 1 v 


30 mm 


30 


Cene Autry Show 


CBS Tv film 


30 mm. 


91 


Cabby Hayes Show 


Assoc. Artists 


30 m n. 


02 


Wild Bill Hickock 


Flam ngo 


30 m n. 


52 


Hopalong Cassidy 


NBC Tv Films 


60 mm. 


54 


Hopalong Cassidy 


NBC Tv Films 


30 mm. 


52 


juogc noy dc j n 


Scrernc ra ft 


30 m n . 


j j 


Last Marshal 


N'TA 


30 mm. 


39 


Range Rider 


CBS Iv film 


30 mm. 


7! 


Sheriff of Cochise 


N'TA 


30 min. 


39 


Steve Donovan West'n Marshal 


NBC 1 v Films 


30 mm. 


39 


Stories of the Century 


Hollywood f v 


30 m n 


39 


Tales of the Texas Rangers 


Screen Gems 


30 mm. 


26 


WOMEN'S 








Adventures in Sewing 




1 aleside 


30 min. 


13 


Bringing Up Your Baby 


Trans Lux 


varird 


16 


Creative Arts 


Tra ns Lux 


va r ird 


2 R 


For the Ladies 


Sterling 


15 mm. 


90 


Here's How 


Trans-lux 


varied 


iO 


Home Management 


Coronet 


varied 


13 


It's Fun to Reduce 


Cuild 


1 5 mm 


65 


Sew Easy 


Medallion T \ 


15 or 30 


26 


Tv Kitchen 


Kling Film 


30 min. 


26 


MISCELLANEOUS 






4 


Animal: 


• 






Animal Package 


I akrside 


v aned 


100 


Comedy: 








Scene With a Star 


Ceo. Bagna 1 


1 5 m n 


n 


Discussion: 








The Big Idea 


RKO Tv 


30 m n 




Dramatic Readings: 








JdlTlt:> Wdjvn juvn 


NTA 


1 5 m n 


2fi 


Hobby: 








Find a Hobby 


NT A 


15 mm. 


26 


Holidays: 








Christmas Carols 


Dvnani c 


* m n 


i; 


Cinnamon Bear Christmas 


Gov crnor 




26 


Jingle Dingles Christmas Party 


CinemaVue 


60 mm. 


1 


The Little Match Girl 


RCA Scrvicci 


1 mm 


1 


Serials: 








Serials 


Assoc. Ariivts 


1 5 m n 


39 


Serials 


ScTeen Gems 


v ar rd 


fi-Q 


Variety: 








Eddie Cantor 


Fconomcc T\ 


30 m n 




The Continental 


Pvnamic 


1 ' m n. 


13 


Ceorge Jessel's Show Business 


N I \ 


30 m n. 


<9 


Paul Killiam Show 


Ster ng 


15 mm. 


2ft 


Ranch Party 


^vrcen Grms 


30 m n 


39 


Video Digest 


Transl u\ 


varied 


25 



July 1957 
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IN EACH TELEVISION MARKET 
THERE IS ONLY ONE LEADER. 
IN SAN ANTONIO, IT'S KENS-TV 




ASK YOUR 

PETERS. GRIFFIN. WOODWARD COLONEL 
FOR COMPLETE DETAILS. 



KENS-TV 

EXPRESS-NEWS STATION 




SAN ANTON IO, TEXAS 



3 TV BASICS 



A 22-page section of facts and figures comprising 
43 charts and graphs. They cover: tv's over-all 
dimensions; set production; a profile of television 
listening habits; network programming trends; 
spending data in both the network and spot tv fields. 



r 



I. DIMENSIONS OF TELEVISION 



1. How has U. S. tv saturation grown (1950-57) ? 



1 in 



Percent ami number of U. S. homes owning tv 

\. C. Nielsen Co. i> source of data 

below, which shows tv ownership 58% 
during March each year. 

47% 



% U.S. 
homes 
with tv 

Millions 
of homes 



10% 
4.2 

1950 



25% 



11.0 



1951 



35% 



15.8 



1952 



26.9 



21.6 



65% 



31.0 



72% 



35.1 




1953 



1954 



1955 



1956 



1957 



minimi 



2. 



How much variation is there in set saturation? 



Figures at right are from A. 
C. Nielsen, show tv homes and 
set saturation figures as of 
1 March this year. Though 
East Central and Pacific re- 
gions show same saturation, 
latter shows faster growth 



Refirioii Homes Saturation 


County Size Homes Saturation 


Northeast 11,419,000 (87%) 


"A" 16,143,000 (87%) 


East Central 7,042,000 (83%) 


"B" 11,196,000 (82%) 


West Central 7,404,000 (77%) 


"C" 6,956,000 (71%) 


South 7,948,000 (68%) 


Pacific 5,487,000 (83%) 


"D" 5,005,000 (61 %) 



3. What are the family characteristics of tv owners? 



Percent of homes 



= 



owning tv 



according to family 
characteristics 



Size of Families 

1 & 2 Members 71% 

3 Members . 83 

4 & 5 Members ... 87 
6 Members & Over 76 



Age of Housewife 

Under 35 Years 85% 

35 thru 44 Years ... 85 
45 Years & Over .. 72 

Total Family Income 

Upper Fourth 90% 

Next Fourth 87 

Next Fourth __ 78 

Lowest Fourth 61 

'r, 



Education of Family Head 

Grade Sehool . ... . 73% 
High School 86 
College 82 

Presence of Children 

5 Years & Under ._. 85% 

6 - 12 Years 85 

13 -20 Years _ 81 

No Children 72 



Source of data to left is Mar- 
ket Research Corp. of America 
as of 1 January this year. While 
differences between family groups 
narrow as tv saturation grows, 
television-owning families still 
tend to be well-heeled, big in 
size, young and well educated 
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DIMENSIONS OF TELEVISION 



4- Where has recent set growth been? 



IVrcrnt of f;iinilim \% 1 1 1 1 t\ .»rtr 



Regions: 


Apr. '56 


Jul. '56 


Oct. '56 


Jan. '57 


Northeast 


88°o 


88° 0 


88°o 


90 r r 


South 


63 


64 


68 


68 


North Central 


77 


79 


80 


81 


Mountain & Southwest 


60 


62 


65 


68 


Pacific 


74 


76 


77 


77 


City Size: 


Farm 


53° 0 


54°o 


57° 0 


61 °o 


Under 2,500 


64 


67 


69 


69 


2,500 to 50,000 


62 


65 


66 


68 


50,000 to 500,000 


80 


82 


83 


84 


5500,000 & Over 


89 


89 


90 


90 



SOURCE: MARKET RESEARCH CORP. OF AMERICA 



5. 



How many retailers sell tv and or radio sets? 



SOURCE: RETMA 

'4-11 • -I 





Type of Outlet 


Sept. 1, 1952 


July 1, 1953 


July 1, 1954 


July 1, 1955 


July 1, 1956 




Radio -TV- Appliance 


40,250 


47,600 


47,050 


42,800 


39,150 




Furniture 


17,650 


15,550 


20,250 


19,050 


18,500 




Hardware 


12,550 


14,100 


1 1,850 


12,200 


9,550 




Department — Gen. Mdsc. 


9,100 


10,500 


10,800 


12,300 


12,500 




Other 


15,850 


17,400 


17,150 


23,950 


25,400 


* 


Total 


95,400 


105,150 


107,100 


11 0,300 


105,100 



6- How has the number of tv set manufacturers changed? 



Despite the tremendous market for sets during the 
past seven years, fierce competition, low mark-ups and 
the competitive disadvantage of not having a full line 
of appliances have caused a high mortality rate among 
television set manufacturers. Source of data is RETMA 



1950 


1951 


1952 


1953 


1954 


1955 


1956 


110 


110 


91 


90 


a3 


— -1 


51 



July 1957 



II. TELEVISION SET PRODUCTION 



What's been the rate of tv set production since 1947? 



Millions 
of sets 

10 



illinium i! ■ in 'in minimi r 
1955 marked high spot of production so far 



179 



975 



3,000 



7,464 



5,385 



6,096 



7,216 



7,347 



7,757 



7,387 



2,394 



IIMH 



1,836 



2. 



1947 1948 1949 1950 . 1951 1952 1953 1954 
SOURCE: RETMA. FIGURES WITHIN BARS ARE IN THOUSANDS 

m i mm- iiiiii 



1955 1956 4 mos. 4 mos. 

1956 1957 



How many uhf sets have been produced? 



1953/ 1,459,000 1954/ 1,383,000 1955/ 1,182,000 1956 1,035,236 



Source: RETMA. Figures include factory-equipped ulif sets only. 

I . minimi minium minim innniiiiiiimnnnniHinnnnn iiiiiini innnninimnimi iiiiimi 



m 



3- What tube sizes have been most popular among tv set owners? 

mini ii in nilliill if 

Manufacturers sales of picture tubes by screen size 



YEAR 

1948 


15" and 
under 

1,145,583 


16" thru 
18" 

9,123 


19" thru 

21" 


22" thru 

25" 


26" and 
over 


1949 


3,316,767 


1 79,682 








1950 


2,365,380 


5,356,102 


21 1 ,940 






1951 


437,148 


3,586,967 


973,233 


120,739 




1952 


296,753 


3,004,786 


4,296,735 


30,409 




1953 


267,380 


3,065,102 


6,105,068 


275,504 


119,964 


1954 


235,954 


2,086,077 


7,223,259 


318,665 


46.925 


1955 


41 1 ,440* 


1 ,805,020 


7,674,155 


948,083 


34.648 


1956 


1 ,447,978* 


997,830 


4,493,682 


593,224 


7,121 


Source: HETMA. tubes maile from 


new glass. # Include 


small number of i>ioje< tii>n tubes. 





Figures show the 21-inch tube { 
has been outselling all others j 
since 1952. Note the increase j 
in 15-inch-and-under sizes 
last year, a reflection of growth" 
in portable tv sets. While 
figures cover sales to all 
sources, they reflect mainly f 
tubes for home sets. 
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IM 





4j nwftr 6eConuAuj . 



/ 



And you've every right to c 
size of WHTV's television 



of (Herniation 



xult with us over the proven 
mnrket measured in terms 
because it means a massive market 



for 


you. 






CITY 


POPULATION 


1 . 


New York 


16,788,700 


2. 


Los Angeles 


7,699,900 


3. 


Chicago 


7,552,500 


4. 


Philadelphia 


6,675,100 


5. 


Detroit 


5,219,700 


6. 


Boston 


5,1 18,600 


7. 


Wilmington, Del. 


5,045,400 


8. 


Pittsburgh 


4,774,300 


9. 


San Francisco 


4,262,400 


10. 


Cleveland 


4,233,700 


11. 


Johnstown, Pa. 


4,145,600 


12. 


Steubenville, Ohio 


3,935,100 


13. 


Manchester, N. H. 


3,606,800 


14. CHARLOTTE 


3,348,800 


15. 


New Haven 


3,290,200 


16. 


Washington 


3,135,900 


17. 


Minneapolis St Paul 


2,932,600 


18. 


St. Louis 


2,830,900 


19. 


Providence 


2,771,000 


20. 


Memphis 


2,731,500 


21. 


Indianapolis 


2,717,300 


22. 


Milwaukee 


2,698,600 


23. 


Baltimore 


2,661,700 


24. 


Bloomington, Ind. 


2,640,400 


25. 


Atlanta 


2,61 1,600 



Source: Televiiion Magazine 1957 Data Book 

Moreover our clients are prone to boast about our 
superior Sales Power. Reach our people with your 
products through the pioneer in the Carol inas, and we 
warrant that you'll soon be gloating, too. For WBTV's 
Sales Power, contact CBS-TV Spot Sales. 




J KKKKHJSON STAM1AKI1 1 IKOA DCAST1 Nfi CoMPAVY 



III. TELEVISION VIEWING HABITS 

1. How does daily tv viewing vary by months? 

Average hours of viewing per tv home per day 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiium 



HOURS 
7 



April 1956 May June 

Source: Nielsen TV Index. 



July Aug. Sept. Oct. 



Nov. 



Dec. Jan. 1957 Feb. March 



mm 



2. 



How does U. S. audience composition vary by parts of the day? 

mm' ' mi mi ii 



" 



m r 



Sunday through Saturday (nighttime) 

A 



Time period 

7-11 p.m. average 

7- 8 p.m. 

8- 10 

10-11 



Sets-in-use 

.....53.8% 

43.6 

61.4 ... .__35__... 

56.3 41 _ 



Men 

-35%. 
.31... 



Women 

_43%... 



37- 

44 

50... 



Children 

22%__ 

32 

21 

9 



Viewers-per-set 



2.4 

.. 2.7 
_.2.5 
.. 2.1 



Saturday and Sunday (afternoon and evening) 



Noon-6 p.m. 
7-11 p.m. . 



—18.2% 

—58.2 



...32%. 

_35__ 



.32^ 



/o- 



.42 



.36%. 
23 



.2.5 
.2.7 



Monday through Friday (daytime) 
-/^- 



7-9 a.m. 

9-11 

11-1 p.m. 

1-3 

3-5 --. 

5-7 . ..... 

= Source: ARB, March 1957 



_ 8.5%. 

..13.1 

.16.9-.... 
.14.1 ._ 

18.8 

29.0 



. 15%. 

--10 

— 14 ... 
.. 15—.. 

... . 13 

-...23 



39%. 

48- 

53. 

63. 

45 

26 _ 



..46 « 



-42. 
...33. 
_22. 
...42. 
..51. 



2.2 

—1.7 
.. 1.7 
—1.6 
. 2.0 

2.5 
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ABC NETWORK KfPRESfNffD N A 1 10 N A llT BT H R IEI EVISION. INC 



july 1957 



BUFFALO'S OWN AGENCIES 
AND ADVERTISERS CHOOSE 



WBUF, CHANNEL 17, AS THE 

MOVING 
FORCE IN 
I BUFFALO 




To promote Restonic Mattress sales in Royal 
Bedding's retail outlets throughout Erie and 
Niagara Counties, Buffalo's Bowman & Block 
Agency buys syndicated fdm shows on WBUF. 

SYNDICATED FILM SHOWS, BECAUSE: 

They command a good-sized initial audience 
that grows fast. Ratings for Royal Bedding's 
"Ray Milland Show*' and "Federal Men" have 
nearly doubled in the first six months on wbui ! 

They give Royal Bedding valuable prestige as 
the "owner" of big-name talent dramatic shows. 

They're highly merchandisable, not only to the 
public, but to the dealers who sell Restonic. 

wbuf, because, in the words of Bowman & 
Block partner Nathaniel Block: "Use any meas- 
uring stick you choose — circulation, share-of- 
audience, signal-strength, coverage area, pro- 
gram quality, community integration — the word 
for wbui is growth. The station was an eco- 
nomical buy to begin with and has become even 
more so w ith the phenomenal increase in audi- 
ence and decrease in cost-per-thousand." 

Coverage— up! Ratings— up! Billings— up! wbui 
is the fastest-moving force in Buffalo today. 
Interested in selling the Niagara Frontier mar- 
ket? Here's the force that will do the job for vou! 

WBUF 17 



BUFFALO. N.Y. 



SOLD BY 



SPOT SALES 



Left to right: Saul Kantor, President, Royal Bedilin? 
Company; Sathaniel Block, Partner, Bowman & Block; 
William B. Decker, WBUF Sales Manager. 



TELEVISION VIEWING HABITS 



3. 



How does tv viewing level vary with time of day? 



Homes using tv by hours of day (luring llie average winter day 



Viewing figures below represent 
four- week average during Jan.-Feb. 
1957, come from Nielsen Tv Index. 
Data to 6 p.m. is for Mon.-Fri. 
Nighttime data is for full week. 
Homes figures cover all those 
viewing during the hour 



Daytime, Mon.-Fri. 



Nighttime, Sun. -Sat. 



N. Y. Time 


% 


Homes (000) 


N. Y. Time 


% 


Homes (000) 


N. Y. Time 


% 


Homes (000 


6-7 A.M. 


0.3 


118 


N00N-1 P.M. 


25.4 


9,982 


6-7 P.M. 


45.8 


17,999 


7-8 


3.4 


"1,336 


1-2 


21.6 


8,489 


7-8 


56.8 


22,322 


8-9 


10.0 


3,930 


! 2-3 


22.2 


8,725 


8-9 


66.4 


26,095 


9-10 


12.9 


5,070 


3-4 


24.5 


9,629 


, 9-10 


68.4 


26,881 


10-11 


14.9 


5,856 


4-5 


30.6 


12,026 


! 10-11 


60.0 


23,580 


11 -NOON 


20.3 


7,978 


5-6 


37.7 


14,816 

7 i 


11-MID. 


37.0 


14,541 



■'Willi llliiunl 



4. 



What percent of homes watch tv by months of the year? 



% HOMES 

USING TV --- % Homes viewing 6 A.M.-6 P.M. Mon.-Fri 



% Homes viewing 6 P.M.-Mid. all days 




April 1956 May June July Aug. 

SOURCE: Nielsen Television Indei. New York time. 



Sept. Oct. Nov. Dec. Jan. 1957 Feb. March April 
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FOLLOW THE LEADER 
IN SACRAMENTO.. 



50% 



40°/< 




STA.B 



KCRATV 

— 49.7% 



30% 



20% 



10% 

SHARE 



NOV, SS' 



F£B.*S6- 



STA.C 



STA.D 



NOV. 'S6- 



IIB. 'S7* 




A graphic demonstration 
of KCRA-TV's rise to audi- 
ence dominance from 
sign-on to sign-off, Sun- 
day-Saturday. Ask Petry 
about The Highest 
Rated NBC Station in 
the West. 
•ARB, Sacramento 



KCRATV 



SACRAMENTO, CALIFORNIA 

Serving 28 Northern California 
and Nevada Counties 



CLEAR 




CHANNEL 



july 1957 



TELEVISION VIEWING HABITS 



5. 



What's average viewing time morning, afternoon, evening? 



Average hours of viewing per home per day hy day parts 





Night 


Afternoon 


Morning 


Total hours 


Monday-Friday 


3 hrs. 30 min. 


1 hr. 25 min. 


31 min. 


5 hrs. 26 min. 


Saturday 


3 hrs. 58 min. 


1 hr. 46 min. 


45 min. 


6 hrs. 29 min. 


Sunday 


3 hrs. 40 min. 


1 hr. 54 min. 


1 5 min. 


5 hrs. 49 min. 


All Days 


3 hrs. 35 min. 


1 hr. 32 min. 


31 min. 


5 hrs. 38 min. 



SOURCE: Nielsen Television Index, Nov.-Dec. 1956. 



'I". 



Ik 



hii mum 



iiiif ,iin 



Number of U. S. homes watching tv 



NIGHT 

7 days 

Jan. 
'57 



22.5 



Millions of homes per average minute 



AFTERNOON 
Mon.-Fri. 

Jan. 
'57 

1 1.2 



July 
'56 

13.0 



6- How does 
tv viewing vary 
by seasons? 



Annual Average: 

SOUKCK: A. C. Nielsen. 



MORNING 


July 
'56 


Mon.-Fri. 


6.1 


Jan. 
July ' 57 
' 56 3.9 




1 


5- 



2.9 



7.8 



17.8 



I 



Peak viewing audiences of television are al- 
most double those during the summer when 
watching tv is at a low point. To get a fully- 
rounded picture, however, the summer view- 
ing level should be compared with the annual 
average since the January figure is not typical 
of the year. It should also be pointed out 
that some summer periods actually record a 
higher sets-in-use figure than during the win- 
ter. This is especially true during late night 
periods. Note that figures at left are per aver- 
age minute, do not show tv's full audience. 
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It's your move... 

to the TOPS in 

Cleveland Television 

WJW-TV 

l^JIP CHANNEL 8 




GREATER CLEVELAND 
the nation's 5th market 
in total retail sales* 



A CLEVELAND LANDMARK WELL-KNOWN TO 
VIEWERS THROUGHOUT NORTHERN OHIO 




GREATER CLEVELAND 
the nation's 6th market 
in net effective 
buying income 3 " 



More productive local program- 
ming on WJW-TV. Top feature 
films for participating sponsors, 
including 20th Century-Fox, 
Columbia and Selznick groups. 



A BASIC AFFILIATE OF THE 
CBS TELEVISION NETWORK 



' Sales Management May 10. 19S6 
WJW-TV— Storer Broadcasting Company • 1630 Euclid Avenue, Cleveland 15, Ohio • TOwer 1-6080 



JULY 1957 
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7. What are the national viewing figures by local time? 



in ,m nil!, inn . mini mill •„/-iii 

Percent and number of homes reached by day parts 
Mon-Fri % Homes (000) 



m iPiiiiiii 



6- 9 a.m. 
9-12 Noon 
12- 3 p.m. 
3- 6 p.m. 

All Days 



6- 9 p.m. 
9-12 Mid. 



7.1 
16.4 
21.5 
30.4 

% 



60.5 
44.0 

SOUUCE: Nielsen Television Index, March-April 1957. Eastern, Central, Pacific times combined. 

jiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii mini' minimi minium hiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 



2,790 
6,445 
3,450 
11,947 

Homes (000) 



23,777 
17,292 



8. 



How does viewing differ by time zones? 



giiiiiniiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiiiH iiiimiiiiiiiiiiiimiiiiiiiiiiiiimiiiiiiiiiiiiim 

J TV sets in use by zones, Dec. 1956, Sunday thru Saturday evening 



Charts at right and immediately below 
are based on ARB. Figures are aver- 
ages based on the first quarter hour 
following the hour. U.S. data refers 
to Eastern time across the country. 
Note that differences become sharper 
as the nighttime hour becomes later 



ZONE 


7 PM 


8 


9 


10 


1 1 


MID. 


U.S. 


38.8 


60.8 


61.0 


59.9 


40.6 


19.6 


Eastern 


46.4 


71.3 


68.5 


62.4 


39.6 


12.4 


Central 


54.1 


55.0 


55.9 


39.8 


14.4 


4.9 


Pacific 


60.4 


65.8 


61.4 


47.2 


19.5 


7.8 



^iiiiiiiiiiii' i ''miiiiiiiii i, !!iiimimiiiiiiiiiimiiiiiiiiiiiiiiiiiiiiii 



iiiiiiiiiimiiiiiiiiiiiiiiiiiiiiiin 



i mini 



: - iiiiiiiiimiiiiniiiiirr iimiimiiiiiiiinmim iiiiiiiiiiini ^iirM^iiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiimiiiiiiiiiiiiiiiim^ 

TV sets in use by zones, December 1956, Monday thru Friday daytime 



ZONE 


7 AM 


8 


9 


io 


u 


N 


1 PM 


2 


3 


4 


5 


6 




U.S. 


3.1 


8.7 


9.0 


12.0 


13.3 


17.0 


12.2 


10.8 


14.5 


17.7 


25.4 


30.2 


iiiiiiiiiiiiiii 


Eastern 


5.9 


12.8 


10.5 


13.3 


15.8 


21.7 


11.0 


9.7 


13.8 


18.6 


34.3 


36.4 




Central 


6.3 


10.3 


13.4 


11.8 


12.7 


15.2 


11.9 


14.0 


16.7 


18.1 


28.1 


31.4 


iiiiiiiiiiiiiii 


Pacific 


2.8 


7.3 


10.9 


9.2 


11.5 


19.1 


17.3 


11.2 


11.3 


20.5 


40.9 


45.0 




'Illllllllllllll mil 


mlllll III' 


i 


nil 


iiiiimiiiTnihii ink 




in ., 


II 'Mil 


liiiiinilllllllllllllllllll 


HIIIIIIIIIIIIMII 


ilium iiimin 


uUIIIIII ill 


Miliar Minim 





9 



How much of the viewers' time do network sponsors get? 

mini 1 , 11 iiiiiiiiiiiii'ifiiiimmiiiiiiiiiiiiiiiiiiiiiiiiiiii w wiiiiiiiiiiiiuiiin inn 



1957: 52.5% to network sponsored programs 


47.5% to all other programs 


1956: 49.5% to network sponsored programs 


| 50.5% to all other programs 



SOURCE: Nielsen Television Index, Feb. each year. "All other" Includes local shows, network sustainers. 

„ i: in 11 r mini i i . ,ji i mini i miiiiiiiiii iii!iir„,;i!: iiiiiiir , i mini <».. 
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IN MADISON, 
WISCONSIN 



52 IN COVERAGE 



With maximum power on Channel 3, 
\V ISC-TV covers 32 counties in \\ isconsin, Illinois, 
and Iowa — ser\ing a million and one-half 
viewers in over 32 5,000 television homes. Let 
your PGW Colonel show you what positive 
coverage means in low cost-per- thousand. 



52 IN RATINGS 



In just one year W ISC- TV leads substantially 
in all ratings. Let your PGW Colonel show vou 
the ARI5 and the PULSE. 



52 IN POPULARITY 

Television viewers in W'ISC-TV-LAXD 
in just one year ha>e de\eIope<J the habit of 
tuning to W I>C-TV most and more often. 



52 IN PROGRAMMING 



Our first year of history with ( HS. regional and 
local programs has definitely established W I>C- I V"s 
leadership in entertainment, news, inlormation 
and public serwce. 



Represented Nationally by 

PETERS. GRIFFIN, 
WOODWARD, Inc. 



JULY 1957 
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10. What's the Daylight Saving Time picture? 

Ill llll II 



How the top 100 metropolitan markets are affected by Daylight Saving Time changes 



Pop." 
rank 


Winter 
time 


Summer 
time 


MARKET 


Hours 
behind 
EDST 


Pop.* 
rank 


Winter 
time 


Summer 
time 


MARKET 


Hours 
behind 
EDST 


48 


EST 


EDST 


\kron 


0 


25 


EST 


EST 


Miami 


1 


40 


EST 


EDST 


All>any-Schenectady-Troy 


0 


17 


CST 


CDST 


M ilwankee 


1 


49 


EST 


EDST 


Ulentown-Bethleheni-Easton 


0 


13 


CST 


CDST 


Minneapolis-St. Paul 


1 


23 


EST 


EST 


Atlanta 


1 


80 


CST 


CST 


Mobile _ 


2 


83 


EST 


EST 


Augusta 


1 


64 


CST 


CST 


Nashville 


2 


85 


PST 


PDST 


Bakersfield 


3 


33 


EST 


EDST 


New Haven- Waterhury 


0 


12 


EST 


EDST 


Baltimore 


0~ 


20 


CST 


CST 


New Orleans _ . _ 


2 


31 


CST 


CST 


Birmingham _. . 


2 


1 


EST 


EDST 


New York-N. E. New Jersey 


0 


6 


EST 


EDST 


Boston 


0 


41 


EST 


EST 


Norfolk-Portsmouth . 


1 


















34 


EST 


EDST 


Bridgeport-Stanford-Norwalk 


0 


56 


CST 


CST 


Oklahoma City 


2 


61 


CST 


CST 


lirownsville-Harlington-McAllen 


2 


54 


CST 


CST 


Omaha .. .. 


2 


14 


EST 


EDST 


Buffalo 




0 


79 


CST 


CDST 


Peoria ...... 


1 














69 


EST 


EST 


Canton - 


1 


4 


EST 




EDST 


Philadelphia 


0 


66 


EST 


EDST 


Charleston 


0 


46 


MST 


MST 


Phoenix 


3 


lOtT 


EST 


EST 


Charlotte . . - 


1 


8 


EST - 


EDST 


Pittsburgh 


e 


81 


EST 


EST 


Chattanooga .... ... . — 


1 


22 


PST 


PST 


Portland, Ore 


4 










2 


CST 


CDST 


Chicago 


1 


76 


EST 


EDST 


Poughkeepsie-Newburgh 


0 












16 


EST 


EST 


Cincinnati 


1 


27 


EST 


EDST 


Providence-Pawtucket . 


0 










1 1 


EST 


EDST 


Cleveland ... . - 


0 


87 


EST 


EDST 


Reading . . 


0 
















35 


EST 


EST 


Columbus 


1 


60 


EST 


EST 


Richmond 


1 


98 


CST 


CST 


Corpus Christi .... 


2 


43 


EST 


EDST 


Rochester ..... 


0 














21 


CST 


CST 


Dallas 


2 


57 


PST 


PDST 


Sacramento 


3 


91 


CST 


CST 


Davenport-Rock Island-Moline 


2 


73 


MST 


MST 


Salt Lake City .. _ _. 


3 


44 


EST 


EST 


Dayton . . 


1 


36 


CST 


CST 


San Antonio — 


2 


26 


MST 


MST 


Denver 


3 


32 


PST 


PDST 


San Bernardino-Riverside-Ontario . 


3 


~93 


CST 


CST 


Des Moines 


2 


19 


PST 


PDST 


San Diego 


3 


~ 5 


EST 


EST 


Detroit 


1 


7 


PST 


PDST 


San Francisco-Oakland 


3 


82 


CST 


CDST 


Duluth-Superior _. 


1 


50 


PST 


PDST 


San Jose 


3 


84 


MST 


MST 


El Paso _. 


3 


r< 9o 


EST 


EDST 


Scranton .. .... . 


0 
















97 


EST 


EDST 


Erie 


0 


24 


PST 


PST 


Seattle ... .. 


4 












53 


EST 


EDST 


Fall River-New Bedford - - 


0 


92 


CST 


CST 


Shreveport 


2 


65 


EST 


EST 


Flint _ 


1 


96 


CST 


CDST 


South Bend 


1 


45 


CST 


CST 


Fort Worth 


2 


88 


PST 


PST 


Spokane 


4 














68 


PST 


PDST 


Fresno — 


3 


47 


EST 


EDST 


Springfield-Holyoke 


0 


67 


EST 


EST 


Grand Rapids _ — 


1 


9 


CST 


CDST 


St. Louis 


1 


72 


"est 


EDST 


Harrisburg 


0 


99 


PST 


PDST 


Stockton 


3 


29 


EST 


EDST 


Hartford-New Britain 


0 


59 


EST 


EDST 


Svracuse 


0 


52 


HST 


HST 


Honolulu 


6 


74 


PST 


PST 


Tacoma 


4 


~\5 


CST 


CST 


Houston 


2 


39 


EST 


EST 


Tampa-St. Petersburg . 


1 










86 


EST 


EST 


Huntington-Ashland 


1 


51 


EST 


EST 


Toledo — . . _ 


1 


30 


CST 


CDST 


Indianapolis - . — 


1 


89 


EST 


EDST 


Trenton ..... . . 


0 








55 


EST 


EST 


Jacksonville _ 


1 


75 


CST 


CST 


Tulsa 


2 


78 


EST 


EDST 


Johnstown — 


0 


77 


EST 


EDST 


Utica-Rome 


0 


18 


CST 


CST 


Kansas City ... - 


2 


"To 


EST 


EDST 


Washington 


0 


~62 


EST 


EST 


Knoxville 


1 


~63 


EST 


EDST 


Wheeling-Steubenville 


0 


94 


EST 


EDST 


Lancaster — 


0 


"70 


CST 


CST 


Wichita . . 


2 


~95 


CST 


CST 


Little Rock-North Little Rock 


2 


58 


EST 


EDST 


Wilkes- Barre-Hazel ton 


0 


3 


PST 


PDST 


Los Angeles-Long Beach 


3 


71 


EST 


EDST 


Wilmington .... 


0 


28 


CST 


CDST 


Louisville . . . - 


1 


37 


EST 


EDST 


Worcester 


o — 


42 


CST 


CST 


Memphis 


2 


38 


"est - 


EDST 


Yonngstown 


0 



SOI ltOK: NRC Spot Sales. * as estimate*! by "Sales M an are men t" 



operation ^vg^l!^ 



has made 



WHTN-TV 



/ 



the SELLibrated 



Po»l jmoulh 
Ohio 



station of the 



Ironlon 



Golden Valley 



Aihiond (Central Ohio Valley) 

Huntington 
West Virginia 



Chodciton 
We»t Virginia 



^ FULL COVERAGE of the 23rd Television Market 

Vkv FULL POWER 31 6,000 watts to put a Grade A signal over 

the entire Golden (Central Ohio) Valley 

Vk. NEW SALES for a product-hungry market 

that last year accounted for 

$138,000,000 in Food 

$ 25,200,000 in Drugs 

$ 46,000,000 in Apparel 

$ 89,000,000 in Automotive 

$ 26,125,000 in Gas Stations 

$110,000,000 in General Merchandise 

NEW TOWER that rises 1000 feet above average terrain, 

for finest viewing 

BUT THE AVERAGE CPM IS STILL THE LOWEST! No wonder it's the SELLibrated 
Station of the Golden Valley 



WHTN-TV, 

CHANNEL 13 
ABC Affiliate 316,000 Watts Huntington, W. Va. 




COWLES STATION 

ROBERT R. T1NCHER GENERAL MANAGER 
fcj^^ Represented by 

Edward Petty ft Co.. Inc. 
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TELEVISION VIEWING HABITS 



11, 



A* 

How does audience composition vary by time zones? 



t 

Time period 

l local zone time) 

7-1 1 p.m. average 

7- 8 p.m. 

8- 10 
10-11 



f 

Noon-6 p.m. 
7-11 p.m. 



( 

7-9 a.m. 
9-11 

11-1 p.m. 
1-3 
3-5 
5-7 



Sets-in-use 



58.6% 
52.1 
68.4 
55.3 



21.6% 
64.4 



13.3% 

15.0 

20.2 

13.5 

21.2 

35.6 



Eastern time zone 

Sunday through Saturday nighttime 
A 



Men 



Women 



35% 
30 
34 
39 



44% 
37 
45 
50 



Saturday and Sunday afternoon and evening 
A 



32% 
35 



34% 
43 



Monday through Friday daytime 
A 



14% 
9 
11 
13 
12 
21 



44% 

43 

55 

64 

51 

26 



Children 



21% 
33 
21 
11 



34% 
22 



42% 

48 

34 

23 

37 

53 



Viewers-per-set 

2.4 
2.5 
2.5 
2.1 



2.5 
2.6 



2.5 
1.5 
1.7 
1.6 
1.8 
2.3 



Central time zone 



Time period 
(local zone time) 

7-11 p.m. average 

7- 8 p.m. 

8- 10 
10-11 



Sets-in-use 

49.3% 
59.6 
58.0 
30.2 



Sunday through Saturday nighttime 
A 



Men 



33% 
30 
34 
41 



Women 

4 '% 
36 
42 
49 



Children 

26% 
34 
24 
10 



Viewers-per-set 



2.6 
2.9 
2.6 
2.1 



Noon-6 p.m. 
7-11 p.m. 



r 

7-9 a.m. 
9-11 
11-1 p.m. 
1-3 
3-5 
5-7 



19.4% 
53.4 



13.9% 

14.1 

16.3 

15.3 

20.0 

37.7 



Saturday and Sunday afternoon and evening 
A 



31% 
35 



29% 
41 



Monday through Friday daytime 




40% 
24 



53% 

38 

36 

24 

49 

50 



2.7 
2.8 



2.1 
1.8 
1.9 
1.6 
2.1 
2.5 



Pacific time zone 



Time period 

( local zone time) 



7-1 1 p.m. average 

7- 8 p.m. 

8- 10 
10-11 



Noon-6 p.m. 
7-11 p.m. 



( 

7-9 a.m. 
9-11 

11-1 p.m. 
1-3 
3-5 
5-7 

Source '. A KB, March 1957. 



Sets-in-use 



Sunday through Saturday nighttime 
A 



55.7% 
62.8 
63.5 
40.9 



17.5% 
56.8 



6.0% 
10.5 
15.0 
12.0 
12.4 
41.1 



Men 

38% 
36 
38 
43 



Women 

45% 
40 
46 
51 



Saturday and Sunday afternoon and evening 
A 



34% 
39 



38% 
45 



Monday through Friday daytime 
A 



21% 

13 

17 

19 

18 

25 



43% 

57 

58 

66 

43 

31 



Children 

17% 
24 
16 
6 



28% 
16 



36% 

30 

25 

15 

39 

44 



Viewers-per-set 

2.3 
2.5 
2.3 
2.0 



2.4 
2.5 



1.9 
1.5 
1.6 
1.6 
2.0 
2.3 
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TV AND RADIO BASICS 



IV. NETWORK PROGRAMING TRFNDS 



1. What types of shows do audiences spend most of their time with? 



Pere«nt of nil 


viewing time* 


average 


home 


.xJH'IhIsx 


u ateliin 


\l network >» 


how lyj 


M'S 




GENERAL DRAMA 
30 min. 60-90 mm 


GENERAL 
30 mm. 


VARIETY 
60-90 mm 


SITUATION 
COMEDY 


QUIZ and 
AUD PART 


MUSIC 


MYSTERY 
DRAMA 


INFOR 
MATION 


MISC. 


Winter 1954-55 


10°O 


11% 


7% 


13% 


20% 


11% 


8% 


6% 


6% 


8% 


Winter 1955-56 


17% 


13% 


6% 


12% 


16% 


11% 


7% 


5% 


5% 


8% 


Winter 1956-57 


19% 


16% 


4% 


15% 


15% 


11% 


6% 


6% 


2% 


6% 



Figures are from Nielsen Tv Index, cover sponsored shows of show. Note that 30 -minute general drama caiegory hai 

al night, result from two factors: (1) total number of replaced situation romedy a* tvpe getting mo>-l attention, 

hours for each type of programing on the air, (2) total When all lengths of general drama are added together, ihc 

amount of time spent by average home in viewing each type lead over the situation comedy show is especially marked. 



2, 



What are the average ratings for various types of shows? 



Program type 
Program length 



Million* of homes watching various program type* 



EVENING 

Quiz 

General Suspense Situation Western Advcn- & Aud. Other 

drama drama comedy drama ture Variety Part, programs All evening programs 

30 60 30 30 30 30 30 60 30 30 15 30 60 90 



Total audience avg. 26.7 27.3 26.1 29.2 29.6 24.2 28.0 29.7 25.5 20.9 12.5 26.3 28.6 19.7 



Average audience avg. 24.8 22.3 24.3 27.0 27.1 22.0 25.8 23.5 23.4 18.8 12.2 24.2 23.0 13.8 



Program type 
Program length 



CHILDREN'S DAYTIME 

1-a-week Multi-weekly 
30 15 



Total audience avg. 



19.1 



16.5 



Average audience avg. 



16.7 



15.9 



ADULT MON -FRI. DAYTIME 
Serials Other programs 

15 15 30 



10.1 



10.0 



9.8 



9.6 



9.3 



Ratings are from the Nielsen Television Index, cover the 
families reached during two weeks ending 26 January 
1957. Note bigger spread between total and average audience 



for 60-minute show* than for the *hort»T show ivpes. Note 
also llial average audience Hala for ihe various show ivpe* 
do not differ much except for breakdown by lencth of show. 



JULY 1957 



8 




NBC is the only television network 
that increased its national average 
audience rating, both nighttime and 
daytime, during the 1956-57 season. 




SOURCE: NIELSEN TELEVISION INDEX AVERAGE AUDIENCE RATING -7 A.M.-6 P.M.. 



The average audience rating of each 
of the other two networks decreased 



MON.-FRI. AND 6-11 P.M., SUN.-SAT.; OCT.-DEC. 1956 VS. APRIL- JUNE I. 1957. 




NETWORK PROGRAMING TRENDS 



3. What has been the 
trend in network 
show lengths? 

Figures cover sponsored shows, are 
from Nielsen Television Index. Most 
obvious increase is in longer shows. 
Half hours now account for only about 
54% of all sponsored programing on 
network tv at night, the figures show 



1" I - ll'^iiiMllllllllllillllllilllllilllllllHlllllilllllllllilllliill! MHi 

Nighttime tv net programing, hrs. per month hy program duration j 



TYPE 


SPRING 1955 


SPRING 1956 


SPRING 1957 


1 5-min. 
programs 


24 


16 


20 


30-m!n. 
programs 


169 


174 


154 


60-min. 
programs 


64 


74 


94 


90-min. 
programs 


4 


12 


18 


Total hours 


26] 


276 


286 



Nighttime net tv programing hours per month hy sponsorship type 



TYPE 


SPRING 1955 


SPRING 1956 


SPRING 1957 


Full 


180 


160 


164 


Alternating 


64 


91 


85 


Part'pating 


17 


25 


37 


Total hours 


261 


276 


286 



in ■II iiiiii iiiimi m Hiiu»- 



4. What has been the 
trend in alternate 
sponsorship? 

Data from Nielsen Television Index 
show that alternate sponsorship, de- 
spite a common belief to the contrary, 
is not increasing, but participations are 



m 



5. What were the 
top-rated shows 
this past season? 

Shows, listed alphabetically, made A. 
C. Nielsen Top Ten list between 
November 1956 and January 1957 



Alfred Hitchcock Presents 
Arthur Godfrey Scouts 
Cavalcade of Sports 
Chevy Show 
Climax 

December Bride 

Disneyland 

Ed Sullivan Show 

Election Returns 



Nielsen Top Tens 

Ford Star Jubilee 
G. E. Theatre 
Hoover Speech 
I Love Lucy 
I've Got a Secret 
Jack Benny Show 
Jackie Gleason Show 
Perry Como Show 
Private Secretary 



Pro-Football Champ. 

Game 
Producer's Showcase 
Rose Bowl Football Game 
Saturday Color Carnival 
Shower of Stars 
$64,000 Question 
Steve Allen Show 
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TV AND RADIO BASICS 



WG R -TV 
SELLS 

B U FFALO ! 




. . . just ask any national advertiser 

using WGR-TV today ! 



ABC AFFILIATE... 


RATINGS . . . 


CONTACT. . . 


CHANNEL 2 


We've got plenty 


PETERS. 


Buffalo, New York 


of 'em — check Pulse 


GRIFFIN, WOODWARD, 


or ARB. 


INC. 






right now. Thanks 



NETWORK PROGRAMING TRENDS 



1 



■ II 



Shows 



"Hlk 



■W ^llllllllll III! Hill IIIIIIIIH! 'IB 



mil m<"i\m 



6. How do 

summer replace- 
ments affect 
show ratings? 



Shows at right were the top 25 
according to ARB ratings in 
December 1955. Where summer 
rating is shown with an asterisk 
I*), it means show is summer 
replacement. All other shows 
either continued through the 
summer or had reruns. The aver- 
age audience figures clearly show 
that viewing levels suffer with 
replacements. The actual audi- 
ence drop for replacements came 
to 50" . The drop for show 
which continued or had summer 
reruns on the air was 22% 



$64,000 Question 
Kd Sullivan 
^ I Love Lucy 

You Bet Your Life 
Disneyland 

Jack Benny-Private Secretary 

George GolicI 

I've Got A Secret 

Perry Como 

Godfrey's Talent Scouts 

j| Climax 

1 Dragnet 

Your Hit Parade 

December Bride 

What's My Line . 

Honeymooners-Jackie Gleason 

Person To Person 

Fireside Theatre . . . 

Red Skelton .. . .. 

The Millionaire ... 

Robin Hood 

Lux Video Theatre 

Four Star Playhouse 

Life of Riley . 

Line Up 



Average for shows replaced in summer 



Dec. '55 
Rating 


Dec. '55 
Homes Reached 
(000) 


July '56 
Rating 


July '56 
Homes Reached 
I000> 


61.4 


43,750 


48.6 


39,780 


50.7 


49,200 


42.3 


38,530 


46.6 


37,940 


20.3* 


16,690 


42.1 


32,260 


31.3 


22,130 


41.8 


37,940 


21.9 


19,455 


41.3 


37,480 


20.2 


16,680 


37.0 


29,660 


7.6* 


5,580 


36.0 


27,810 


32.9 


27,560 


34.2 


29,245 


21.6* 


17,855 


34.1 


22,500 


25.6 


19,910 


33.8 


24,815 


28.6 


21,260 


33.8 


26,490 


27.8 


21,060 


33.8 


26,590 


15.8* 


12,140 


33.6 


25,910 


17.6* 


14,540 


32.9 


21,940 


35.1 


25,950 


32.4 


30,220 


29.1 


25,880 


32.2 


14,530 


14.4* 


7,480 


31.9 


21,880 


13.8* 


10,420 


31.9 


22,540 


20.6* 


14,280 


31.3 


25,540 


23.7 


20,020 


31.2 


24,640 


19.6 


14,480 


30.6 


19,945 


29.1 


17,085 


30.3 


18,770 


24.9 


17,980 


30.1 


19,580 


19.7 


1 1,950 


30.1 


20,860 


20.6* 


14,670 


mer 


28,930 




22,482 




25,462 




12,628 



mm r 



■iEI'i 



1 - 



1952 
58 



2 
< 



o 
o 



Index 100 



Evening tv programs aired for 5 years 
(1952 year of origin) 



1953 
30 



52 



1954 



1955 
14 



I 



24 



1956 



I 



14 



7. What are the 
chances of a network tv 
show lasting five years? 

Mortality rate of 58 programs which made 
their debut in 1952 is charted year by year. 
Index figures refer to percent of shows remain- 
ing on the air. Thus, in 1956 only 14 r f of the 
original number (eight shows in all) were 
still on the air. Source: Nielsen Tv Index 
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NETWORK PROGRAMING TRENDS 



8. To what extent 
have network line- 
ups increased? 



The shows cliusen at right to il- 
lustrate the trend in network tv 
lineups were among the top 25 ac- 
cording to December 19.15 ARB 
ratings which were also on the air 
the following December. As the 
figures show, there was a general 
trend toward increased lineups 
with only three programs keeping 
the same-size lineup and one show 
I indicated by an asterisk) reduc- 
ing its lineup. There is no par- 
ticular pattern to the increases, 
however, since different advertis- 
ers have different requirements 





No of UJtiont in lineup 


No of ttjtiont 


ProRr im 


D«c 1955 


Dec 1956 


Jddtd 


$61,000 Onestinu 


i — 1 
1 > i 


I 77 


20 


Ed Sullivan 


I hi 




28 


1 Lose Luc\ 


i - i 
1)1 


1 57 


6 


^ ou Ret Your Life 


i hi 


i hi 

1 IV 


0 


1 )i*ne\ land 


1 75 


1 .)<! 


37* 


Jack I?cim\ 


1 .>.") 


1 (» I 


9 


George Coliel 






25 


1 ve Cot A Secret 




iiii 
1 1>\ 


19 


Pern Coino 


1 1') 


1 Mt 


44 


Godfrey's Talent Scouts 


lift) 


i ~i i 


70 


Climax 




i / i> 

lull 


37 


Dragnet 


J ill 


J it) 


0 


Your 1 lit Parade 


151 


K4 


10 


December Pride 


178 


1 7.", 


0 


\\ hats .M> Line 


8 1 


90 


12 


Honeymooned Jackie Gleasori 


157 


165 


8 


Person to Person 


81 


102 


18 


Red Skelton 


75! 


91 


13 


The Millionaire 


12 J 


181 


57 


Robin Flood 


121 


159 


38 


Life of Riley 


116 


11.'! 


2 


Line Up 


148 


17.", 


30 



Nighttime net shows cancelled and added. Fall of \i 1-Spring "57 



Programs in Use — Fall, 1954 

Cancelled by March, 1955 
Added by March. 1955 

Programs in Use — March, 1955 

Cancelled bv Fall. 1955 
Added by Fall. 1955 

Programs in Use — Fall, 1955 

Cancelled by March. 1956 
Added by March. 1956 

Programs in Use — March, 1956 

Cancelled bv Fall. 1956 
Added in Fall. 1956 ... 

Programs in Use — Fall, 1956 

Cancelled bv March, 1957 
Added by March. 1957 

Programs in Use — March, 1957 



132 
-14 
-21 

139 

-43 
-39 

135 

— 4 
+ 5 

136 
44 

+ 37 

129 

- 6 
-r 9 

132 



9. What has been 
the recent record of 
show fatalities? 



The heavy roster of *lmvv cancellation* i* 
charted at right in data gathered b\ RKO 
Tv from Nielsen files. s ome of the < hange* 
during the fall of 19.rl and the fall of 1955 
are accounted for by the ce**ation of Du- 
Mont network operations, though a large 
percentage of Du.Mont program* were trans- 
ferred to other network*. RKO point* out 
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. TELEVISION SPENDING, COSTS 



1, 



How much have advertisers spent in tv (1949-56) ? 



in 



,in 1 1. 



2. 



Figures atop 
bars are in 
millions of 
dollars, cover 
time, talent and 
commercials 



$57.8 



$170.8 



$1,255.0 



$809.1 



$453.9 



$332.3 





1949 1950 1951 1952 1953 1954 

SOURCE: McCann-Eriekson Central Research Dept.. "Printers Ink." 1956 preliminary estimate. 

sun inn nil i' ii" in ii tiNiiimiiiiiimi in mi i' ii ii i iiiiiiiiiiiiir t *inni 



Where did 1956's tv advertiser dollars go? 




1955 



1956 



IHIMII 



3. 



wmiiiiiiiiiiiiimmiiiiii m iiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiii minim i ii in mum i mini 



"IF I 'IIIIIIIIIII 



NETWORK: $660,000,000 SPOT: $325,000,000 



LOCAL: $270,000,000 



SOURCE: McCann-Eriekson Central Research Dept., "Printers Ink." preliminary estimate, time, talent and commercials. 

.in iiiiiii 1 iiiiiiifiiiiiiiiiiiniiiiiiiiiiiiiiui mum 1 mum win iiiiiiiiiii iiwwi!! , i iwwwiiiiiiiiwiiiiwii 



What's been the growth in spot tv spending? 



Annual spending for spot tv time 



I 




1950 
$25,034,000 



1951 
$59,733,000 



1952 
$80,235,000 



1953 
$124,318,000 



1954 
$176,766,000 



1955 
$222,000,000 



1956 

$278,000,000 



Dollar figures, show advertiser spending for time only. They 
do not include talent and production costs. Figures are net 
(after discounts but before commissions to reps, agencies). 
Data for years 1950 thru 1955 come from Federal Communi- 



cations Commission; 1956 is sponsor estimate based on for- 
mula used by McCann-Eriekson Central Research Dept. to 
break out spot time sales from total tv spending, which 
includes money paid for programing and commercials. 



94 



TV AND RADIO BASICS 



883,700 PROSPECTIVE CUSTOMERS ARE 

Slipping Through Your Fingers 





NEBRASKA 



If You re 

MISSING THE BIG 
ST. JOSEPH MARKET 

37 County coverage area in 
one of Nation's Leading Markets 



KANSAS 



ST. JOSEPH 



MISSOURI 



• KANSAS CITY 



NOW TELECASTING 
ON FULL POWER 
100,000 WATTS 



CHANNEL 2— _ 



CBS— . 



ABC 



NTA 



ST JOSEPH, MISSOURI 

A ' KENYON BROWN STATION 




Blair Television Associates, Rep. 



JULY 1957 
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TELEVISION SPENDING, COSTS 

4. How much money has been invested in network tv time (gross) ? 

iiiiiiiiiiiiiii!iiiiiiiiiiiiiiiiiiiiniii!i \\\ mm in .... minium . m * 

JAN.-APR.. JAN.-APR. 





NETWORK 


1952 




1953 


1954 




1955 


1956 




1956 


1957 




ABC 


$18,353,003 


$21,110,680 


$ 34,713.098 


$ 51,393,434 


$ 76,726,129 


§25,722,106 


§26,407,344 




CBS 


$69,058,548 


$97,466,809 


$146,222,660 


$189,018,121 


$223,520,382 


§70,288,002 


§78,097,833 




DTN 


41(1 1 A A 


$12,374,360 


$ 13,143,919 


$ 


3,102,708 






















NBC 


$83,242,573 


$96,633,807 


$126,074,597 


$163,384,796 


$187,921,123 


S59,632,400 


§63,241,934 












YEARLY 


TOTALS 












1951 


$127,989,713 




1953 


$227,585,656 




1955 


$406,899,059 




Jan-Apr 

1956 


$155,642,508 




1952 


$180,794,780 




1954 


$320,130,910 




1956 


$488,167,634 




Jan-Apr 

1957 


$167,747,111 


Ill 


SOURCE: PIB, 

ilium iiiiiiiiiiiiiiiiiiiiiiii 


DTN* ceased network 
llllllllllllllllllllllllllllllllllllllllllllllll 


operations Sept. 1955 

iiiiiiiiiiiiiiiiiiiiiiiniimiiiiiiiiiii ' mi 


mum 'iiiiiiiiiiiiiiiiiiiiiiiiiiiiini 


mum. 


IliDIIIIIIIIIIIIIIllllll 


llllllllllllllllllllllllllllllllllllllllllllllllllllll 


llliiliii 


iiim iiiiiiiiiiiiiiiiiiiiii 


llllllllllllllllllllllllllllllllllllllllllllllllllllll 


5- How do night and day web tv gross time billings break down? 


gun 


tl If*" • mill 


mum i ■iiiiiiiiiiiiiiiiiiiiiiiiii 
Jan.- 


milium mum ■ ■■■■ 

Dec. 1956 


i' mm > i in 


mum 


iiiiiiiiimmiiiii 


anmm iimmiiiiiiiiiimiiiiiiiiiiimmii 
Jan.- 


iiiiiiiii 
Ap 


IB lllllllllllllllll 

r. 1957 


iiiiiiiiii iiiiiiiiiiiiiiiiiinr 




ABC 
CBS 
DTN 
NBC 


Weekday 
daytime 

$ 15,676.458 
73,302.473 


Weekend 
daytime 

$ 1,372,276 
10,967.912 


Evening 
$ 59.677,395 
139.249.997 




ABC 
CBS 
NBC 


Weekday 
daytime 

$ 2.916,372 
25,429,769 
14,504,346 




Weekend 
daytime 

$ 624,599 
3.284,197 
4,028,710 


Evening 

$ 22.866.373 
49.383.867 
44,708.878 


39.837,644 




13.636,929 


134,446.550 










Total 


$42,850,487 




$7,937,506 


$1 16,959.1 18 




Total 


$128,816,575 


$25,977,1 17 


$333,373,942 








ABC 
CBS 
DTN 
NBC 


Jan.- 

$ 3.723,365 
66,174,871 
227.560 
35,902,841 


Dec. 1955 

$ 2,388,984 
9,213,386 
27.937 
9.481,361 


$ 45,281,085 
1 13,629,864 
2.847.21 1 
118,000,594 




ABC 
CBS 
NBC 


Jan.- 

$ 5.668,282 
23,584,053 
12.443,277 


Ap 


r. 1956 

$ 534,027 
2,861,702 
4,795,280 


$ 19,519.797 
43,842.247 
42.393,843 




Total 


$106,028,637 


$21.1 1 1,668 


$279,758,754 




Total 


$41,695,612 




$8,191,009 


$105,755,887 




SOURCE: PIB. DTN ceased network 


operations Sevt. 


1955. 
















,h 




1 
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TV AND RADIO BASICS 



Looking for a TV Basic Fact? 

WSAZ-TV 
DELIVERS 
1000 HOMES 
FOR $1.30 

Station B Has an 84% higher CPM homes 

Station C Has a 317% higher CPM homes 

AND . . . WSAZ-TV delivers 31% more total 
homes than the other stations combined! 

Figures above based on a 260 time-20 second frequency rate, 
7:30 PM to 10:30 PM .... EVERY DAY OF TH E 
WEEK! Source JUNE 1957 ARB BASED OX 110 
COUNTIES SERVED BY Huntington and Charleston 
Television. 




HUMT1MGTOM-CHARLESTOM. W. VA. 



ST. 5. o. xrsTWoum 

Affiliated with Radio Stations 
WSAZ. Huntington & WKAZ. Charleston 

LAWRENCE H. ROGERS. PRESIDENT 
Represented by The Katz Agency 



july 1957 
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TELEVISION SPENDING, COSTS 



6. 



What industries invest most heavily in network tv? 



7, 



INDUSTRY 


1951 


1952 


1953 


1954 


1955 


1956 


Food 


$25,839,983 


$33,806,938 


$42,181,919 


$64,495,785 


$79,988,578 


$89,054,700 


Toiletries 


16,455,364 


24,803,774 


36,338,809 


49,962,588 


74,175,005 


85,571,670 


Autos, Accessories 


11,050,501 


15,464,800 


21,059,028 


29,203,750 


47,059,360 


56,729,835 


Soaps, cleansers, polishes 


11,037,695 


21,004,194 


22,908,419 


34,606,678 


45,967,555 


60,559,298 


Smoking materials 


17,993,090 


28,430,197 


36,060,199 


42,727,939 


42,121,762 


40,746,531 


Household equipment, supplies 


8,528,403 


11,460,099 


19,946,095 


25,994,871 


31,548,849 


34,526,366 


Drugs, remedies 


2,799,894 


6,102,734 


9,640,633 


15,848,666 


23,280,306 


39,428,048 



SOI'KCK: l'lli. fiross lime costs, ranked by 11155 spending. 

:iti mi i air .linn mum n u i 



Who are the top 10 spenders in network tv (1951-56) ? 



1951 

P&G 

General Foods 
R. J. Reynolds 
Colgate 

Liggett & Myers 
P. Lorillard 
Ford 

American Tob. 

Lever 

Kellogg 



1952 

P&G 

Colgate 

R. J. Reynolds 

General Foods 

Lever 

American Tob. 
Liggett & Myers 
General Motors 
General Mills 
P. Lorillard 



1953 

P&G 
Colgate 

R. J. Reynolds 
General Motors 
American Tob. 
Gillette 
General Foods 
Liggett & Myers 
Lever Bros. 
General Mills 



1954 

P&G 

Colgate 

R. J. Reynolds 

Gillette 

General Motors 
General Foods 
American Tob. 
Chrysler 
General Mills 
Lever 



1955 

P&G 
Colgate 
Chrysler 
Gillette 

General Motors 
General Foods 
R. J. Reynolds 
American Tob. 
General Mills 
Lever 



1956 

P&G " 

Colgate 

General Motors 
Chrysler 

Amer. Home Prod. 
General Foods 
Gillette 

R. J. Reynolds 

Lever 

Ford 



SOl'llCK: l'lli. ranked according to gross time billings. 

f'l i! m -ipi mm mm iimi>in,i.,iini!i mmi 



8. How many advertisers have invested in spot tv? 



1949 


1950 


1951 


1952 


1953 


1954 


1955 


1956 


530 


970 


1,540 


1,632 


2,009 


2,789 


3,355 


4,399 


SOIRCE: IMS. X. 

4iii mr mi 


0, Korabaugh Co. 

i im.i inuii mw 
















9. 



How is total tv spending divided between networks and stations? 



52 °/o Networks 



I 



48% Stations 



iMH'HCK: MoCann- Krlckson Central Kesearch Department. 1956 tv revenue before station snare of network revenue. 

— WIIHII' i« ill ihmmmmimmmimNm 
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TV AND RADIO BASICS 



You may be a "flop" at the Charity Ball, but... 




TV-., 




WkzO-TV_GRand RaPI0S.<alamaZOO 
WKZO RADIO — KALAMAZOO-flATTLE CREEK 
WJEF RADIO -GRAND RAPIDS 
WJEf-fM — GRAND R APIDS-K ALAMAZOO 
KOLN-TV — LINCOLN NEBRASKA 
Aii^;«ted m.ltt 

WM8Q RADIO — PEORIA. ILLINOIS 



ARB proves 
you're " solid " 
when you pick 
WKZO -TV 
in KALAMAZOO 
GRAND RAPIDS 



The March 1957 A KB Report shows 

that WKZO-TV is first in 327 

out of 416 quarter hours — or 78.6^0 of 

the time! Ask A very- K Model 

for ALL the eornparisons ! 



AMERICAN RESEARCH BUREAU 
MARCH 1957 REPORT 



TIME PERIODS 



MONDAY THRU FRIDAY 
8:00 a.m. to 6:00 p.m. 
6:00 p.m. to 1 1 :00 p.m. 

SATURDAY 

8:00 a.m. to 1 1 :00 p.m. 
SUNDAY 

9:00 a.m. to 1 1 :00 p.m. 



-KALAMAZOO 


Number of Quarter Hours 
With Higher Ratings 


WKZO-TV 


Station B 


143 
94 


57 
6 


50 


10 


40 


16 



NOTE: Survey based* on sampling in the following proportions — 
Grand Rapids (42.8%), Kalamazoo (18.9%), Muskegon 
(19.8%), Battle Creek (18.5%). 

miow 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 

Studios in Both Kalamazoo and Grand Rapids 
for Greater Western Michigan 

Avery-Knoflel. Inr.. Exclusive National Representatives 



ly 1957 
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TELEVISION SPENDING, COSTS 



0. 



Where does spot tv money come from? 



. , mum iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiM i iiiiiiiiiiiiiiiiiii 

Spot tv spending by 31 industries 


IIIIIUIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII 
during J9do 


iiiiiniiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiHiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiniiiiiiiiiiii 

and first quarter of 1957 


luiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiimiii 


Product category 


Spending estimate 
1st quarter '56 


Spending estimate 
2nd quarter '56 


Spending estimate 
3rd quarter '56 


Spending estimate 
4th quarter '56 


Spending estimate 
1st quarter '57 


4*1 

Agriculture 


S3 10,000 


$327,000 


$278,000 


$310,000 


$410,000 


4 11 0 * 

Ale, beer & wine 


$8,323,000 


$9,009,000 


$8,463,000 


$8,442,000 


$8,514,000 


Amusements, entertainment 


$15/,000 


$139,000 


$174,000 


$90,000 


$119,000 


Automotive 


$3,280,000 


$3,556,000 


$1,827,000 


$4,249,000 


$2,293,000 


Building material, fixtures, paints 


$805,000 


$1,175,000 


$791,000 


$651,000 


$450,000 


Clothing & accessories 


$1,793,000 


$2,221,000 


$1,861,000 


$2,813,000 


$2,170,000 


Loniections & soit drinks 


$4,673,000 


$5,322,000 


$4,620,000 


$6,961,000 


$7,234,000 


Consumer services 


$2,952,000 


$3,12o,000 


$2,494,000 


$3,973,000 


$3,177,000 


Cosmetics & toiletries 


$7,442,000 


$9,541,000 


$8,950,000 


$8,307,000 


$10,660,000 


Dental products 


$4,253,000 


$4,442,000 


$2,742,000 


$1,765,000 


$1,536,000 


Drug products 


$10,726,000 


$6,468,000 


$5,295,000 


$9,537,000 


$12,981,000 


Food & grocery products 


$28,461,000 


$28,381,000 


$21,775,000 


$28,998,000 


$32,860,000 


Garden supplies & equipment 


$134,000 


$187,000 


$38,000 


$54,000 


$190,000 


Gasoline & lubricants 


$3,123,000 


$4,206,000 


$3,908,000 


$4,793,000 


$5,422,000 


Hotels, resorts, restaurants 


$48,000 


$99,000 


$73,000 


$70,000 


$87,000 


Household cleaners, polishes, waxes 


$1,579,000 


$2,301,000 


$592,000 


$2,391,000 


$2,808,000 


Household appliances 


$1,505,000 


$2,430,000 


$1,446,000 


$2,354,000 


$1,472,000 


Household furnishings 


$768,000 


$958,000 


$898,000 


$1,182,000 


$1,380,000 


Household laundry products 


$4,747,000 


$5,242,000 


$3,284,000 


$3,013,000 


$3,732,000 


Household paper products 


$1,108,000 


$1,502,000 


$1,016,000 


$1,703,000 


$1,618,000 


Household, general 


$975,000 


$1,092,000 


$511,000 


$497,000 


$592,000 


Notions 


$80,000 


$98,000 


$162,000 


$116,000 


$30,000 


Pet products 


$986,000 


$1 174 000 


$849,000 


$1,649,000 


$1,679,000 


Publications 


$564,000 


tj? LOO.\J\J\J 


$484,000 


$135,000 


$553 000 


Sporting goods, bicycles, toys 


$98,000 


$102 000 


$79,000 


$1,161,000 


$115,000 


Stationery, office equipment 


$73,000 


$54,000 


$23,000 


$89,000 


$131,000 


Tv. radio, phono., musical instruments 


$626,000 


$554 000 


$348,000 


$832,000 


$423,000 


Tobacco products & supplies 


$7,081,000 


$7 371 000 


$7,823,000 


$8,115,000 


$10,331,000 

<mj* m t mwr mar ■ t m m m m m w 


Transportation & travel 


$665,000 


OOftO AAA 

3j>oyo,000 


$542,000 


$761,000 




Watches, jewelry, cameras 


$1,834,000 


$1,982,000 


$1,637,000 


$1,613,000 


$1,249,000 


Miscellaneous 


$1,040,000 


$1,444,000 


$881,000 


$1,218,000 


$1,835,000 


TOTAL 


$100,209,000 


$105,584,000 


$83,863,000 


$107,842,000 


$1 16,935,000 


SOURCE TvB 

t!l MllIHMM 


dim iiiiiiiiiiiiiiiiiiiiiiiiii 
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TV 


AND RADIO BASICS 



I 




there's more than one 



in 



daytime 



r 





ion 



0/1 

KCMC-TV 

Look, at the amazing inrrea-e in (lav time \ ie\s inj:. 
a> measured in three eon>e(*uti\ e Area Telepul-e 
Mirveys . . . 

AVERAGE Va HR. SETS-IN-USE — SIGN-ON TO 6 P.M. 



'Coljiate-Paluiolivr |>re*ont» "Tlit* Ui<i 
l»a}t»ir on KCMC-TV and CU> 'IVlin i- 
«i<>ii Monday ihrongh Friclaj. 1-1:30 
P.M. CST. 



SEPT. 1955 


FEB. 1956 


FEB. 1957 


15.7% 


21.2% 


33.5% 


26 COUNTIES 


26 COUNTIES 


29 COUNTIES 



...and. in the >ame 1957 -ur\ e\ , KCMC-TV re<ri*ter- 

total weekly share of audience throughout it> 1 OO-iniciox olt area! 

POWER PROGRAMMING PROMOTION 

KCMC-TV a 




WALTER M. WINDSOR 

General Manager 



CHANNEL 6 / 100,000 WATTS 
TEXARKANA, TEXAS-ARKANSAS 

Represented by l onard. Rintoul & McConnell 



RICHARD M. PETERS 

('tun merrial Manager 



JULY 1957 
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TELEVISION SPENDING, COSTS 



11. How is spot tv 
money spent? 



Announcements are the biggest 
source of spot tv money, according to 
these figures, released by TvB from 
data collected b\ \. C. Rorabaugh Co. 
The dollar figures co\er time only, 
not programing costs, and are on 
the basis of gross lone-time) rates. 



HOW SPOT TV SPENDING IN 1956 BREAKS 
DOWN BY TIME OF DAY AND TYPE OF BUY 



DAY 
XICIIT 

LATE SIGHT 
TOTAL 



AXXOLXCEMEiXTS 
Ilfs 

PARTICIPATIONS 

snows 

TOTAL 



SI 35,339,000 
8222,517,000 
S39,642,000 
S397,498,()00 



SI 76,429,000 
S4 6,806,000 
190,541,000 
$83,722,000 

S397,498,000 



34.0% 
56.0% 
10.0% 
100.0% 



44.4% 
11.8% 
22.8% 
21.1% 
100.0% 



12. 



How do network tv billings hold up in summer? 

network, 1956 



IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIWIIIIIIIIIII IIIIIIIIIIIIIIIIIIIIIIIIUJ 



Monthly gross 



time billings by 



MONTH 




ABC 


CBS 


NBC 


TOTAL 


January 




$6,382,046 


$17,820,455 


$14,695,116 


$38,897,617 


February 




6,418,210 


16,928,361 


13,845,000 


37,191,571 


March 




6,747,928 


17,834,976 


15,955,688 


40,588,592 


April 




6,173,922 


17,668,950 


15,136,596 


38,979,468 


May- 




6,639,132 


18,260,894 


15,710,403 


40,610,429 


June 




6,119,917 


17,935,789 


14,186,929 


38,242,635 


July 




5,532,030 


18,481,719 


13,733,765 


37,747,514 


August 




6,842,292 


19,430,748 


16,323,549 


42,596,589 


September 




5,673,910 


18,399,872 


14,932,295 


39,006,077 


October 




6,878,183 


20,446,755 


18,142,005 


45,466,943 


November 




6.619,109 


19,866,463 


17,593,056 


44,078,628 


December 




6,699,450 


20.395,400 


17,666,721 


44,761,571 


Total 




$76,726,129 


$223,520,382 


$187,921,123 


$488,167,634 



KCK: 1MB August 

in p iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiHiiiiiinii! iiiiiiiiiiiiu iiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii ii 'iiiiiiiiiiiiiifimiiiiiiiiiiiiiffl milium!! mi niiiiiiiiiiiiiiiiiiin iiiiiiiiiiiiiiiiiiiiiiiiiiiuim mi if 1 1 iih <m 



si) ending 

IIIIIIIIIIIIIHI 



reflects political conventions 

liiiiiiiiiiiiiiiiiiiiiuii 



13. 



Who were the top tv agencies last year? 



Rank 


Agency 


Billings 
(000) 


1 


Y&R 


$74,000 


2 


BBDO 


70,000 


3 


McCann-E. 


66,400 


4 


JWT 


60,000 


5 


B&B 


51,000 


6 


Ted Bates 


49,000 


7 


Leo Burnett 


39,900 


8 


Wm. Esty 


34,000 


9 


K&EJ 


31,100 


10 


Compton 


29,300 


1 1 


D-F-S 


27,000 


12 


FC&B 


25,500 


13 


Ayer 


25,000 


14 


SSCB 


20,100 


15 


Lennen & Newell 


18,500 


16 


Biow 


14,500 


17 


Tatham-Laird 


13,600 



Top 50 tv agencies in 1956 

Billings 



Rank 


Agency 


(000) 


18 


c&w 


$13,500 


19 


Maxon 


13,400 


20 


Campbell-Ewald 


13,000 


21 


Campbell-Mithun 


12,000 


22 


Grant 


11,000 


22 


R&R 


1 1,000 


24 


D'Arcy 


10,500 


25 


Kudner 


10,000 


26 


Houston 


9,500 


26 


Kletter 


9,500 


26 


Needham, L&B 


9,500 


26 


North 


9,500 


30 


Grey 


8,800 


31 


Wade 


8,500 


32 


D. P. Brother 


8,000 


33 


NC&K 


7,000 


34 


Guild. Bascom & 






Bonfigli 


6,800 



Rank 


Agency 


Billings 
(000) 


35 


Ludgin 


$6,700 


36 


Gardner 


6,200 


37 


Wasey 


6,000 


38 


F&S&R 


5,500 


38 


McM-J&A 


5,500 


38 


Russel Seeds 


5,500 


41 


Geyer 


5,000* 


41 


Warwick & Legler 


5,000 


41 


Mogul 


5,000 


41 


Weiss & Geller 


5,000 


45 


Spector 


4,600 


46 


Cohen 


4,300 


46 


DCSS 


4,300 


46 


Richards 


4,300 


49 


LaRoche 


4,000 


50 


Donahue & Coe 


3,700 



NOTE Top management at above acetifies compiled, released or confirmed figures, except for (*), which Is SPONSOR estimate. 
II October 1955 through 30 September 105*1. 



I 
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udl y 



nnounces 



WFGA-TV 

Jacksonville, Fla. 



Becomes Basic 



NBC 

SEPT. 1 st 



TV Sets 
Population 
Buying Power 
Retail Sales 



For A Service Area of 64 
Florida - Georgia Counties 

226,880 (1) 
1,511,300 (2) 
$1,785,944,000 (2) 
$1,562,627,800 (2) 

(II Television Magoiine, June 1957 

(2) Sales Monogemenr Survey of Buying Power, 1957 



WFGA-TV • Channel 12 • VHF 

equipped for FULL COLOR • 1000 ft. tower 
Top Power 316,000 watts • JACKSONVILLE, FLORIDA 



Represented by Peters, Griffin, Woodword, Inc. 




JULY 1957 
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TELEVISION SPENDING, COSTS 



14. What does it cost 
to use I.D.'s? 



Put together by TvB. the chart below on I.D. costs represents part of the 
findings of a special spot tv study. Costs below are based on the highest 
rate station in each market but special announcement packages are not 
included. Audiences are projected from Nielsen Audimeter homes during 
the 11-15 February 1957 week. All time periods listed in the fourth col- 
umn are local except 11:30 p.m., which is 10:30 p.m. in the Pacific zone. 



, I' 



iiiiiiiiiu n -iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiniiiiiiiiiiio 

Cost-per-1,000 "sales call" 



i iiiiuruiiiiiiiiiiiiiiiii m 

data for users of spot tv 



iiiiiiiiiiiiiiiiii nmiiiiiiiiiiiiiiii ii in 

.D.'s on 13-week basis 
COST-PER-1,000 SALES CALLS | 



■ ■ you bpcnu 
this much money 
per week 


You cm deliver 
this many sales 
calls per week 


In title 
In TrllS 

many top 
markets 


At 
this time 
of day 


On these 
days of 
the week 


A II 
All 

television 


Youngest 
Housewife 

Unmnr 

nomes 


Family = 
Homes ^= 


$ 4,729 


4,008,600 


50 


1 0:30 a.m. 


M&F(2) 


$1.18 


$3.30 


$3.50 


5,007 


5,1 16,900 


50 


12:30 p.m. 


M&F(2) 


no 
.98 


2.88 


4.07 B 


5,292 


6,539,500 


50 


4:30 p.m. 


M&F(2) 


O 1 

.8 1 


1.79 


2.83 = 


5,995 


4,621,700 


75 


10:30 a.m. 


M&F(2) 


1 .30 


3.85 


3.82 = 


6,322 


6,787,1 00 


50 


11:30 p.m. 


M&F(2) 


.93 


3.43 


o no : 

2.93 


6,333 


6,217,300 


75 


12:30 p.m. 


M&F(2) 


1.02 


2.99 


4.5 1 ; 


6,662 


7,305,900 


75 


4:30 p.m. 


M&F(2) 


.91 


2.11 


3.01 1 


6,958 


5,262,300 


100 


10:30 a.m. 


~M&F(2) 


1.32 


4.11 


4.14 ; 


7,340 


6,822,500 


1 AA 

100 


12:30 p.m. 


M&F(2) 


1.08 


3.24 


4.81 : 


7,448 


8,913,200 


100 


4:30 p.m. 


M&F(2) 


.87 


2.34 


6.2.5 \ 


7,905 


8,347,300 


75 


11:30 p.m. 


M&F(2) 


.95 


3.68 


0 0 1 


9,090 


9,007,600 


100 


11:30 p.m. 


M&F(2) 


1.01 


3.88 


0.57 : 


9,469 


9,196,200 


50 


6:30 p.m. 


M&F(2) 


1.03 


3.64 


4.43 1 


11,148 


10,603,100 


50 


10:30 a.m. M-F (5) 


1.05 


3.19 


3.10 1 


11,825 


12,1 12,300 


50 


12:30 p.m. 


M-F (5) 


.98 


2.80 


3.91 1 


12,156 


10,563,800 


75 


6:30 p.m. 


M&F(2) 


1.15 


4.35 


5.09 I 


12,261 


1 5,044,000 


50 


4:30 p.m. 


M-F (5) 


.82 


1.90 


2.57 1 


13,200 


1 1,082,600 


50 


10:30 p.m. 


M&F(2) 


1.19 


5.05 


4.29 I 


14,158 


12,320,600 


75 


10:30 a.m. 


M-F (5) 


1.15 


3.53 


3.38 1 


14,211 


12,167,300 


100 


6:30 p.m. 


M&F(2) 


1.17 


4.47 


5.03 1 


14.679 


16,058,000 


50 


11:30 p.m. 


M-F (5) 


.91 


3.14 


3.01 i 


14,978 


15,327,000 


75 


12:30 p.m. 


M-F (5) 


.98 2.84 


4.40 I 


15,516 


17,119,100 


75 


4:30 p.m. 


M-F (5) 


.91 


2.18 


2.90 I 


15,536 


16,144,400 


50 


8:30 p.m. 


M&F(2) 


.96 


3.50 


3.44 I 


16,414 


13,016,200 


75 


10:30 p.m. 


M&F(2) 


1.26 


5.31 


3.86 1 


16.448 


12,917,900 


100 


10:30 a.m. 


M-F (5) 


1.27 


3.71 


3.76 1 


17,374 


17,095,500 


100 


12:30 p.m. 


M-F (5) 


1.02 


3.14 


4.83 I 


18,102 


20,428,100 


100 


4:30 p.m. 
10:30 p.m. 


M-F (5) 


.89 


2.38 


3.01 | 


18,408 


14,336,600 


100 


M&F(2) 


1.28 


5.52 


4.54 1 


18.439 


17,897,200 


75 


11:30 p.m. 


M-F (5) 


1.03 


3.45 3.25 1 


19,110 


18,750,000 


75 


8:30 p.m. 


M&F(2) 


1.02 


4.03 3.46 § 


21.258 


19,595,000 


100 


11:30 p.m. 


M-F (5) 


1.08 


3.76 


3.57 § 


21,500 


20,384,900 


100 


10:30 p.m. 


M&F(2) 


1.05 


3.97 


3.71 i 


22,458 


25,089,100 


50 


6:30 p.m. 


M-F (5) 


.90 


3.19 


3.79 m 


28.849 


28,802,900 


75 


6:30 p.m. 


M-F (5) 


1.00 


363 


3.90 1 


31.961 


25,820,100 


50 


10:30 p.m. 


M-F (5) 


1.24 


4.69 


4.12 § 


33,739 33,546,500 


100 


6:30 p.m. 


M-F (5) 


1.01 


3.91 


4.11 1 


37,788 


35,692,300 


50 


8:30 p.m. 


M-F (5) 


1.06 


3.84 


3.91 I 


39,606 


30,913,400 75 


10:30 p.m. 


M-F (5) 


1.28 


5.08 


4.41 1 


44.352 


33,974,900 100 


10:30 p.m. 


M-F (5) 


T3T 


5.20 


4.47 1 


46,348 


42,915,600 75 


8:30 p.m. 


M-F (5) 


1.C8 ~ 


4.08 


3.82 ■ 


52.039 


48,610,200 100 

< hid iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiinitiniiiuii 


8:30 p.m. 

iiiiiiiiHiiiniiuiiiiniiiii ii ii 


M-F (5) 

HIM Ml HIT 1 


1 .07 

iiiiiYMiiiiniiiiiiiiiiiiiiii 


4.33 

H lllf^^H 


4.07 | 

i Hmiunn mi! 
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TV AND RADIO BASICS 
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Its Here ! 



with an extra BOMS for YOU. Our new maxi- 
mum power and 1.000 foot tower is erected . . . 
delivering you a market of more than a quarter- 
million TV families. 



The BEST of NBC-ABC-TV 




EAU CLAIRE, WISCONSIN 




SEE YOUR HOLLINCBERY MAN 



july 1957 



105 



TELE VISION SPENDING, COSTS 

. Who are the big I.D. users? 



The 155 companies listed here include all clients who Spent 
$50,000 or more in terms of gross time for l.D.'s during 
1956. Data is supplied b\ TvB from material put together 
b\ V C. Rorabaugh Co. Total spending on I.U.'s last }ear 



came to nearly $47 million or nearly 12'4 of the $398 mil- 
lion spent in spot tv during 1956. All brands shown used 
l.D.'s but the $50,000 cut-off refers to total spending by 
the compart). Material is from TvB s first annual report. 



HERE ARE 155 FIRMS WHO SPENT $50,000 OR MORE ON I.D.'S IN 1956 



American Tobacco Co. 

Hit Parade Cigarettes 
Lucky Strike 
Cigarettes 
Pall Mall Cigarettes 

Anderson, Clayton & Co. 

Meadolake Margarine 
Mrs. Tucker's 

Margarine 
Mrs. Tucker's 

Shortening 

Associated Products, 
Inc. 

5 Day Deodorant Pads 

Avoset Co. 
Avoset Dairy Cream 
Qwip Whipped Cream 

B 

B. T. Babbitt Co., Inc. 
BABO Cleanser 
Cameo Cleanser 
Glim Detergent 

Baird's, Mrs., Bakery 
Baird Bread 

Best Foods, Inc. 
Gold Plate Foods 
Hellmann's Mayonnaise 
Nucoa Margarine 
Rit 

Blatz Brewing Co. 

Blatz Beer 
Triangle Beer 

Blumenthal Bros. Choc. 
Co. 
Candy 

Borden Co. 

Borden's Inst. Coffee 
Dairy Products 
Ice Cream 

Brown & Haley 

Candy Bars 

Brown I Williamson 
Tobacco Co. 
Kool 
Raleigh 
Viceroy 

Surgermeister Brewing 
Corp. 

Burgermeister Beer 



Burrus Mills, Inc. 

Lightcrust Cake Mix 
lightcrust Flour 
Lightcrust Shortening 



\ 



Burry Biscuit Corp. 
12 Treat Ice Cream 
Cookies 



Carling Brewing Co., 
Inc. 

Carling's Black Label 
Beer 

Carling's Red Cap Ale 
Stag Beer 

Carter Products, Inc. 

Arrid Deodorant 
Nair 

Rise Shaving Cream 

Carvel Co. 

Ice Cream 

Chrysler Corp. 

All Chrysler Corp., 

Cars 
Chrysler Cars 
Plymouth Cars 

Chunky Chocolate Corp. 

Chunkies Candy 

Coast Federal Sav & 
Loan Assoc. 

Coca-Cola Co. /Bottlers 

Buck Beverage 

Coca-Cola 

76 

Colgate-Palmolive Co. 

Ajax Cleanser 
Brisk Dentifrice 
Colgate Bar Soap 
Colgate Dental 

Cream 
Colgate Lustre Net 
Halo Shampoo 
Merry Detergent 
Palmolive Shave 

Cream 

Colonial Baking Co. 
Bread 

Colonial Stores, inc. 
Food Stores 

Columbia Baking Co. 
Champ Bread 
Hollywood Bread 
Southern Bread 
Southern Cake 



Commercial Solvents 
Corp. 

Norway Anti-Freeze 
Peak Anti-Freeze 

Continental Baking Co. 

Hostess Cakes 
Morton Frozen Foods 
Profile Bread 
Staff Bread 



Continental Baking Co. 

Twinkies 
Wonder Bread 

Cream of Wheat Corp. 
Cream of Wheat 



Dairymen's League Co Op 
Dairylea Dairy 

Products 
Dairylea Ice Cream 

Delta Air Lines, Inc. 

Democratic Party 

Donnelly, Reuben H., Co. 
Yellow Pages 

Dormin, Inc. 
Pellex 

Drackett Co. 
Drano Cleanser 
Windex Cleanser 

Duffy Mott Co. 

Apple Products 

Duncan Coffee Co. 
Admiration Coffee Inst. 
Admiration Coffee Reg. 
Admiration Coffee 

Inst./Reg. 
Maryland Club Coffee 

Inst. 

Maryland Club Coffee 

Inst./Reg. 
Maryland Club Coffee 

Reg. 

Du Pont, E. I., 
De Nemours 

Duco Paints 
DuPont Car Wax 
DuPont Safety Wax 
Institutional 
Rosebush Insecticide 
Zerex & Zerone 
Anti-Freeze 



East Ohio Gas Co. 
Appliances 



Fanny Farmer Candy 
Shops 

Fleetwood Coffee Co. 

Fleetwood Coffee- 
Instant 

Fleetwood Coffee 
Inst./Reg. 

Fleetwood Coffee- 
Regular 

Florida Citrus 
Commission 
Citrus Products 



Folger, J. A., t Co. 

Folgers Coffee Inst. 
Folgers Coffee 

Inst./Reg. 
Folgers Coffee Reg. 

Ford Motor Co. 

Ford Accessories 
Ford Cars 
Ford Trucks 
Lincoln Cars 
Mercury Cars 

Frito Co. 

Champion Foods 

Cheetos 

Chili 

Fritos 

Tatos 



G. H. P. Cigar 
El Producto Cigars 
La Palina Cigars 

Gallo Winery E. & J. 

Burganday Wine 
Gallo Wine 
Sherry Wine 

General Baking Co. 

Biscuits 
Bond Bread 

Grossinger's Rye Bread 

General Electric Co. 
G.E. Washing 

Machine 
Hotpoint TV Sets 
Telechron Clocks 

General Foods Corp. 
Birdseye Frozen 

Foods 
Birdseye Frozen 

Poultry 
Bliss Coffee 

Inst./Reg. 
Bliss Coffee Reg. 
Gaines Dog Food 
Good Seasons 

Salad Dress. 
Jello Gelatin 

Dessert 
Jello Puddings 
Kool Aid 
Maxwell House 

Coffee Inst. 
Maxwell House Coffee 

Inst./Reg. 
Maxwell House 

Coffee Reg. 
Post Toasties 
Post's Cereals 
Post's Sugar Crisp 
Sanka Coffee Inst. 
Swansdown Cake 

Flour 
Swansdown Cake 

Mix 
Yuban Coffee 

Inst./Reg. 



General Mills, Inc. 
Betty Crocker 

Cake Mix 
Betty Crocker 

Pancake Mix 
Betty Crocker 

Waffle Mix 
Cheerios 

Drifted Snow Flour 
Gold Medal Flour 
Sperry Pancake Mix 
Sperry Waffle Mix 
Sperry Wheathearts 
Surechamp Dog Food 

General Motors Corp. 

All G.M. Cars 
Buick Cars 
Chevrolet Cars 
Chevrolet Trucks 
Frigidaire 

Appliances 
Oldsmobile Cars 
Pontiac Cars 
Saginaw Power 

Steering 

Goetz, M. K., 
Brewing Co. 
Country Club Beer 
Goetz Beer 

Golden Mix, Inc. 
Pancake Mix 

Great A & P Tea Co. 
A & P Food Stores 

Grove Laboratories, 
Inc. 

BromoQuinine 
Cold Tablets 
Citroid 

4 Way Cold Tablets 

H 

Haberle Congress 
Brewing 

Ale 
Beer 

Hall, Robert Clothes 

Hammer Beverage 
Co. Bottlers 
Ginger Ale 
Soft Drinks 

Hand, Peter, 
Brewing Co. 

Holsum Baking/Bakeries 
Bread 

Crackers & Cookies 

Hood Chemical Co. 
EZ Bleach 
EZ Starch 
Hood Bleach 
Hood Starch 
33 Bleach 
Zero Cleanser 
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TV AMI RADIO BASICS 



WISN - TV 



HIGH 



RATINGS 

(ARB) 



LOW COST 
PER M 



Effective 
Merchandising 



Wide Coverage 
In Wisconsin 



MILWAUKEE 

America's 
14th Market 



362,400 families 

$2,248,671,000 effective 
buying income 

* 1 ,45 1 ,48 1, 000 total 
retail sales 



Plus coverage of 418,000 
additional families beyond 
the metropolitan area 

John B. Soell, Station Manager 
Rc [trtMHtcd by Edward Petri/ d Co., Inc. 




THE NEW WISN WISN-TV COMMUNICATIONS CENTER 



Ba*ic ABC Affiliate 



TELEVISION SPENDING, COSTS 



BIG I.D. USERS . . . continued 



Hudson Pulp & Paper 
Corp. 
Paper Napkins 

I 

Illinois Meat Co. 

Broadcast 
Canned Meats 
Imperial Sugar Co. 

Brown Sugar 

Cane Sugar 
International Salt Co. 

Sterling Salt 
Ireland's Chili Co. 

Barbecue Sauce 

Chili 

Pit Bar BQ 

Sauces 



J F G. Coffee Co. 
JFG Coffee Inst. 
JFG Coffee Inst. Reg. 
JFG Coffee Reg. 

Jenney Mfg. Co. 
Gas & Oil 

Jewell, J. 0., Inc. 
Jesse Jewell's 
Frozen Chicken 

Jewel Tea Co., Inc. 
Jewel Foods 

K 

Kellogg Company 
Special K Cereal 
Various Kellogg 
Cereals 

Koester's Bakery 
Bread 

Kroger Co. 

Food Stores 

Krueger, G., Brewing Co. 

Krueger Ale 
Krueger Beer 

Kuner-Empson Co. 

Canned Foods 



Lanvin Parfums, Inc. 
Lanvin Perfumes 

Leeming, Thomas, & Co., 
Inc. 

Ben-Gay 

Leslie Salt Co. 
Salt 

Lever Brothers Co. 

Dove Toilet Soap 
Imperial Margarine 
Surf Detergent 
Wisk 

Liggett & Myers 
Tobacco Co. 

Chesterfield 
L & M 

Lone Star Brewing Co. 

Lone Star Beer 

Lorillard, P., & Co. 

Kent Cigarettes 

Muriel Cigars 

Old Gold Cigarettes 

Lucky Lager Brewing Co. 
Lucky Lager Beer 

Ludens, Inc. 
Cough Drops 
Fifth Ave. Candy Bars 



M 

M. J. B. Co. 
MJB Coffee Instant 
MJB Coffee Inst /Reg. 
MJB Coffee Regular 
MJB Rice 
MJB Tea Reg. 
Tree Tea Reg. 

Marathon Corp. 

Northern Napkins 
Northern Tissues 
Northern Towels 
Paper Products 
Waxtex 

Martin Oil Co. 

Martin Oil 

Max Factor i Co. 

Max Factor 
Cosmetics 

Meads Baking Co. 
Dottie Lee Bread 
Meads Bread 

Michigan Auto Club 

Miles Laboratories, Inc. 

Alka Seltzer 
Bactine 

One-A-Day Brand 

Vitamins 
Tabcin 

Miller Brewing Co. 
Miller High Life Beer 

Morris, Phitip, t Co. 

Marlboro 
Parliament 
Philip Morris 
Spud 



N 



National Biscuit Co. 
Dromedary Foods 
Home Town Bread 
Millbrook Bread 
Nabisco Cookies & 

Crackers 
Nabisco Shredded 

Wheat 
NBC Bread 
Pal Dog Foods 

National Brewing Co. 

National Bohemian 
Beer 

National Premium Beer 

National Dairy Products 

Kraft Cheese 
Kraft Cottage 

Cheese 
Kraft Mayonnaise 
Kraft Orange Juice 
Kraft Parkay 

Margarine 
Kraft-Various 

Products 
Sealtest Dairy 

Products 
Sealtest Ice Cream 

Nehi Corp./Bottlers 

Nehi 

Par-T-Pak 

Royal Crown Cola 

Nestle Co., Inc. 
Decaf Instant Coffee 
Nescafe Instant 

Coffee 
Nestle's Chocolate 

Bars 

Nestle's Cookie Mix 
Nestle's Instant 
Coffee 



Ohio Provision Co. 
Meat Products 

Orkin Exterminating Co. 
Pest Control 

Ortlieb, Henry F., Co. 
Ortlieb Beer 



Pabst Brewing Co. 
Eastside Beer 
Pabst Beer 

Peoples Gas, Light & 
Cake Co. 

Utilities 

Pepper, Dr., Co./Bottlers 

Nu Grape Soft Drinks 
Dr. Pepper Soft Drinks 

Pepsi Cola Co./Bottlers 
Pepsi-Cola 

Petri Wine Co. 

Italian Swiss Colony 

Wine 
Petri Wine 

Pfeiffer Food Prod. Inc. 

Salad Dressing 

Plough, Inc. 

Mexsana Heat Powder 
Mexsana Skin Cream 
St. Joseph Aspirin 

Prescott, JLl„ Co. 
Dazzle Bleach 
Dazzle Starch 

Procter t Gamble Ce. 
Biz Liquid 

Detergent 
Big Top Peanut 

Butter 
Cheer 
Comet 
Crest 
Dash 
Duz 
Gleem 
Ivory Flakes 
Jif Peanut Butter 
Joy 

Lava Soap 
Lilt Home 

Permanent 
Oxydol 

Prell Shampoo 
Spic & Span 
Velvet Blend 
Shampoo 

R 

Radio Corp. of America 
RCA Appliances 
RCA Radio& TV Sets 

Reader's Digest Assoc. 
Reader's Digest 
Magazine 

Republican Party 

Revlon, Inc. 

Cosmetics 
Lipstick 
Nail Polish 
Satin-Set Pin Curl 

Spray 
Silicare Baby Lotion 
Silken Net Hair Spray 

Reynolds, R. J., Tobacco 
Co. 

Camel 



Reynolds, 
Cavalier 
Salem 
Winston 

Rheas Bakery 
Baked Goods 

Ritchie, Harold F., Inc. 

Brylcreem 

Eno Effervescent 

Roto Rooter Corp. 

Plumbing Tool 



S. S. S. Co. 
Neurabalm 
S. S. S. Tonic 

Safeway Stores, Inc. 
Captains Choice Frozen 
Fish 

Cragmont Beverages 
Dairy Products 
Food Stores 
Guthrie Cookies 
Jane Arden Cookies 
Lucerne Milk 
Poultry 

Royal Satin Shortening 
Skylark Bread 

Salada Tea Co., Inc. 
Salada Tea 

Sardeau, Inc. 

Sardo Bath Oil 

Schaefer, F & M, 
Brew. Co. 

Schaefer Beer 

Schlitz, Jos. E., Brewing 
Co. 

Schlitz Beer 

Schonbrunn, S. A., & 
Co., Inc.. 

Savarin Coffee Reg. 

Scripto, Inc. 

Scripto Pencils 
Scripto Pens 

Sealy Mattress Co./Dlrs. 

Sealy Mattresses 

Seeman Brothers, Inc. 

Airwick 

White Rose Coffee 
Reg. 

White Rose Tea Reg. 

Serta Assoc., 
Inc./Dealers 
Mattresses 

Seven-Up Co./Bottlers 

Seven-Up 

Smith Brothers, Inc. 
Cough Drops 

Speedway Petroleum 
Corp. 

Speedway 79 Gas 

Standard Brewing Co. 

Erin Brew Beer 
Standard Ale 
Standard Beer 

State Line Potato Chip Co. 

Potato Chips 

Statler Tissue Corp. 
Statler Paper 
Statler Tissues 
Towels 

Sterling Drug, Inc. 
Dr. Caldwell's 

Laxative 
Energine 



Sterling Drug, Inc. (continued) 

Fizrin 

Molle Shaving Soap 
Phillips Milk 

of Magnesia 
Z. B. T Baby Powder 

Studebaker-Packard 
Corp. 

Packard Cars 
Studebaker Cars 

Superior Provision Co. 

Meats 

Sweets Co. of 
America, Inc. 
Tootsie Rolls 



Tea Council of U.S.A. 
Tea Promotion 

Terry Foods Co. 
Terry Frozen Foods 

Tetley Tea Co., Inc. 
Tetley Tea Regular 

Time, Inc. 
Life Magazine 

u 

U. S. Tobacco Co. 

Encore 

United Vintners, Inc. 
Italian Swiss Colony 

Wine 
Margo Wine 
Petri Wines 

V 

Vick Chemical Co. 
Inhalers 

Sof-Skin Hand Cream 
Vicks Cough Drops 
Vicks Cough Syrup 
Vicks Vaporub 
Vicks Vatronol 

w 

Ward Baking Co. 

Aunt Hannah Bread 
Tip Top Bread 
Tip Top Cakes 
Ward's Bread 

West End Brewing Co. 

Utica Club Ale 
Utica Club Beer 

Whitman, Stephen F„ 
& Son 

Whitman's Candy 

Wilkins Rogers Milling Co. 
Washington Flour 

Williamson-Dickie Mfg. 
Co. 

Dickie Work Clothes 
Mens' Sport Clothing 

Wise Potato Chip Co. 
Potato Chips 

Wrigley, William Jr., Co. 
Doublemint Gum 
Spearmint Gum 



Zippy Products, Inc. 

Zippy Liquid Starch 




No matter how you slice it! 



WROC-TV and 
only WROC-TV can 
guarantee maximum 
circulation throughout 
the ROCHESTER area 



Take FIVE delivered homes, rather than FOUR, when you buy the Rochester, New York 
market. Get the most mileage for your advertising dollars in this rich, prime area where 
nearly a million people spend more than a billion dollars annually, in one of the nation's 
first 45 markets. 

MARKET COVERAGE 



HOMES REACHED MONTHLY 



26.2% 



MORE than the other Rochester Channel 



HOMES REACHED ONCE A WEEK 



24.1% 



MORE than the other Rochester Channel 



DAYTIME CIRCULATION 



HOMES REACHED ONCE A WEEK 



24.0% 



MORE than the other Rochester Channel 



HOMES REACHED DAILY AVERAGE 



27.4% 



MORE than the other Rochester Channel 



NIGHTTIME CIRCULATION 



HOMES REACHED ONCE A WEEK 



22.3% 



MORE than the other Rochester Channel 



HOMES REACHED DAILY AVERAGE 



18.6% 



MORE than the other Rochester Channel 



Represented Nationally by Peters, Griffin, Woodward Television Sales 



Rochester's MOST POWERFUL Station 




WROC-TV 




CHANNEL 



0 



V 



SOURCES: * 

Sales Management Survey 1956 
Nielsen No. 2 Spring 1956 



A THANSCONTINENT TELEVISION CORPORATION STATION 
Rochester Broadcasting' Center . Rochester 3. N. Y. • BUtler 8-8400 



JULY 1957 
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Unburied treasure for every sponsor . . .WCCO television's "Magic Island." 
The three highest-rated children's shows in Twin City history! Each show 
at least equals the rating of all competing stations combined.* All have 
audiences from H to 2h times greater than the closest competitive program. 
Participations available . . . see Peters, Griffin and Woodward. 



'May Alili Metropolitan and Outer Area Rulingx 



WCCO television mi s? e p a a P u° us Channel 4 

CBS TELEVISION IN THE NORTHWEST 
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TV AND RADIO BASICS 



4TILM BASICS 



A 12-page section covering today's trends in 
syndicated and feature film programming; infor- 
mation on how much product is available; what 
a multi-market lineup costs; audience composi- 
tion data on half-hour shows; spot show buyers. 



1. 



What's the dollar sales volume of the tv film distribution business? 

•"i ' ' iMiiiiiiiii i ' ■ will iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiii 11 



Estimated dollar sales of syndicated and feature film 



The tv film business 
has made tremendous 
strides during past 
nine years, is ex- 

J 

peeled to continue 
growing as fast as tv 
itself. Dollar estimates 
through 1957 are 
sponsor'?. The 1960 
estimate is from CBS 
Film Sales, is based 
on projection of all 
tv ad expenditures. 



1955 



1957 



1948 



$1,500,000 





$80,000,000 



$120,000,000 




1960-$260,000,000 



- 

- 



2. 
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How much film product is available for television? 

WIlMlllllllllllllllllllllMlUi Hlllllllii^^JIIMIIIIIIIIiliillllllllllfilllllllliiteWiiiiiitilMIIII „, „„ " Hill '* • 

Total No. episodes syndicated film 24,300 
Total No. feature films 8,700 | 

Total No. short subjects 11,000 i 

No, syndicated series by length s & io m -,n. : 55 i/ 4 .hour: 180 '/ 2 .hour: 254 hour: 17 I 

Source: RKO Television Research, SRDS. Spring 1957. 

iiiiiiii iiiiiiiiiiiiiiiiii iiiiiiiiiiniiiiiiiii iiiiiiiiiu iii! i ii i iiiiiiiiiiiiiiiiiiiiiiiiiiiiii miiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiihi iiiiiiii ii- # 
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FILM BASICS 

3. What kinds of syndicated shows are available? 



Ninnlier of syndicated .series available in 19.">7 l»\ l_\ pe of j»ro«:raiiiiit^ and len^llt 



ADVENTURE 

6 4 hour 
52 1 2 hour 
II hour 

TOTAL: 59 
(1956: 44) 



CARTOONS 

1 0-5 and 10 m nute 
l-'/2 hour 

TOTAL: 1 1 
(1956: 3) 



CHILDRENS 

8 5 and 10 minute 
25 % hour 
9 '/ 2 hour 
l-l hour 

TOTAL: 43 
(1956: 38) 



COMEDY 

■5 and 10 m'nute 
5 1 4 hour 
30-'/ 2 hour 
TOTAL: 37 
(1956: 35) 



DISCUSSION 

-5 and 10 minute 
I -' 4 hour 
I-V2 hour 

TOTAL: 3 
(1956: 2) 



DOCUMENTARY 

1-5 and 10 minute 
20- \U hour 
l3-'/ 2 hour 

TOTAL: 34 
(1956: 27) 



DRAMA 

-5 and 10 m'nute 
I2- 1 /, hour 
44-'/ 2 hour 
l-l hour 

TOTAL: 58 
(1956: 48) 



EDUCATIONAL 

4 5 and I m note 
17 4 h ur 
4 j h ur 

TOTAL: 25 
(1956: 26) 



INTERVIEW 

2 5 and 10 'o 
5 4 hour 

TOTAL: 7 
(1956: 7) 



MUSICAL 

6 5 and 1 0 m nute 
16 4 hour 
22 1 2 h ur 

TOTAL: 44 
(1956: 40) 



MYSTERY 

I 5 and 10 m nute 
I 1 4 hour 
29.1/2 hour 

TOTAL: 31 
(1956: 34) 



NEWS & COMMENTARY 



6-V4 hour 
2-'/2 hour 

TOTAL: 8 
(1956: 7) 



QUIZ & PANEL 

3-5 and 10 m'nute 
7-' 4 hour 
3-'/2 hour 



TOTAL: 
(1956: 



13 
13) 



RELIGIOUS 

4-5 and 10 m'nute 
I -"4 hour 
3-'/2 hour 

TOTAL: 8 
(1956: 8) 



SCIENCE 



TOTAL: 7 
(1956: 5) 



SCIENCE FICTION 



TOTAL: 4 
(1956: 6) 



SPORTS 

' ar d r 
32 4 h ur 
3 2 h ur 
9 I h^ur 

TOTAL: 60 
(1956: 48) 



TRAVEL 

■5 ana 10 m nut 
6- < h ur 

3- ; hour 

TOTAL: 10 
(1956: 9) 



VARIETY 

3-5 and 10 m nu'e 
5-, 4 hour 
3- ; ho r 

TOTAL: 1 1 
(1956: 13) 



WESTERN 

2- < or 
6- 2 hour 
5- hour 

TOTAL: 23 
(1956: 19) 



WOMEN'S PROGRAMS 

2 5 and 10 m - 'e 
6 4 hour 
2 ; '■our 

TOTAL: 10 
(1956: 12) 



NOTE: First figure under each listing in categories above represents number of program series available. For example. 
"2-5 and 10 minute" means there are iwo five- and 10-minute series in that category. Figures in parenthe-r-- : 1V56 total-. 



Source: RKO Television Research. SRDS. Sprinj 1937 
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GETTING THE MOST FROM 




If the Picture "Pops" 

It Has What It Takes! 

Many a good film commercial has been ruined by a poor presenta- 
tion "on-oir." If the picture "pops" out ot you, has sparkle and dimen- 
sion, you know it's good. With modern RCA Film Equipment you can 
expect and get the highest quoliry reproduction and long term reli- 
ability in operotion. 





LONG 



SINCE 




TATION'S 



HOW 
YOUR 

WAS MODERN 
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YOUR FILM DOLLAR 



How to Get the Kind of Picture 
Quality that Advertisers Want 

There are two ways to increase the quality of your 
film programs: 

(a) By using Vidicon film cameras 

(b) By using professional projectors. 

Vidicon cameras give you sharp, clear, virtually noise-free pictures 
of live picture quality. The Vidicon will show every detail that is 
on the film. For example, night scenes are much clearer with new 
Vidicon cameras than with older Iconoscope equipment. Vidicon 
film cameras have ideal tone or gray scale range for high quality 
reproduction of film. A remote light control permits the RCA 
Vidicon camera to be adjusted to optimum operating conditions 
at all times. 

Professional RCA projectors are another requirement for high 
picture quality. Professional film projectors provide a rock-steady 
picture, free from jump and jitter, as well as high fidelity sound. 
Precise optics in the RCA film and slide projectors assure evenness 
of illumination and excellent resolution. 



Whether you are a station executive, program sponsor or 
ogency man, you'll be helping the cause of good film program- 
ming by advocating the use of up-to-date film room equipment. 
Ask the RCA Broadcast Representative ta show yau our new film 
manual "Planning TV Film Focilities far Calar and Monochrome." 
Or, for further information write to RCA, Dept. FF-264, Building 
15-1, Camden, N. J. 



RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 

In Conodo: RCA VICTOR Company Ltd., Montreal 
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FILM BASICS 

4, How many syndicated films are run in major markets? 



a 



u m 



Market 



Number of syndicated films run weekly in 14 major markets 

Weekly total Market 



Weekly total 



NEW YORK 



115 SAN FRANCISCO 52 



LOS ANGELES 108 BOSTON 



49 



DETROIT 



77 MIAMI 



49 



WASHINGTON 



77 1 MINNEAPOLIS 49 



MILWAUKEE 



67 i KANSAS CITY 44 



CHICAGO 



65 1 BALTIMORE 41 



ATLANTA 53 | PHILADELPHIA 

Source: Broadcast Advertisers Reports, tape-recorded data at Tarious weeks during first quarter. 1957. 



36 
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m 



5. How does number 
of stations in a 
market affect film 
show ratings? 



As data to right shows there is a 
fairly direct relationship between syn- 
dicated film ratings and the number 
of stations in a market. Source of 
these figures is The Katz Agency's 
presentation on half-hour films entitled 
"How to make a tv half-hour work 
overtime.'' Ratings are from Pulse, 
December 1956 and January 1957 



a in 



ffl 



Market 


No. Stations Program Rating = 


Charlotte 


1 Douglas Fairbanks Presents 62.3 B 
Waterfront 58.8 1 
Dr. Hudson's Secret Journal 52.3 B 


Birmingham 


2 Man Called X 35.8 I 
Celebrity Playhouse 27.8 B 
The Whistler' 26.3 | 


Columbus 


3 Highway Patrol 29.0 | 
San Francisco Beat 26.7 5 
Sheriff of Cochise 26.5 B 


Chicago 


4 Annie Oakley 22.5 I 
Dr. Hudson's Secret Journal 20.5 B 
I Led Three Lives 1 7.8 : 


Los Angeles 


7 Science Fiction Theatre 17.7 2 
Life of Riley 1 6.8 I 
Highway Patrol 16.3 I 
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6. How many stations 
use syndicated film 
on a daily basis? 



Sj mlicatecl film-. 
1955 l<).->6 1957 



377 ■ 76% 



312 ■ 82% 



391 || 76% 



Sourer srONSOIl i liuyrri' riuldc lnun of 19'..'.. 19M!, l'J',7 , I H »ni i irndim tuti j 



7. What is the 
number and percent 
of stations using 
feature film during 
various times daily? 



Rar charts to the right and brlmv are 
based on recent "Buyers' Guides"; 1935 data 
are ba-ed on 381 stations responding; 1956 
data are based on 495; 1957 are ba-ed on 515 



Morning films 
1955 1956 



1957 



94 119% 88B17% 



Afternoon films* 
1955 I 1956 1957 



273 I 67% 



292 



228 ■ 60% 



67% 



Early evening films 
1955 I 1956 1957 



Late evening film; 



1955 



318 1 83% 



1956 



350 ■ 86% 



1957 



402 



92' 



125 | 33% no 1 27% m| 



110B27% 119 ■ 27" 



Some time <Iail> 
1955 1956 1957 




july 1957 
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8. 



What are multi-market time costs for half-hour films? 



Spot rates for half-hour film program in 60 leading markets (26-time alternate week hasis) 



MARKET 



\lltan> Srhenectady-Troy 

\llanla 

Baltimore 

Boston 

Buffalo 

Charlotte 

( Chicago 

Cincinnati 

( Cleveland 

( !oliimI>iis 

Dallas-Fl. Worth 

Dayton 

Detroit 

('.rand Rapids-Kalamazoo 

Huntington-Charleston 

Indianapolis 

Johnstown 

Kansas City 

Los \ngeles . 

Louisville 

M il« aukee 

MinneapoIi»-St, I'aul 

New Haven 

New York 

Philadelphia 

Pittsburgh 

Providence 

St. Louis . 

San Francisco 

Washington, D. C. 



TOTAL 30 MARKETS 

Birmingham 

Cedar Rapids-Waterloo 

Denver 

Des Moines 

Creenshoro- Winston-Salem 

Houston-Galveston 

Jackson, Miss. 

Jacksonville 

Knoxville . 

Memphis 

Miami . . . 
Montgomery .. 
Nashville .... 
iNevv Orleans 
Norfolk 

Oklahoma City 

Omaha 

Phoenix-Mesa . 
Portland, Ore. .. 
Rochester, N. Y. 
Salt Lake City 

San Diego 

Seattle-Tacoma 
Sioux City 
Spokane 
Syracuse 

Tampa-St. Petershurg 

Toledo 

Tulsa 

W ichita-IIntchiiiMm . 



TOTAL 60 MARKETS 

SOCltrK. SUDS. April 19"i". from Tlie Katz Agency's •'Him to nuke a tv half - liour work overtime. 
"Highest Montiay Friday rate classification on highest cost station. 

••Lowest rate classification between 7 and 11 p.m., Monday- Friday, on CBS or Mil" vhf station, whichever is lower 



HIGHEST RATE* 


LOWEST RATE** 


MON -FRI 


7-11 P.M.. MON. -FRI. 


$ 627.00 


$ 627.00 


570.00 


427.50 


900.00 


468.00 


1,800.00 


1,165.50 


630.00 


630.00 


600.00 


364.50 


2,340.00 


1,170.00 


684.00 


384.75 


1,111.50 


729.00 


456.00 


285.00 


627.00 


299.25 


475.00 


427.50 


1,404.00 


972.00 


741.00 


555.75 


475.00 


313.50 


780.00 


684.00 


570.00 


513.00 


756.00 


384.00 


2,034.40 


958.80 


553.50 


378.00 


690.00 


690.00 


V 1 Z.00 


427.50 


57 0.00 


484.50 


5,1 88. 80 


2,932.80 


1 ,852.50 


969.00 


1 1 A f\ ft ft 

1 , 1 40.00 


969.00 


684.00 


441 .75 


8 1 0.00 


540.00 


944.00 


693.75 


1 ,080.00 


450.00 


19 nnx 7n 


9n 1 1 n in 


490.00 


176.00 


337.50 


202.50 


438.75 


243.75 


399.00 


228.00 


370.50 


342.00 


600.00 


360.00 


194.40 


81.00 


510.00 


450.00 


342.00 


285.00 


513.00 


299.00 


540.00 


451.00 


243.00 


135.00 


470.25 


205.20 


513.00 


427.50 


555.00 


510.00 


541.50 


256.50 


527.00 


293.00 


270.00 


145.80 


420.00 


420.00 


399.00 


399.00 


399.00 


199.50 


526.50 


256.50 


627.00 


357.00 


242.25 


142.50 


342.00 


228.00 


570.00 


432.00 


427.50 


427.00 


570.00 


570.00 


495.00 


285.00 


327.75 


1 14.00 


$45,206.60 


$29,257.10 
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BIG REASONS 



why you should buy 
WSOC-TV charlotte 



FREQUENCY DISCOUNT STRUCTURE . . . 

allows flexible spending 

PROGRAMMING THE BEST OF NBC-ABC 

Supplemented by CBS 

3!/2 BILLION DOLLAR MARKET 

21/2 MILLION POPULATION CONCEN- 
TRATION 

FULLY EQUIPPED . . . AND STAFFED . . . 

to handle any sales campaign. Already selected 
as a National test station by 1 advertiser. 
(Name on request) 



LATEST 



HIGHEST TOWER 
TOP POWER 

REPRESENTED BY 

H-R Representatives 
Nationally 

F-j Representatives 
Atlanta 




BEST TECHNICAL FACILITIES 
EQUIPMENT 

Highest tower-Maximum power-Located 18 miles 
closer to greatest populated area 

ADVERTISING AND PROMOTION . 

Newspapers, Magazines, Billboards, Buses, letters 
to trade 

EXCLUSIVE IN-STORE MERCHANDISING 

in largest chain Super Markets 

AVAILABILITIES IN 14 MILLION DOLLAR 
WARNER BROTHERS MOVIE PACKAGE 

plus POPEYE CARTOONS and other local features 



SOC 



Channel 0 • Television 
CHARLOTTE, N. C. 



j u-LT 1957 
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What's the audience composition of various syndicated shows? 



uiiiiiiiiiiiiiiiiiiiiiir "'iiiiiiiiiii in in 



III*, a A J 



lllllllllllllllllllllllllllllllllllllllllil' 



1 1 mill' ii i ii niin 11 



Audience composition figures for 99 programs 



AUDIENCE 
COMPOSITION 



Amo* *n' Andy 

Annie Oakley 

Badge 714 

Beulah 

Ronton Iilackie 

Bowling; Time 

Brave Eagle 

Buffalo Bill Jr 

Captain David Grief 

Captain 'Midnight 

Celebrity Playhouse 

Championship Bowling .... 

China Smith 

Cisco Kid 

City Detective 

Code 3 

Corliss Archer, Meet 

Count of Monte Cristo 

Cowboy G-Men 

Crosscurrent 

Crunch and Des 

Dangerous Assignment 

Dateline Europe 

Death Valley Days 

Dr. Christian 

Dr. Hudson's Seer. Journ. 

Esso Golden Playhouse 

Falcon, The 

Federal Men 

Flash Gordon 

Foreign Legionnaire 

Frontier 

Frontier Doctor 

Gene Autry 

Gene Autry (Hr.) 

Great Gildersleeve 

Headline 

Highway Patrol 

Hopalong Cassidy 

Hopalong Cassidy (Hr.).... 

I Led Three Lives 

1 Search For Adventure.... 

1 Spy 

Judge Roy Bean 

Jungle Jim 

Kingdom of The Sea 

Kit Carson 

Last of The Mohicans 

Li he race 

Life of Kilev 




Per 100 viewing homes: 



Men 






Ch ildren 


Total 


7 ft 


81 


1 0 


35 


202 


43 


57 


1 5 


90 


205 


70 
t \j 


81 


13 


54 


218 


«_J t J 


89 


9 


20 


171 


7^ 


83 


13 


35 


206 


7H 


61 


10 


2 


146 




49 


12 


75 


189 


34 


27 


14 


90 


165 


^7 


^9 


13 


25 


154 


97 


30 


12 


89 


158 


69 


92 


10 


27 


198 


83 


62 


14 


11 


170 


7^ 


71 


11 


39 


196 


^9 


42 


17 


86 


204 


79 


83 


15 


24 


201 


79 


82 


13 


23 


197 


62 


71 


16 


31 


180 


64 


72 


16 


28 


180 


39 


37 


17 


85 


178 


61 


69 


15 


27 


172 


72 


^ ^ 


16 


47 


212 


79 


88 


14 


20 


201 


78 


85 


13 


16 


192 


81 


79 


14 


39 


213 


75 


92 


12 


24 


203 


79 


84 


15 


11 


189 


70 


83 


8 


22 


183 


79 


82 


16 


14 


191 


78 

4 o 


70 


1 4. 

X** 


i c 


1 77 

X 4 1 


63 


67 


12 


79 


221 


67 


55 


13 


64 


199 


74 


81 


13 


23 


191 


70 


78 


9 


18 


175 


59 


54 


18 


80 


211 


54 


56 


17 


83 


210 


76 


82 


15 


29 


202 


77 


79 


12 


17 


185 


84 


90 


14 


39 


227 


61 


53 


20 


82 


216 


55 


47 


18 


84 


204 


82 


87 


16 


28 


213 


76 


71 


17 


23 


187 


75 


82 


14 


25 


196 


44 


39 


14 


77 


174 


31 


27 


17 


89 


164 


67 


64 


13 


17 


161 


37 


29 


16 


88 


170 


31 


40 


16 


79 


156 


34 


81 


15 


13 


143 


80 


85 


17 


31 


213 



AUDIENCE 
COMPOSITION 



Life With Elizabeth 

Little Rascals 

Lone Wolf 

Long John Silver 

Looney Tunes 

Man Behind The Badge .... 

Man Called X 

Men of Annapolis 

Mickey Rooney Show 

Mr. and Mrs. North 

Mr. District Attorney 

My Favorite Story 

My Little Margie 

O. Henry Playhouse 

Patti Page 

Popeye 

Public Defender 

Racket Squad 

Ramar of The Jungle 

Range Rider 

Ray Milland Show 

Rocky Jones, Space Ranger 

Rosemary Clooney 

San Francisco Beat 

Science Fiction Theatre .... 
Sheena Queen of Jungle.... 

Sheriff of Cochise 

Sherlock Holmes 

Sky King 

Soldiers of Fortune 

Stage 7 

Star and The Story 

Star Performance 

State Trooper 

S. Donovan, West. Marshal 

Stories of The Century 

Studio 57 

Stu Erwin Show 

Superman 

Susie 

Three Musketeers, The .... 

Unexpected 

Victory At Sea 

Waterfront 

Whirlybirds 

Whistler, The 

Wild Bill Hickok 

Your All Star Theatre 

Your TV Theatre 




Per 100 viewing hornet: 



3 



r 

Men 


Women 


Teen 


Children 


Total 


1 


61 


85 


12 


10 


168 


= 


19 


24 


17 


91 


151 




79 


74 


15 


20 


188 




37 


35 


18 


85 


175 




19 


27 


12 


95 


153 




75 


89 


14 


37 


215 


§ 


82 


89 


16 


18 


205 




69 


82 


15 


12 


178 




64 


85 


13 


37 


199 





80 


87 


17 


20 


204 


EE 


81 


87 


13 


14 


195 


s 


49 


79 


11 


10 


149 


== 


74 


89 


18 


30 


211 


n 


67 


85 


12 


23 


187 




70 


88 


17 


11 


186 




34 


29 


15 


94 


172 




79 


85 


17 


15 


196 




77 


74 


13 


11 


175 




la 


ZD 


1 4 


QQ 


104' 






A 1 


1 A 
14 


Pl 
ox 


1 OT 
IV 4 


- 


4 4 


R4 


x > 


1 6 
X o 


1 99 




22 


30 


16 


79 


147 




71 


85 


15 


18 


189 




79 


87 


14 


22 


202 




7 7 


63 


18 


24 


182 


: 


49 


38 


15 


79 


181 




77 


62 


14 


48 


201 


= 


75 


77 


16 


24 


192 


g 


38 


41 


18 


87 


184 




72 


68 


13 


33 


186 




74 


87 


16 


9 


186 




65 


79 


8 


13 


165 




71 


84 


10 


25 


190 




81 


89 


16 


31 


217 




52 


35 


17 


84 


188 




71 


83 


14 


25 


193 




70 


87 


15 


18 


190 




74 


85 


13 


14 


186 




27 


25 


18 


92 


162 




58 


85 


12 


25 


180 




71 


77 


16 


49 


213 




65 


81 


20 


38 


204 




77 


69 


17 


12 


175 




83 


80 


16 


15 


194 




33 


37 


17 


84 


171 




85 


81 


17 


14 


197 




57 


31 


18 


81 


187 




57 


81 


14 


31 


183 




55 


82 


16 


43 


196 





H Pulse did the surveying for these figures during April 1957. Study of 
= these figures should be quite helpful to advertisers trying to decide 



what show to buy. To some extent, audience composition is affected by 
slots in which they're run. Note popularity of westerns among children. 
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FILM BASICS 

10. Who uses spot film programing? 



Note: Read explanation before using chart. 

The companies and brands listed here were all ttsers of 
tv programing on a spot basis in 1056. The list, taken 
front the TvB's files, includes funis using live spot tv 
prog raining as well. However, though TvH is not aide to 
separate those using live from those using film program- 
ing, it is TvB's opinion thai the number n^ing live pro- 



graming is \er\ small. So, for all practical purposes the 
li^t which follows covers all the important users of »pnt 
hhn programing in the I . >. I he companies listed ln-ie 
sjn'rit SoO.lMM) or more on programing during the 1.1*1 
\ear, though individual brands ma\ ha\e spent less. 1 he 
dollar figures, however, refer to total spot spending in 
]').->(} and not jitsi nionev spent on locally-plared shows. 



Affiliated Super Markets $132,110 

Food Stores 132,110 

American Bakeries Co. $797,330 

liiiuny Bread 17,220 

Cook Hook Bread .13,460 

Grrnnan Cake 115,830 

Merita Hread 139,650 

Merita Cake 21,870 

Taystee Bread k>6,300 

American Brewery, Inc. $181,200 

Vineries n Beer 181.200 

American Brewing Ca. $234,160 

Regal Beer 229,370 

Hoyal Beer 4,790 

American Chicle Ca. $1,480,380 

Adams Clove Cum 31.060 

Herman's Gum 111.000 

Certs 102.670 

Chiclets 86,390 

Clorets 360,190 = 

Dentyne 383,770 

Rolaids 372,300 

American Home Products $1,965,900 

Chef Hoy-Ar-Dee 

Quality Foods 1,168.710 

Dennison's Food- 122.020 

\ero Shave 21.220 

Aero Wax 47.190 

Ea-yOIT Oven Cleaner 27.660 

Wizard Deodorizers 28.550 

American Motors Carp. $128,910 

Kelvinator Appliances 68.710 

\adi Cars 59.620 

American Stares Ca. $409,240 

Food Stores _ 109.210 

American Tabacca Ca. $1,206,280 

Herbert Tareyton Cigarette* 28.800 

Lucky Strike Cigarettes 118.570 

Pall Mall Cigarettes 390.570 

Anchor San. & Amer. Heating $113,930 

Heating Supplies 113,930 

Anheuser-Busch, Inc. $1,534,680 

Budweiser Ale 7.990 

Bndweiser Beer 1,151,210 

Anted, Charles, Inc. $2,774,170 

Charles Antell Cosmetics 1.686.160 

Charles Antell Spray Net 31.110 

Chignon _ ... 120 

Custom Mop 110 1 



Formula ~9 Hair Cream 112,190 

Formula ~9 Shampoo 221,330 

Keddi Kit 110 

N>ndo Reducing Aid 35,900 

<\im Magic 191,130 

•star Xail 8,930 

Super Lanolin Liquid Makeup 183,280 

Armour & Ca. $B77 400 

Armour Flash Frozen MeaN 56,130 

Dial Shampoo 20,770 

Dial Soap 21,970 

Liquid tihiffon 5,360 

Meals 186,960 

Associated Faad Stores $62,490 

Associated Hospital Service $473,010 

lilne Cro^ Hospitalization 399,110 

Blue .'shield 73,570 

As:ociated Products, Inc. $1,223,040 

Rival Dog Food 509,160 

Atchisan-Tapeko-Santa Fe $133,650 

Rail Travel 133,650 

Atlantic Refining Ca. $320,580 

Wlantic Gas & Oil 320,580 

Bollantine, P., & Sans $1,852,280 

Ballantine Me 1,253.390 

Hallantine Beer 598,890 

Bardahl Oil Ca. $347,1 10 

Oil Additive 347.110 

Bavarian Brewing Co. $276,840 

Bavarian Beer 276,840 

Bayuk Cigars Co. $77,290 

Bayuk Cigars 17.200 

Phillies Cigars 57.190 

Beatrice Foods Ca. $356,870 

Meadow Gold Dairy Product* 271.910 

Bekin's Van & Storage Ca. $113,390 

Moving & Storage 113.390 

Best Foods, Inc. $914,550 

Gold Plate Foods 17.090 

llellmann's Mayonnaise 268,590 

Nucoa Margarine 218.950 

Skippy Peanut Batter 119,180 

Bethlehem Steel Co. $181,510 

Steel Products 181.510 

Better Living Enterprises $1,312,440 

Variou* Household Product- 636.200 

Appliances . . . 603.270 



Blotz Brewing Co. $330,710 

Ulaiz li. rr 259,710 

Tempo Beer 68,700 

Triangle II<<t 2,270 

Black Drug Ca. $1,937,800 

Vntmident 150,070 

Grei-niumi Mouthwash 11,960 

Vyiul 738,000 

P.tlidint 12I,M0 

Band Clothing Stares, Inc. $333,250 

Borden Ca. $1,483,500 

Borden's In-t. Coffee 719.710 

Dairy Products 597,310 

Ice (.ream 151,a30 

Starlac 5,330 

Bowman Biscuit Ca. $169,890 

Siprrme Cracker X Cookie* 169.890 

Broun Baking Ca. $114,400 

Roman Meal Bread 111,100 

Bristol-Myers Co. $864,040 

Ban Deodorant 108,680 

Buffrrin 501,510 

lpana Dentifrices 31,130 

Mum Deodorants 9,510 

^al llepatica 1,380 

s entry Dentifrice 107,150 

Theraban 17.720 

\ italis Hair Creme 15,520 

\ italis Hair Tonic 31.150 

Brown Shoe Co. $383,050 

Buster Brown Shoes 265.560 

Robin Hood >hnes 117.1 *> 

Brawn & Williamson 

Tabacca Ca. $1 1,28B,620 

Raleigh 1.711.680 

Tube Ro-e s-nulT 16.550 

\ iccrov 5,37^*0 

Burger Brewing Ca. $179,010 

Burger Me 60..V.1) 

Burger Beer 118.1.0 

Cal Fame Ca. $63,730 

Orange Juice 61.030 

Canada Dry Ca. Battlers $360,430 

Canada Dry Ginccr Me 232. '''x 

Canada Dry Soft Drinks 123,350 

Canada Drv ;-parkl>ne Watrr 1.0*i 

Carling Brewing Ca., Inc. $1,34B,860 

Carling"« Black Label Beer 905.110 

Carling"-; Red Cap Ale 279.110 

*Mag Beer 1M.010 
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SPOT FILM CLIENTS . . , continued 



Carnation Co. 

AlberV Cereals 
Alber's Cornflakes 
AlberV Flapjack Mix 
Alber's Oats 
Carnation Malted Milk 
Dairy Products ... 
Daeascus Milk 
Evaporated Milk 
Friskics Dog Food 
Gold Cross Milk 
Ice Cream 
Instant Milk 
Topic Canned Milk 

Carter Products, Inc. 

Arrid Deodorant 
Carter's Little LiverpilN 

Xair . 

Rise Shaving Cream . 

Chesty Foods, Inc. 

Potato Chips 

Chock Full 0 Nuts 

Coffee Regular 

Chrysler Corp. 

All Chrysler Corp., Cars 

Chunky Chocolate Corp.. 

Chunkies Candy 

Cities Service Co. 

Cities Service Gas & Oil 

Clairol, Inc. 

\li-s. Clairol 

Clinton Merchandising Corp. 

Clothing 

Coca-Cola Co., Bottlers 

Coca-Cola 

Colgate-Palmolive Co. 

Ad Detergent .. 
Brisk Dentifrice 
Colgate Dental Cream 
Colgate Shave Cream 
Deodorant Beauty Soap.. 

Halo Shampoo 

Palmolive Shave Cream... 

Palmolive Soap 

Rapid Shave Cream 
Vel Detergent 
\ eto Deodorant 

Colonial Stores, Inc. . 

Food Stores 



Continental Baking Co. 

County Fair Bread 
Hostess Cakes 
Morton Frozen Foods 
Profile Bread 
Staff Bread ... 

Twinkles . 

Wonder Bread 
Wonder Rolls 



$1,154,340 

24.000 
56,440 
29.750 
16.190 
3,510 
121,510 
6,300 
129,190 
671,080 
16,430 
12,870 
25,330 
8,930 

$4,535,210 

1.470.260 
1,202,670 
1,074,830 
787,140 

... $188,830 

.... 188,830 



Continental Oil Co. 

Conoco Gas & Oil 



$308,350 

308.350 

$1,914,160 

28.570 

$195,850 

195,850 

$271,830 

271.830 

$128,010 

128.010 

$383,410 

383,410 

$3,697,460 

3.683.910 

$7,314,700 

167,320 
1,447,160 
2,539,320 
442,500 
253,800 
280,910 
498.240 
7,560 
343.080 
598.660 
83.090 

$274,620 

274,620 

$5,732,480 

33,480 
719,400 
1,160,270 
975,460 
292,400 
75,600 
2,366,080 
5,870 

....$507,900 

... . 507.900 



Cott Beverages, Inc. Bottlers 

Soft Drinks 

Dawson Brewing Co. 

Dawson's Ale 
Dawson's Lager Beer 



$118,820 

118,820 

$65,120 

25,660 
39,460 



Dean Milk Co. $73,580 

Dairy Products 73.580 

Drewry's Ltd. ...... $606,970 

Drewry's Ale . 16,680 

Drewry's Beer 521,680 

Duffy-Mott Co. $572,150 

Apple Products 570,110 

Sunsweet Prune Juice 2.040 

Du Pont, E. I., De Nemours $942,180 

Duco Paints 108,070 

Institutional 222,270 

Motor Oil Additive 660 

Nylon Products . 3.120 
Remington Guns & Ammunition 35.910 
Zerex & Zerone Anti-Frceze ... . 221,530 

Duquesne Brewing Co. $512,800 



Duquesne Ale 
Duefuesiie Beer 

E & B Brewing Co. 

Ale 
Beer 

Eastern Air Lines, Inc. 

Air Travel . 



27.300 
485,500 

$96,410 

83,460 
12,950 

$219,000 

219,000 



Eastman Kodak Co. ._. ... ... $229,740 

Cameras 160.590 

Films 69.150 

Electric Auto-Lite Co. $61,350 

Batteries 60,570 

Emer:on Drug Co. $562,660 

Bromo Seltzer 511,640 

Emerson Radio & Phono.. $52,370 

Emerson Radios .. ..... 26,730 

Emerson TV Sets 25,640 

Englander Co. Dealers $117,210 

Mattresses 117.210 



Esslinger's, Inc. 

Beer 

Esso Standard Oil Co. 

Esso Gas & Oil . 
Flit 

Faith For Today, Inc. 

Religion 



Falls City Brewing Co. 

Beer 

Fallstaff Brewing Corp. 

Falstaff Beer . 

Fels & Co. 



$101,420 

101,420 

..$2,192,040 

2,190.780 
1.260 

$102,190 

102.190 

$98,720 

98,720 

$1,224,430 

1.224.430 

$190,870 

Fels Naptha Inst. Granules 153.530 

Fels Naptha Soap Chips . 37,340 

Felton, Sibley & Co., Inc. $55,060 

Paint 55,060 

Florida Citrus Commission $1,972,450 

Citrus Products 1,972.450 

Ford Motor Co. $3,332,620 

Ford Cars ... . 2.981,590 

Ford Tractors . 26.940 

Ford Trucks 113,980 

Lincoln Cars 95,990 

Mercury Cars 107,900 

Foremost Dairies, Inc. . $510,510 

Dairy Products .._ 496,360 



Evaporated Milk 
Ice Cream 

Frito Co. 

Champion Foods . 

Clieetos 

Fritos 

Tatos 

Frontier Foods Corp. 

Flav-R Straws 

Fuller, W. P., & Co. 

Fuller Paints 



G. H. P. Cigar 

El Producto Cigars 
La Palina Cigars 
Luvera Cigars 
Gallo Winery E. & J. 

Gallo Wine . 



General Cigar Co. ._. . 

Robert Burns Cigarrillos 

Robert Burns Cigars 

Van Dyck Cigars 

White Owl Cigars .. . 

General Electric Co. 

G.E. Appliances 

G.E. Bulbs 

G.E. Radios . 

G.E. Washing Machines . 

llotpoint Appliances ____ 

Telechron Clocks 



General Electric Supply. 

G.E. Appliances 
Hotpoint Appliances 



2,730 
11,030 

$424,190 

16,780 
77,430 
302,250 
25,570 

$378,210 

375,720 

$154,530 

154,530 



$435,780 

370,800 
43,790 
21,190 
$1,130,820 

1,091,980 

... $584,270 

7.180 

348,620 
42,120 
.... 186.350 



$1,039,800 

733,750 
1,500 
9,410 
99,620 

157,900 
2,520 

$306,090 

.... 221.190 
79,750 



General Foods Corp. $9,415,940 

Bakers' Inst. Chocolate 44,350 

Birdseye Frozen Foods . 1.230.660 

Good Seasons Salad Dress 22.040 

Maxwell House Coffee Inst. ... 4,318.140 
Maxwell House Coffee 

Inst., Reg 312,110 

Post's Cereals .. 421,820 

Post's Grape-Nuts Flakes _ 70,570 

Post's Sugar Crisp 82.690 



General Mills, Inc. 

Answer Cake Mix 

Bisquick 

Cheerios 

Gold Medal Flour 
Kix Cereal . 
Sugar Jets 
Trix Cereal 
Various Cereals 
Wheaties 



$669,040 

33,390 
1.920 
83.680 
57,580 
11.330 
1.320 
12.810 
11,600 
45.a50 



General Motors Corp. 

AC Spark Plugs 
All G.M. Cars . 

Buick Cars 

Chevrolet Cars 
Chevrolet Trucks 
Delco Batteries .... 
Frigidaire Appliances 
Oldsmobile Cars 
Pontiac Cars .. . .. . 



General Tire & Rubber Co. 

General Tires 



$3,487,860 

124.510 
29.630 
75.970 

953.220 
18.090 
49.530 
67.070 
.. 1,516.611 

544.780 

$395,860 

363.960 



Genesee Brewing Co. 

Genesee Ale 
Genesee Beer 



$178,920 

51.070 
127,850 

(Continued) 
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TV AND RADIO BASICS 




First Again 



HERE ARE THE REASONS: 
COVERAGE 

29 counties in Northern Minnesota, Wisconsin 
it ii< I Michigan utilizing Minnesota V highest 
tower (Sl6]/£ feet above ground, 2040 feet above 
sea level) ami serving 144,700 * TV HOMES. 

FACILITIES 

100, 000 watts on Minnesota's finest Channel 
Channel .? Networks CBS - ABC. 

AUDIENCE 

First iiwirrv survey (ARB.NCS, Pulse) taken in 
Duluth-Superior market. 16 of the top 17 net- 
work shows in March 1957. ARB. 



PROMOTION AND MERCHANDISING 

KDAL-TY offers one of the most complete pro- 
motion ami merchandising programs in the 
nation. Proof is four FIRST PLACE Billboard 
Magazine promotion awards in Audience anil 
Sales Promotion ! 



'CBS Research 

For more details on an amazing market story, see . . . 
AVERY- KNODEL, Notional Representatives — HARRY HYETT, Minneapolis — W. E. McCLENAHAN, Milwaukee 



FIRST IN THE NATION 




FIRST IN THE TWIN PORTS 



CHANNEL 3 — DULUTH, MINNESOTA 



1957 
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SPOT FILM CLIENTS . . . continued 



Gillette Co. $1,782,860 

Gillette Blades 21,900 
Gillette Razors 49,100 

Gluek Brewing Co. $76,380 

Beer 76,380 

Gold Seal Co. ... $535,480 

Glass Wax 293,950 
Snowy Bleach 210,750 

Good Humor Corp. $167,810 

Ice Cream 167,810 

Gordon Baking Co. ___ ....$313,240 

Silvcrcup Bread 313,240 

Grant Co. $397,070 

Various Mail Order Items. ... 397,070 

Great A & P Tea Co. $902,830 

A & P Food Stores 902,830 

Greyhound Corp. $639,470 

Bus Travel 639,470 

Griesedieck Bro. Brew Co. $136,560 

Griesedieck Beer 136,560 

Gunther Brewing Co. $464,550 

Guntlier Ale 3,810 
Gunther Beer 460,740 

Hall, Robert Clothes 4,450,490 

Hamm, Theo. Brewing Co. $1,309,110 

Hamm Beer 1,309,110 

Heidelberg Brewing Co. $108,520 

Beer 108,520 

Heinz, H. J. Co. $1,334,260 

57 Varieties Food Prod. . 1,334,260 

Hekman Biscuit Co. $118,650 

Cookies & Craekers 118,650 

Hinshaw's Dept. Stores . $54,600 

Hi-V Corp. ... $127,850 

Orange Juice Concentrate 127,420 

Household Finance Corp. .. $503,500 

Insurance 10,070 
Loans 493,430 

Humble Oil & Refining Co. $184,630 

Humble Gas & Oil 184,630 

Independent Grocer's Alliance $96,570 

Groceries 39,000 
I. G. A. Stores 57,570 

Interstate Bakeries _ $359,880 

Blue Seal Bread 50,250 

Bread 125,280 

Butternut Bread 81.280 

Mrs. Karl's Bread 10,080 

Weber's Bread 54,030 

Jackson Brewing Co. $566,660 

Jax Ale 1,690 
J ax Beer 564,970 

Kay, Gerold O., & Assoc. $79,720 

Bendix Appliances . 39,860 
Crosley Radios . .. 39,860 



Keebler Biscuit Co. 

Cookies & Crackers 

Kellogg Company 

All Bran 

Corn Flakes 
Gro-Pup Dog Food 
Rice Krispies 
Special K Cereal 
Sugar Frosted Flakes 

Keystone Steel & Wire Co. 

Fences 

Steel & Wire 

Knomark Mfg. Co. 

Esquire Shoe Polish 

Knudsen Creamery Co. ... 

Dairy Products 



Krantz Brewing Co. 

Old Dutch B.-er 
Kresge, S. S., Co. 

Variety Stores 



Kroger Co. 

Food Stores 

Krueger, G., Brewing Co. 

Krueger Ale 

Krueger Beer 

Labor Savers, Inc. 

Homecraft Electric Spray Gun. 

Langendorf United Bakeries . . 

Breads 

Langendorf Bread 

La Rosa, V., & Sons, Inc. 

Macaroni 
Ravioli ... 

Spaghetti 



Lay, H. W., & Co. 

Lay's Potato Chips 

Lee Tire & Rubber Corp. 

Lee Tires 

Leonard Refineries 

D-X Motor Oil 
Leonard Gas 

Lever Brothers Co. 

Breeze .... 

Dove Toilet Soap . 
Good Luck Margarine 

Imperial Margarine 

Lifebuoy Soap 

Lux Liquid Detergent . 

Lux Toilet Soap 

Pepsodent 

Rinso 

Wisk 

Lewis Food Co. 

Dr. Ross Cat Food 
Dr. Ross Dog Food 
Skippy Dog Food 

Libby, McNeil & Libby 

Baby Foods _ 

Canned Pineapple 

Liebmann Breweries, Inc. 

Rheingold Beer ... 



$477,430 

477,430 

$4,810,530 

33,150 
52,640 
81,120 
10,660 
1,028,600 
49,770 

$48,230 

15,4-40 
32,790 

$83,570 

83,570 

$168,780 

168,780 

$65,260 

65,260 
$346,610 

346,610 

$678,160 

678,160 

$347,170 

153,620 
193,550 

$205,180 

205,180 

$700,740 

521,610 
97,800 

$455,650 

400,770 
630 
36,810 

$74,370 

71,610 

$103,890 

103,890 



$101,900 

36,510 
65,390 



$4,535,010 

64,620 
497,710 
51,730 
1,378,220 
77,570 
15,810 
57,950 
118,390 
288,680 
1,874,410 

$657,120 

270,010 
323,330 
61,870 

$412,410 

._ 189,970 
120,660 

$768,660 

.._ 768,660 



Liggett & Myers Tobacco Co. $4,400,900 

Chesterfield 1,106,590 

L & M ... 3,294,310 

Lion Oil Co. $70,200 

Gas & Oil 70,200 

Lone Star Brewing Co. $432,440 

Lone Star Beer 432,440 

Lorillard, P., & Co $2,148,610 

Kent Cigarettes 188,280 

Old Gold Cigarettes 1.958,800 

Lucky Lager Brewing Co. $680,600 

Lucky Lager Beer 680,600 

M. J. B. Co. $848,630 

MJB Coffee Inst./Reg. . 427,580 

MJB Coffee Regular . 312,980 

Magees, Inc. $71,500 

Electrical Appliances 71,500 

Magnolia Petroleum Co. . . $254,260 

Mobilgas & Mobiioi) 254,260 

Maier Brewing Co. $53,050 

Brew 102 Beer 53,050 

Malt-o-Meal Co. ._ $323,120 

Malt-O-Meal 323,120 

Mars, Inc. $555,670 

Mars Candy Bars .. 496,260 

Milky Way Candy Bars . 59,410 

Mayer, Oscar, & Co. $567,430 

Mennen Co. ._. . $595,500 

Mennen Afta Shave Lotion 216,580 

Mennen After Shave Talcum 1,390 

Mennen Cream Hair Oil 1,390 

Mennen Foam Shave 86,350 

Mennen Shampoo 2,490 

Mennen Shave Cream 49,980 

Mennen Skin Bracer 85,110 

Mennen Spray Deodorant 44,190 

Mennen Tube Shave 82,590 

Miles Laboratories, Inc. $5,354,730 

Alka-Seltzer 4.498,070 

Bactine . 284,950 

One-A-Day Brand Vitamins 429,980 

Miller Brewing Co $281,260 

Miller High Life Beer 281,260 

Molson Brewery, Ltd. _. $148,760 

Molson's Ale 97,950 

Molson's Beer 50,810 

Murphy Prods. Co. $156,320 

Livestock & Poultry Feed 156.320 

Narragansett Brewing Co. $290,410 

Croft Ale. " 112,660 

Narragansett Ale 77,460 

Narragansett Beer 100.290 

National Airlines, Inc. .... $260,930 

National Biscuit Co. $5,536,500 

Dromedary- Cake Mix 983.060 

Home Town Bread . ._. 9,020 

Master Plan Bread .-_ 142.210 

Milk Bone 77,370 

Millbrook Bread .. 20,320 

(Continued) 
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SPOT FILM CLIENTS . . . continued 



Nabi-co Cookie* & Crackers 3,059,090 

Nabisco Shredded W heat 178,110 

\ahi-co Shredded W heat J rs 203,670 

Nabisco Various Cereals 166,270 

MiC. Bread 170,310 

Pal Dog Foods 23,150 

Ranger Joe Cereal 12,930 

Kice Honeys 324,430 

W heat Ilonevs 154,060 

National Brewing Co. $692,150 

National Bohemian iieer 605,220 

National Premium Peer 86,930 

National Corbon Co. $342,690 

F.veready Ratterie* 204.320 

Prestone Ant i- Freeze 138,370 

National Clothing Co. $53,650 

Notionol Dairy Products $1,246,530 

Kraft Various Product.* 157,250 

Sealtest Dairy Products 153.050 

Sealtest lee Cream 68,950 

Notional Tea Co. $136,040 

Food Stores 136,040 

Nationwide Insurance Co. $283,100 

Naturol Gos Co. $65,520 

Natural Gas I tilitie-. 65.520 

Nehi Corp./Bottlers $1,614,150 

Nehi 243.340 

Royal Crown Cola 1.328,700 

Nestle Co., Inc. $2,374,920 

Decaf instant Coffee 717,320 

Nescafe Instant Coffee 324,130 

Nestle's Instant Coffee 1,098,010 

New Englond Provision Co. $71,710 

Meats 71,710 

New York Centrol Roilrood $85,610 

Norwich Pharmocol Co. $123,670 

Pepto-Bisinol 123.670 

Oertel Brewing Co. $139,350 

Beer 139.350 

Ohio Oil Co $299,990 

Marathon Gas & Oil 299,990 

Oklohomo Oil Co. $127,020 

Oklahoma Oil 127,020 



Olympio Brewing Co. 

Olympia Peer 

Pabst Brewing Co 

Eastside Peer 
Pabst Beer 



Pan-Am Southern Corp.. 

Pan-Am Gas & Oil 



$149,380 

149.380 

$1,962,580 

983,430 
977,240 

$381,790 

381.790 



Pan-Americon World Airwoys $63,800 

Porker Pen Co. $60,650 

Parker Pens 60.650 

Paxton & Gallagher Co. $665,810 

Butter-Nut Coffee Reg. 665.810 



Pearl Brewing Corp. $264,420 

Pearl Beer ._ 264,420 

Pepper, Dr., Co. Bottlers $716,790 

Dr. Pepper Soft Drinks ._ . 700,910 

Petersen Baking Co. $114,890 

Peter Pan Bread 1 1 1.700 

Petri Wine Co. $497,310 

G & 1) Vermouth 24,760 

C & D Wine 25,120 

Italian Swi— Colony Wine 310,140 

Petri Wine 137,290 

Pfeiffer Brewing Co. $228,980 

Peer 228,980 

Pharmaceuticals, Inc. $1,108,580 

Geritol 190,060 

Sominex 63.780 

Various Drugs 62,540 

Zanmiin 33.560 

Phillips Petroleum Co. $624,370 

Phillips 66 Cas & Oil .. 618.640 

Tires .... ... 5,060 

Trop-Arctic Motor Oil ..... 670 

Piel Bros., Inc. $1,485,300 

PieFs Peer 1,485,300 

Pillsbury Mills, Inc. $692,150 

Ballard & Ballard Bi-cnit 80.820 

Ballard Flour 69,260 

Ballard Meal .... 2.090 

Feeds 40.800 

Obelisk Flour .... 89,090 

Pillsbury Cake Mixes . 74,240 

Pillsbury Flour 254,150 

Pillsbury Pancake Mix 6,830 

Pittsburgh Brewing Co. $280,750 

Iron City Beer 183,560 

Tech Beer 97.190 

Power Products, Inc. $210,100 

Baltimore Slicer _. 3,600 

Blendor 50,630 

Super Jet Spray Gun 155.870 

Prince Mocoroni Co. $94,690 

Macaroni 61,420 

Spaghetti 33,270 

Procter & Gamble Co. $17,522,450 

Biz Liquid Detergent 61,570 

Big Top Peanut Butter ... 633.770 

Cheer ... 783.770 

Crest 2.818.170 

Dash 1.693,880 

Drene Shampoo 213,270 

Duz 743,500 

Fluffo 147,610 

Gleem 1,609,620 

Ivory Flakes 1,024,660 

Joy .... 1.785.900 

Lava Soap 1,288.630 

Oxydol 774.220 

Prell Shampoo _ 226,030 

Secret Cream Deodorant 27,390 

Tide 513,820 

Velvet Blend Shampoo 39.860 

Whirl Liquid Shortening 36.930 

Zest Beauty Bar . 139,020 

Quoker City Choc. & Conf. Co. $200,130 

Good & Plenty Candy 200,130 



Quaker Oots Co. 

Aunt Jemima Corn Meal 
Aunt Jemima Flour 
Aunt Jemima Pancake Mix 
Aunt Jemima Waffle Mix 
Corn Bread Mix 
Ful-OPep Feed 
Quaker Oats 
Various Cereals 



RCA Dealers 

RCA Appliances 
RCA Radios .. 
RCA TV Sets 



Ralston-Purina Co. 

instant Ralston Cereal 
Poultry Feeds 
Purina Chow- 
Purina Dog Chow 
Purina Feeds 
Ralston Cereals 
Ry-Krisp .... ... 

Roth Packing Co. 

Canned Meats 
Chopettes .. . .... 

Meat Products 

Regal Pale Brewing Co. 

Regal Pale Beer 



$619,200 

18,640 
6,060 
49,420 
13,820 
391,450 
15,720 
45,890 
43,190 

$96,180 

9,670 
750 
48,800 

$1,143,750 

21,710 
6,110 
157.060 
714.570 
7.180 
141.220 
93,300 

$790,620 

64,840 
320,630 
389,510 

...$412,550 

.... 412,550 



Reilly, Wm. B., & Co., Inc. 

Luzianne Coffee fnst/Reg 
Luzianne Coffee Reg. 

Renoire Corp. 

Food Freezer Plan 



$758,720 

415,340 
284,230 

$74,110 

74.110 



Reynolds, R. J., Tobacco Co. ....$1 ,952,760 

Camel 680,690 

Winston .. .. 806,960 



Richfield Oil Corp. 

Richfield Cas & Oil 



$543,010 

543.010 



nichmon Brothers Co. $154,700 

Clothing 154,700 

Roberts, Rev., Orol $460,780 

Religion 460.780 



Ronzoni Mocoroni Co. 

Macaroni 

Rosen Roymond Co. 

RCA Products 



$281,070 

281,070 

.. $78,340 

.... 78,340 



Roto-Broil Corp. of Amer $305,090 

Rotisseries . 305.090 

Ruppert, Jocob, Brewery $489,400 

Knickerbrocker Beer 454,140 
Ruppert Beer 35.260 

Sofewoy Stores, Inc. . $978,430 

Food Stores . .._ 694.880 



Schaefer, F. & M., Brew. Co. 

Schaefer Beer 

Schlitz, Jos. E., Brewing Co. 

Schlitz Beer 

Schluderberg, W.,-T. J. 
Kurdle Co. 

Esskav Meats 



$648,040 

648.040 

$638,370 

638.370 



$110,710 

.... 110,710 
(Continued I 
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IN 



WE'VE SAID IT MANY, 

MANY TIMES 

AND NOW WE'RE 
PROVED RIGHT BY 



HOu* 



ED 




OF/: 



AREA SURVEY 



MAY 6-13, 1957 



ISP, 




IN THESE 25 COUNTIES 



SfflJJf 

Cadillac, Michigan 




ANTRIM 

BENZIE 

CHARLEVOIX 

CLARE 

CRAWFORD 

EMMET 

GLADWIN 

GRAND TRAVERSE 

GRATIOT 

ISABELLA 

KALKASKA 

LAKE 

LEELANAU 

MANISTEE 

MASON 

MECOSTA 

MIDLAND 

MISSAUKEE 

MONTCALM 

NEWAYGO 

OCEANA 

OSCEOLA 

OTSEGO 

ROSCOMMON 

WEXFORD 



REPRESENTED NATIONALLY BY 

WEED TELEVISION 



GENE ELLERMAN, V.P.-GEN. MGR. 

CADILLAC, MICHIGAN • PROSPECT 5-3478 



july 1957 
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SPOT FILM CLIENTS . . . continued 



Schmidt, G., & Sons, Inc $268,830 

Ale ... 63,720 

Beer 205,110 



Schoenling Brewing Co.. 

Beer . . 

Schonbrunn, S. A., & Co., Inc. 

Savarin Coffee Reg. 

Scott Paper Co. 

Cut-Rite Wax Paper 
Scotkins .. ... 
Scott Tissue ... 
Scott Towels 
Scottie Tissues 
Soft-Weve ..... 

Seoly Mottress Co. Dirs. 

Sealv Mattresses 



Seors Roebuck & Co. 

Stores & Mail Order 

Seven-Up Co., Bottlers 
Seven-Up 

Sheoffer, W. A., Pen Co. 

Sheaffer Pens 

Shell Oil Co. 

Shell Gas & Oil 

Signol Oil Co. 

Signal Gas & Oil 
Simoniz Co. 

Ivalon Sponges ... 

Simoniz Floor Wax & Polish 

Simoniz Hi-Lite Polish 

Simoniz Polishes 

Simoniz Waxes 



Sinclair Refining Co. _ 

Sinclair Gas & Oil 



$346,230 

346,230 

$281,780 

281,780 

.. $229,510 

86,910 
10,950 
62,230 
7,460 
46,560 
14,100 

$795,680 

795,680 

$350,250 

317,250 

$1,201,450 

1,201,450 

$125,610 

125,610 

$2,000,220 

2.000,220 



Singer Sewing Machine Co. 

Singer Sewing Machines . 

Skelly Oil Co. 

Skelgas & Oil 

Slenderello Co. 

Reducing Salons 

Socony Mobil Oil Co. Inc. 

Mobilgas & Mobiloil 



Squirt Co. Bottlers 

Squirt Mixer 
Squirt Soft Drink 



$81,000 

81,000 
$537,180 

112,950 
47,810 
. 227,850 
54,120 
56,770 

$675,460 

675,460 



$66,930 

66,930 



$139,440 

139.440 

$399,180 

399,180 

$1,228,650 

1,228.650 

- $177,670 

15,920 
161,750 



Stondard Food Morkets $143,610 

Humpty Dumpty Food Mkt* 146,610 

Stondord Oil Co. of Colif. $474,410 

Calso Gas 257,310 

Chevron Gas 122,200 

RPM Oil 94,900 

Stondord Oil Co. of Ind. $1,247,170 

Standard Gas & Oil 1,247,170 

Standard Oil Co. of Ohio $537,540 

Sohio Gas & Oil 530,390 

Tires _ 1,430 

Stegmoier Brewing Co. $201,900 

Stegmaier Ale 15,860 

Stegmaier Beer 186,040 



Sterling Breweries, Inc. 

Beer 

Sterling Drug, Inc. 

Bayer Aspirin . _ 
Dr. Lyon's Dentifrices 
Double Danderine . 

Energine . . 

Fizrin 

Haley's M. 0. .. 

Ironized Yeast _ 

Molle Shaving Soap 

Phillips Milk of .Magnesia 

Storz Brewing Co. - _ 

Beer 



_ $137,880 

137,880 

$8,823,300 

2,994,960 
635,830 
114,640 
438,390 
1,178,190 
851,930 
149,900 
288,090 
. 1,262,070 
$135,020 
135,020 



U. S. Borox & Chemicol Corp. 

Boraxo 



Strietmonn Biscuit Co. $143,750 

Cookies & Crackers _ 143,750 



Studeboker-Packord Corp. 

Packard Cars 

Studebaker Cars 

Studebaker Trucks _. 



Sun Drug Co. 

Drug Products 



Sun Roy Drug Co. 

Drug Stores 



$653,210 

. 253,750 
. 395,610 
3,850 

$123,760 

. 123,760 

$128,700 

. 128,700 



Butter 

Frozen Foods 

Frozen Meats 

Ice Cream 

Meat Products 

Pard Dog Food . 

Poultry _ 

Table Ready Meats 
Vigoro Fertilizer 



450 
73,510 
309.160 
113,380 
324,550 
11,150 
45,430 
36,800 
2,710 



Tofon Distributors, Inc $821,950 

Avatrons . 48,800 

Kobar __. 11,970 

Peels .... 98,980 

RX 30 11,340 

Tafon 640,620 

Triplehist 10,240 



Tosty Boking Co. 

Tasty Kake 

Terre Houte Brewing Co. 

Champagne Velvet Beer .. 

Texos Electric Service Co. 

Light & Power .. 

Texos Stote Opticol Co. 

Optical Service . 

Thrift Drug Co. 

Drug Products 



Top Volue Enterprises 

Top Value Trading Stamps 



$93,640 

. 93,640 



. .$116,040 

116,040 

__ $65,490 

65,490 



$71,310 

71,310 

$139,320 

139,320 

$1,041,480 

1,041,480 



Toy Guidonce Council $92,720 

Toys . 92,720 



United Gos Co. 

Appliances 
Gas .. 
Utilities 



$53,190 

10,230 
12,330 
. 30,630 



Twenty Mule Team Borax 



U. S. Tobocco Co. 

Encore . 



I Sunshine Biscuit Co. $810,070 § 

§ Cookies & Crackers 810,070 | 

I Swift & Co. _ $1,091,940 1 



United Vintners, Inc. . . 

Italian Swiss Colony Wine 

Petri Wines 

Wines 



United-Whelon Stores Corp. 

Stores 

Various Products . 

Wogner, August, Breweries 

Augustiner Beer 

Gambrinus Beer 



Wolgreen Co. 

Drug Stores 

Wonder Co. 

Ovalmix 
Ovaltine 



$1,097,930 

292,080 
805,850 

.. $524,430 

482,580 



$228,990 

61,060 
. 130,990 
21,540 

$154,440 

77,220 
77,220 

_ $76,270 

... 33,170 
. 43,100 



Word Boking Co. 

Aunt Hannah Bread 

Tip Top Bread 

Tip Top Cakes 



$508,580 

. 508,580 

$263,300 

33,080 
230,220 

$848,230 

15,840 
641,990 
. 159,690 



Word Drug Co. $52,410 

Drug Chain 52,410 



Worner-Lombert Phormo. 

Listerine Antiseptic 

Listerine Dentifrice 

Quick Home Permanent 



West End Brewing Co. 

Utica Club Ale 

Utica Club Beer 



Co. 



$5,820,440 

1,341,500 
1,291,606 
336,030 

$346,060 

88,580 
257,480 



White King Soop Co. 

White King Cleaner ._ 

White King Detergent 
White King Granulated Soap _. 
White King Toilet Soap 

White, Mortho, Mills, Inc 

Fortune Feed 

Martha White Cake Mixes .. 
Martha White Coffee Inst., Reg 

Martha White Corn Meal 

Martha White Flour 

Martha \\~hite Jams .. . 



Whitehouse Co. 

Phonograph Records 



Wiedemonn, George, Brewing 

Wiedemann Beer 

Wilson & Co., Inc 

Bak-Rite Shortening 

Canned Meats . ... . 

Ideal Dog Food 

Meats ... 

Wilson Dog Food 

Wisconsin Electric Power 

Electric Service 

Wisconsin Independent Oil . — 

Gas & Oil 



$184,670 

2,040 
126,970 
28,080 
27,580 

$174,630 

2,430 
25,280 
500 
34.950 
... 103,890 
500 

$136,740 

124,910 

$594,120 

594,120 

. $312,050 

6,930 
15.680 
2,360 
278,140 
360 

$80,830 

_.. 80,830 

$74,330 

74,330 
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He was watching Chicago's top rated daytime TV program- 
Network or Local — WGN- TV's "Lunchtime Little Theatre" 
(Average quarter hour rating, 8.3% — June ARB . 

Top programming to deliver you the right kind of audience is 
our business. 



That's why Top Drawer Advertisers use WGN -TV 

Let our specialists fill you in on some exciting WGN -TV case histories, 
discuss your sales problems and advise you on current availabilities. 



Put "GEE!" in your Chicago sales with 



WGN -TV 



CHANNEL 9-CHICAGO 



JULY 1957 
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FILM BASICS 

11. How do you convert film minutes to footage (and vice versa) ? 



TABLE CONVERTS FILM FOOTAGE TO TIME OR VICE VERSA 



FOOTAGE TO TIME FOOTAGE TO TIME J TIME TO FOOTAGE in 35mm in 16mm 



in 
35mm 


A 


■5 




In 
16mm 


i — 
2 


•3 
S 

u 
w 
<Q 


~P 
••a 
Si 




3 

3 


| 


Is 




5 

E 




8 

' E 




i 


4 


If 




I 


if 




1 


a 
* 


c * 

II 


1 


" 1 


£ 


1 


Vt 


00 


00 


33 


Yx 


00 


00 


.80 




00 


Q0 


33 




8 




8 


1 


00 


00 


.67 


1 


00 


01 


.67 




00 


00 


30 




12 




12 


2 


00 


01 


33 


2 


00 


03 


.33 




00 


00 


37 / 




16 




16 


3 


00 


02 


,00 


3 


00 


OS 


.00 




00 


01 


30 


1 


8 




24 


4 


00 


02 


.67 


4 


00 


06 


.67 




00 


02 


.00 


3 


0 


1 


8 


5 


00 


03 


33 


5 


00 


08 


.33 




00 


03 


.00 


4 


8 


1 


32 


6 


00 


04 


.00 


6 


00 


10 


.00 


1 ' 


00 . 


04 


.00 


6 


0 


2 


16 


7 


00 


04 


.67 


7 


00 


11 


.67 


. . - 


00 


05 


30. 


7 


8 


3 


0 


a 


00 


♦05 


33 


8 


oo 


13 


33 




00 


06 


.00 


9 


0 


3 


24 


9 


00 


06 


,00 


9 


00 


15 


.00 




00 


07 


.00 " 


10 


8 


4 


8 


10 


00 


06 


.67 


10 


00 


M 


.67 




00 


08 


.00 


12 


0 


4 


32 


20 


00 


13 


.33 


20 


00 


33 


.33 




00 


09 


.00 


13 


8 


5 


16 


30 


00 


20 


.00 


30 


00 


50 


.00 




00 . 


10 


.00, 


15 


0 


6 


0 


40 


00 


26 


.67 


40 


01 


06 


37 




00 


20 


.00 


30 


0 


12 


0 


50 


00 


33 


.33 


50 


01 


23 


"43 




00 


30 


.00 


45 


0 


18 


0 


60 


00 


40 


.00 


60 


01 


40 


.00 


' I 


do 


40 


.00 


60 


0 


24 


0 


70 


00 


46 


.67 


70 


01 


56 


.67 




00 


so 


.00**' 


75 


0 


30 


0 


80 


00 


53 


.33 


80 


02 


13 


33 


1 


01 


00 


.00 


90 


0 


36 


O 


90 


01 


00 


.00 


90 


02 


30 


.00 




02 


00 


30 


180 


0 


72 


0 


100 


01 


06 


.67 


100 


02 


46 


.67 


1 i 


03 


00 


.00 


270 


0 


108 


0 


200 


02 


13 


33 


200 


05 


33 


33 




04 


00 


30 


360 


0 


144 


0 


500 


05 


33 


.33 


500 


13 


53 


33 




05 


00 


.00 


450 


d 


180 


0 


600 


06 


40 


.00 


600 


16 


40 


,00 




06 


00 


30 - 


540 


0 


216 


0 


700 


07 


46 


.67 


700 


19 


26 


.67 




07 


00 


.00 


630 


0 


252 


0 


800 


08 


53 


33 


800 


22 


13 


.33 


r 


08 


00 


.00 


720 


0 


288 


0 


900 


10 


00 


.00 


900 


25 


00 


.00 


1 


09 


00 


.00 


810 


0 


324 


0 


1000 , 


11 


06 


37 


1000 


27 


46 


.67 




10 


00 


.00 • 


900 


0 


360 


0 


2000 


22 


13 


.33 


2000 


55 


33 


33 




20 


00 


.00 


1800 


0 


720 


0 


3000 


33 


20 


.00 










I 


30 


00 


30 


2700 


0 


1080 


O 



COPYRIGHT 19S5 SCREEN GEMS, INC. 



Do }ou know how loii£ it takes 2,683 feet of 35 mm. film to run? See answer below 



For film men not equipped with time-footage convert- 
ers, sponsor reproduces one developed by Peter 
Keane ol Screen Gems. It permits calculations from 
footage to time and vice versa for both 16 mm. and 
35 nun. It goes up to 33 minutes of running time 
for 35 mm. and 55 minutes for 16 mm. The figures 
are based ou standard rates of travel in tv projectors. 
Since film people are familiar with standard-length 
films, the chart is useful in figuring out odd lengths 
of lime and footage. In such cases, the user breaks 
down the figures into those already calculated in the 



chart and merely adds them together. For example, 
if the user wants to find out how long 2,683 feet of 
35 mm. will run, he goes about it this way. Referring 
to the chart shows that 2.000 feet runs 22 minutes 
and 13 seconds; 600 feet runs six minutes and 40 
seconds; 80 feet runs 53 seconds and three feet runs 
about two seconds. That makes a total of 28 min- 
utes and 108 seconds or 29 minutes and 48 seconds. 
The chart should also be useful in commercial pro- 
duction, where short lengths are common and careful 
calculations essential for tv's split-second timing. 
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MOUSETRAP, STEAM TRAP, SEWER TRAP 



. . . the world wont beat a path to the door of 
the man who builds a better one and then doesnt 
advertise it so that people will know about his 
product, know where it can be bought and how 
much it costs. 

Advertising benefits the buyer, too. It tells you 
the product story, makes it easy for you to buy. 
Even more important to you, advertising leads 



...it makes no difference 

to mass production and volume sales . . . which 
means lower costs and 
lower prices. 



Yes, "Advertising 
Benefits You" . . . 
'specially business- 
paper advertising. 




SPONSOR PUBLICATIONS I M '. 



JULY 1957 
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NEW MEXICO 




get tf&u/o nteAAag& 
o*v tk& nuuji/y 

GOLDEN 
SPREAD 

u/he/t& grteat t/tutgd 
art& kappemng 

A 

KGNC-TV is a station of specialists. 
Our weatherman is a graduate meteorologist 
who does nothing but weather forecasts. 
Our sports man is exactly that — and one of 
the best. Our news men are specialists in news. 
That is their sole job. We maintain a 
complete farm department in connection 
with radio with two full-time men assigned 
to do nothing but handle farm news 
and programming. 

You can't go wrong when you buy Big 4! 



KANSAS 

OKLAHOMA 
— i 



KGNC-TV 





's 

6/G 



KGNC-TV 

Channel 4 

AMARILLO, TEXAS 



r 



CONTACT 



ANY 



K A T Z 



MAN! 
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5 COLOR BASICS 



A survey of U.S. tv stations showing their 
color tv status, including whether they are 
equipped for network color transmission; 
local slide, local film, local live transmission. 
Includes box score on total U.S. color status. 



COLOR BASICS 



Box score on stations equipped for network and local colorcasting 



Below are results of a sponsor survey of tv stations 
which reported their color status to CHS, !\BC or Standard 
Rate and Data Service as of June 1957. (For color status 
as of June 11)56. see 10th Annual Fall Facts Basics, 1956.1 



Here's the box score on type of color transmission for 
which the stations are now equipped or will soon be: 
Some 281 stations (55% ) can transmit network color 

'Continues page 1361 



Available locally 



D.C. 



CALL LETTERS, CITY 



NET 
AFFILIATION 



O 



O 
5 



O 

u 



o 

u 



o 

_J 

o 



A 1 A 

ALA. 


WABT, Birmingham 


N-A 


x 


X 


X 




WBRC-TV, Birmingham 
WMSL-TV, Decatur 
WALA-TV, Mobile 


c 

C-N 
N 


X 
X 
X 










WKRC-TV, Mobile 


C 


X 


X 


X 






WCOV-TV, Montgomery 


C 


X 










WSFA-TV, Montgomery 


N 


X 








ARIZ. 


KOOL-TV, Phoenix 


C 


X 








KTVK, Phoenix 
KVAR, Phoenix 


A 
N 


X 
X 


X 


X 




ARK. 


KFSA-TV, Fort Smith 


A-N 


X 








KARK-TV, Little Rock 


N 


X 










KTHV, Little Rock 


C 


X 










KCMC-TV, Texarkana 


C-A 


X 






Fall '58 


CAL. 


KERO-TV, Bakerstield 


N 


X 








KHSL-TV, Chico 
KFRE-TV, Fresno 


C-A 
C 


X 






Jan~'58 




KJEO-TV, Fresno 


A 


X 






X 




KMJ-TV, Fresno 


N 


X 


X 


X 






KTLA, Hollywood 






X 


X 


X 




KHI-TV, Los Angeles 


Don Lee 


X 


On selected 


basis 




KNXT, Los Angeles 


C 


X 


X 


X 


X 




KRCA, Los Angeles 


N 


X 


X 


X 


X 




KVIP-TV, Redding 


A-N 


X 










KBET-TV, Sacramento 


C 


X 


X 


X 






KCCC-TV, Sacramento 


A 


X 


X 


X 






KCRA-TV, Sacramento 


N 


X 


X 


X 






KSBW-TV, Salinas-Monterey 


C-N-A 


X 






early '57 




KFMB-TV, San Diego 


C-A 


X 


July '57 








KFSD-TV, San Diego 


N 


X 










KPIX, San Francisco 


C 


X 










KRON-TV, San Francisco 


N 


X 


X 


X 


X 




KSAN-TV, San Francisco 








X 






KEY-T, Santa Barbara 


A-C-N 


X 









COL. 


KLZ-TV, Denver 
KOA-TV, Denver 


C 
N 


X 
X 






CONN. 


WHCT-TV, Hartford 
WNBC-TV, New Britain 
WNHC-TV, New Haven 


C 
N 
A-C 


X 
X 
X 


X 


X 



WMAL-TV, Washington 
WRC-TV, Washington 
WTOP-TV, Washington 



A 
N 
C 



When ABC 

begins 
programing 

x Sept '57 Sept '57 Sept '57 



FLA. 


W|HP-TV, Jacksonville 


A-N 


X 






WMBR-TV, Jacksonville 
WCBS-TV, Miami 


C-A 
N 


X 
X 








WCKT, Miami 


N 


X 


X X 


Nov '57 




WTVJ, Miami 


C 


X 


X X 


X 




WDBO-TV, Orlando 


A-C-N 


X 








WEAR-TV, Pensacola 


A-C 


X 








WFLA-TV, Tampa 


N 


X 


X X 






WTVT, Tampa 


C 


X 


X X 






WPTV-TV, West Palm Beach 


N-C 




This year 




6A. 


WACA-TV, Atlanta 


C 


X 


X X 




WSB-TV, Atlanta 
W)BF. Augusta 


N 

A-N 


X 
X 


X X 






WDAK-TV, Columbus 


N 


X 


'57 '57 






WRBL-TV, Columbus 


A-C 


X 




late '57 




WMAZ-TV, Macon 


A-C 


X 








WSAV-TV, Savannah 


N 


X 








WTOC-TV, Savannah 


A-C 


X 


This year 




ILL. 


WCIA, Champaign 


C-N 


X 






WBBM-TV, Chicago 


C 


X 








WCN-TV, Chicago 


M 


Experimental color only 






WNBQ, Chicago 


N 


X 


X X 


X 




WEEK-TV, Peoria 


N 


X 








WTVH, Peoria 


C-A 


X 








KHQA-TV, Quincy 


C 


X 








WCEM-TV, Quincy 


N-A 


X 








WREX-TV, Rockford 


C-A 


X 




X 




WTVO, Rockford 


N 


X 








WHBF-TV, Rock Island 


C-A 


X 







Available locally 



O 



O 
5 



NET 

CALL LETTERS, CITY AFFILIATION 



O 
_j 
O 



!N0, 



WEHT, Evansville C x 

WANE-TV, Fort Wayne C-A x 

WKIC-TV, Fort Wayne N x 

WFBM-TV, Indianapolis N x 

WISH-TV, Indianapolis C x 

WFAM-TV, Lafayette x 

WLBC-TV, Muncie A C-N x 

WNDU-TV, South Bend N x 

WSBT-TV, South Bend C x 

WTHI-TV, Terre Haute C x 



Sept '58 Sept '58 

XXX 



This summer 



IOWA 



WOI-TV, Ames A 

WMT-TV, Cedar Rapids C 

WOC-TV, Davenport N 

KRNT-TV, Des Moines C 

WHO-TV, Des Moines N 

KQTV, Fort Dodge N 

KCLO-TV, Mason City C 

KTVO, Ottumwa C-N 

KTIV, Sioux City N 

KVTV, Sioux City A-C 

KWWL-TV, Waterloo N 



KANS. 


KCKT-TV, Great Bend 
KTVH, Hutchinson 
WIBW-TV, Topeka 
KARD-TV, Wichita 


N 

C 
A-C 
N 


X 
X 
X 
X 


X 


X 


X 


KY. 


WEHT, Henderson 
WAVE-TV, Louisville 
WHAS-TV, Louisville 


C 
N 
C 


X 
X 
X 









UWBRZ, Baton Rouge N-A 

• KLFY-TV, Lafayette C 

KPLC-TV, Lake Charles N-A 

KNOE-TV, Monroe C-N-A 

WDSU-TV, New Orleans N-A-C 

KSLA-TV, Shreveport C-A 

KTBS-TV, Shreveport N-A 



ME. 


W-TWO, Bangor 
WCSH-TV, Portland 
WCAN-TV, Portland 


C 
N 
C 


X 
X 
X 






MD. 


WBAL-TV, Baltimore 
WMAR-TV, Baltimore 
WBOC-TV, Salisbury 


N 

C 
A-C 


X 
X 


X 
X 


X X 

X 

summer 


MASS. 


WBZ-TV, Boston 
WNAC-TV, Boston 
WHYN-TV, Springfield 
WWLP, Springfield 


N 

C 
C 

N-A 


X 
X 
X 
X 


X 
X 


X 



MICH. 



WJBK-TV, Detroit C x 

WWJ-TV, Detroit N x 

WOOD-TV, Grand Rapids N-A x 

WKZO-TV, Kalamazoo C-A x 

WJIM-TV, Lansing A-C-N x 

WKNX-TV, Saginaw-Bay City C-A x 

WNEM-TV, Saginaw-Bay City N x 



MINN. 



WDSM-TV, Duluth-Superior N x 

WCCO-TV, Minneapolis C x 

KROC-TV, Rochester N x 

KSTP-TV, St. Paul N x 



'58 
x 



'58 
x 



MISS. 



WCBI-TV, Columbus N-C 

WDAM-TV, Hattiesburg N-A 

WJTV, Jackson C-A 

WLBT, Jackson N-A 
WTOK-TV, Meridian C 



Target date mid '57 



MO. 



KFVS-TV, Cape Girardeau C x 

WHQA-TV, Hannibal C x 

KODE-TV, Joplin C-A x 

KCMO-TV, Kansas City C x 

WDAF-TV, Kansas City N x 

KSD-TV, St. Louis N x 

KWK-TV, St. Louis C x 

KTTS-TV, Springfield C x 

KYTV, Springfield N-A x 



NEB. 



KHAS-TV, Hastings 
KHOL-TV, Kearney 
KOLN-TV, Lincoln 
KMTV, Omaha 
WOW-TV, Omaha 



N 

C 
C-A 
N-A 

C 



x 
x 

Spring '57 
x 
x 



I 
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RADIO 



FRANK HEADLEY, President 
DWIGHT REED, Vice President 
FRANK PELLEGRIN, Vice President 
PAUL WEEKS, Vice President 




TELEVISION 



We've been moving stcadilv forward, since the dav II-R 
was started by a group of Working Partners. Our list 
of stations has had a healthv grow th; our staff has steadily 
increased; we've added offices from coast-to-coast. Yet 
while we have been moving forward, the basic character of 
II-R has never changed. The II-R Partners are still 
Working Partners and today, as when we started, "we 
always send a man to do a man's job." 



380 Modiion Ave. 
New York 17, N. Y. 
Oxford 7-3120 



35 E. Wocker Drive 

Chicogo 1, Illinois 
RAndolph 6-6431 



101 Moriello Street 
Attonto, Georgio 
JAckson 3-7797 



62S3 Hollywood Boulevord 
Hollywood 23, Colif. 
Hollywood 2-6*53 



155 Montgomery Street 
Son Fronc SCO. Colif. 
YUkon 2-5837 



4 1 6 S'O Grand* Sidg 
Oollos. Tetos 
llvenid* 2-51*3 



520 Lovett Boulevord 
Room No. ID 
Houston, Teios 
JAckion 8-1601 



910 Soyol Street 
Conol 3917 
New Orleans, Lo. 



529 Pon Americon Bonk 
Bldg 

M omi, Florida 
FSonklin 3-7753 



COLOR BASICS 



shows, an increase of some 61 stations over June 19.56. 

Tliere are 81 stations 116'* ) equipped to transmit local 
color slides. 'I hat compares with 75 in 1956. 

The figure is 79 stations I 17.5' i I for transmission of 
color film localh compared with 74 in 1956. 

The grow tli in stations equipped to program local live 



color has heen slowest of all. There are 32 stations 
I 6 ( /( ) so equipped this year compared w ith 29 stations in 
the sur\e\ of June 1956. 

All in all, howewr. station equipment for transmission 
of color lias far outpaced growth in set circulation. Sta- 
tions arc read\ for color's s U rj;e when it comes. ^ 



Available locally 



NEV. 



N, M. 



N. Y. 



PA. 



R. I. 



CALL LETTERS, CITY 



NET 
AFFILIATION 



O 

u 



o 

5 



a. 
O 



O 

u 



o o 



KLAS-TV. Las Vegas 
KLRI-TV, Las Vegas 



C 
N-A 



Jul '57 Dec '58 



KGGM-TV. Albuquerque C 
KOB-TV, Albuquerque N 
KSWS-TV, Roswell N-C-A 



fall '57 fall '57 
This year 



WCDA, Albany 


C-A 


X 








WNBF-TV, Binghamton 


C-N-A 


X 








WBEN-TV, Buffalo 


C 


X 


X 


X 


X 


WBUF. Buffalo 


N 


X 








WCR-TV. Buffalo 


A 


X 








WCBS-TV, New York City 


C 


X 


X 


X 


X 


WRCA-TV, New York City 


N 


X 


X 


X 


X 


WH EC-TV, Rochester 


C-A 


X 








WROC-TV, Rochester 


N-A 


X 








WVET-TV, Rochester 


C-A 


X 








WRCB, Schenectady 


N 


X 


Aug '57 


Aug '57 


Oct '57 


WHEN-TV, Syracuse 


C 


X 








WSYR-TV, Syracuse 


N 


X 


X 


X 




WKTV, Utica 


A-C-N 


X 









N. C. 


WLOS-TV. Ashville 


A 


X 








WBTV, Charlotte 
WFLB-TV, Fayetteville 


N 

C-A-N 


X 
X 


X 


X 


X 




WFMY-TV, Creensboro 


C 


X 


X 


X 






WNCT, Creenville 


C 


X 










WNAO-TV, Raleigh 


C-A 


X 










WRAL-TV, Raleigh 


N 


X 


X 


X 






W T VD, Raleieh 


A 


X 










WITN. Washington 


N 


X 










WSJS-TV, Winston-Salem 


N 


X 








N.D. 


WDAY-TV, Fargo 


N-A 


X 






1 


KNOX-TV, Crand Forks 


N 


X 










KCIB-TV, Minot 


C-N-A 


X 


X 


X 






KXIB-TV. Valley City 


C 


X 


X 


X 




OHIO 


WKRC-TV, Cincinnati 


C 


X 








WLW-TV, Cincinnati 


N 


X 










KYW-TV. Cleveland 


W 


X 










WEWS. Cleveland 


A 


X 










WIW-TV, Cleveland 


C 


X 










WBNS-TV, Columbus 


C 


X 










WLW-C. Columbus 


N 


X 










WHIO-TV. Dayton 


C 


X 










WLW-D. Dayton 


N-A 


X 










WIMA-TV, Lima 


A-N-C 


X 










WSTV-TV, Steubenville 


C-A 


X 










WSPD-TV, Toledo 


C-A-N 


X 










WFMI-TV, Youngstown 


N 


X 










WKBN-TV, Youngstown 


C 


X 










WHIZ-TV, Zanesville 


N-C-A 










OKLA. 


KTEN, Ada 
KVSO-TV. Ardmore 
KWTV. Oklahoma City 


A-N-C 
N 
C 


X 

X 
X 










WKY-TV, Oklahoma City 


N 


X 


X 


X 


X 




KOTV, Tulsa 


C 


X 










KVOO-TV, Tulsa 


N 


X 


X 


X 




OREG. 


KVAL-TV, Eugene 


N 


X 








KBES-TV, Medford 
KOIN-TV, Portland 


C-N-A 
C 


X 

X 










KPTV, Portland 


N 


X 


X 


X 





WFBC-TV, Altoona C-N-A 

WICU, Erie N-A 

WSEE-TV, Erie C 

W'AC-TV, Johnstown N 

WCAL-TV. Lancaster N-C 

WCAU-TV. Philadelphia C 

WFIL-TV. Philadelphia A 

WRCV-TV, Philadelphia N 

KDKA-TV, Pittsburgh A C 

WDAU-TV, Scranton C 

WBRE-TV, Wilkes- Barre N 

WILK-TV. Wilkes-Barre A 
WNOW-TV. York 



This year 



W|AR-TV, Providence 



N A 



Available locally 



s. c. 



S. D. 



TENN, 



TEX. 



UTAH 



VA. 



o 

u 



o 

5 



Of 

o 

I 

o 

u 



NET 

CALL LETTERS. CITY AFFILIATION 



O 
O 



o 

—I 

o 



WAIM-TV, Anderson C x 

WCSC-TV, Charleston C-A x 

WUSN-TV, Charleston N-A x 

WIS-TV. Columbia N x 

WNDK-TV, Columbia C x 

WBTW, Florence C-A-N x 

WFBC-TV, Creenville N x 

WSPA-TV, Spartanburg C x 



KOTA-TV, Rapid City 
KELO-TV, .Sioux Falls 



C 
N-A 



x 

Sept '57 



WDEF-TV, Chattanooga C-A 

WRCP-TV, Chattanooga N-A 
WDXI-TV, lackson C 
WIHL-TV, Johnson City C 

WATE-TV, Knoxville N 
WB'R-TV, Knoxville C 
WMCT-!' Memphis N 
WREC-TV, Memphis C 
WLAC-TV, Nashville C 
WSM-TV, Nashville N 



x 
x 
x 
x 
x 

X 
X 



KPAR-TV, Abilene C 

KCNC-TV, Amarillo N 

KTBC-TV, Austin C-N-A 

KFDM-TV, Beaumont C 

KRIS-TV, Corpus Christi N-A 

KSIX-TV, Corpus Christi C 

KRLD-TV, Dallas C 

WFAA-TV, Dallas N-A 

KROD-TV, El Paso C 

KTSM-TV, El Paso N 

WBAP-TV, Fort Worth N-A 

KCUL-TV, Calveston C 

KPRC-TV, Houston N 

KTRK-TV, Houston A 

KCBD-TV, Lubbock N-A 

KDUB-TV, Lubbock C 

KM ID-TV, Midland N-A 

KENS-TV, San Antonio C-A 

WOAI-TV, San Antonio N 

KCEN-TV, Temple N 

KCMC-TV, Texarkana C-A 

KLTV, Tyler N-C-A 

KWTX-TV, Waco A-C 

KFDX-TV. Wichita Falls N-A 

KSYD-TV, Wichita Falls C 



x 
x 

X 

x 

X 
X 
X 
X 
X 
X 
X 
X 
X 



This year 

x 

x 
x 



Dec '58 



Local 58 



This year 



KSL-TV, Salt Lake City 
KTVT, Salt Lake City 



C 
N 



WCYB-TV, Bristol 
WTAR-TV, Norfolk 
WVEC-TV, Norfolk 
WTVR, Richmond 
WRVA-TV, Richmond 
WXEX-TV, Richmond 
WDBI-TV, Roanoke 
WSLS-TV. Roanoke 



N-A 
C-A 
N 
A 
C 
N 
C 

A-N 



x 
x 
x 
x 
x 
x 



fall '57 



WASH. 



KEPR-TV, Pasco 
KINC-TV, Seattle 
KOMO-TV, Seattle 
KTNT-TV, Tacoma 
KHQ-TV, Sookane 
KREM-TV, Spokane 
KXLY-TV, Spokane 
KIMA-TV. Yakima 



C-N 
A 
N 
C 
N 

C 
-N-A 



Ww» WHIS-TV, Bluefield N x 
. VM. WCHS-TV, Charleston C x 
WHTN-TV, Huntington A-C x 
WSAZ-TV, Huntington N x 
WTAP-TV, Parkersburg N-A-C fall '57 
WTRF-TV, Wheeling N-A x 



WIS. 



WEAU-TV, Eau Claire N-A 

WBAY-TV, Creen Bay C 

WMBV-TV, Creen Bay N 

WISC-TV, Madison C 

WKOW-TV, Madison A 

WMTV, Madison N 

WTMI-TV, Milwaukee N 

WXIX. Milwaukee C 



WYO. 



KFBC-TV. Cheyenne 
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ARE YOU 

HALF-COVERED 



IN 



NEBRASKA'S OTHER BIG MARKET? 



MAY 1957 VIDEODEX 
PROVES KOLN-TV SUPERIORITY! 

Tin- May 1937 Yi<leu«le\ eoxerrtl nil TV homes in 12 
rounlii'it in South Central Nebraska ami Northern Kan.-as. 
The ratinp> speak for themsehes: 

SUMMARY— AVERAGE RATINGS, % TV HOMES 





KOIN-TV 


Station B 


Station C 


Station 0 


Sign on — 1 :00 P.M. 


10.1 


5.1 


4.8 


3.5 


1:00-5:00 P.M. 


12.5 


7.3 


6.5 


4.5 


5:00-11:00 P.M. 


22.3 


12.0 


9.5 


6.2 



Daytime and nighttime Sun/lays through 
Saturdays — KOLX-Tl' leads the second station 
by margins of 7l f 'c to ')H r r.' 



N ' TV ~'v 




WKZO TV — GRAND RaPidS-kalamaZOO 
wkZO RADIO — kalauaZOO BATTLE CREEK 
wjEf RADIO — GRAND RaPiDS 

WJEF FM — GRAND RAPIDS KALAMAZOO 
KOLN-TV — LINCOLN. NEBRASKA 
Allocated — th 

WmBD RADIO — PEORIA ILLINOIS 




Have you noticed how much the Nielsen 
NCS No. 2 has expanded Lincoln-land? 



K,OJLl\"TVi» delhers Lhirolu-huiil — a hi*: 69-euuut\ 
market with 191.710* lele\ i»ioii families, 

The KOLN-TV market i.» as independent of Omaha a- 
Ilartford i.» of Providence ... or S\ raruse i» of Hoeln-ler. 

Latest Videodex. \\\\\ and Tele|»ulse Nme\» all prme that 
KOLN-TV is the big Lincoln-land favorite da\ ami ni>:ht! 

Ask your Avery-Knodel man for all the facts on KU|.\-T\. 
the Offieial CB;> Outlet for Nmlh Central \ehra-ka and 
Northern Kansas. 

•See NCS No. 2 

CHANNEL 10 • 316,000 WATTS • 1000-FT. TOWER 

KOLN-TV 

COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 

Avery-Knodel. Inc.. Exclusive National Representatives 
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It's happened in Minneapolis-St. Paul 

WDGY takes over first place — 

and 3 surveys say so! 



May-June Hooper says it. WDGY has :>.'>. 6 '/c average share of audi- 
ence, 7 a.m. -6 p.m., Monday through Saturday. 

June Trendex says it. WDGY has 29.9 c /c average share of audi- 
ence, 7 a.m.-f) p.m., Monday through Saturday. 

Latest Nielsen says it. WDGY first XSJ area, 9 a.m. -6 p.m., Monday 
through Saturday. 

Latest Pulse (back in March-April) said WDGY is first every 
afternoon. 



Storz Station programming excitement has over 
turned radio listening — and time-buying — habits 
of a generation. Get details from your Blair 
man . . . or talk to WDGY General Manager 
.lack T haver. 



WDGY 

50,000 watts 
Minneapolis-St. Paul 








TATIONS 

TODAY'S RADIO FOR TODAY'S SELLING 



WDGY Minneapolis St. Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BY JOHN BLAIR Sc CO. 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 



138 



TV AND RADIO BASICS 



SECTION 



Quest ion-and-answer briefing section for guidance 
today and throughout the year to come. Covering: 

SPOT RADIO starts page 140 
NETWORK RADIO starts page 166 



TIMEBUYER SURVEY 



Spot radio boom continuing with nighttime gains on horizon 



i. 




What is the outlook for activity in spot radio— -outside "prime time"? 

DAYTIME NIGHTTIME 

Big increase - 27.0% Big increase 15.1% 

Small increase 54.6% Small increase 47.2% 

About the same 18.4% About the same 37.7% 



What would it take to sell more 
clients on the use of nighttime? 

Better documentation by reps 

Lower rates 

Better nighttime programing 




POINTS 

47 
57 
54 



3. What's happening to the frequency of ! 
spot radio schedules? 



(pot 

PRIME TIME OTHER TIMES 

Big increase 47.5% Big 21.2% 

Small increase .... 25.5% Small 53.8% 

About the same .... 27.0% Same 25.0% 



4. What's happening to the length of spot radio schedules? 

IN PRIME TIME (7-9 am; 4-7 pm) IN OTHER TIMES 

Big increase 25.0% Big increase 7.5°^ 

Small increase 26.8% Small increase 45.3°^ 

About the same 48.2% About the same 47.2% 

5. Taken together, will your accounts buy more or less spot radio this fall than last? 
MORE 95.8% LESS 4.2' 



Timebuyers were asked to project this fall's spot radio trends via the 
questions above. A mail questionnaire went to 300 buyers at agencies 
around the nation, including New York, Chicago, Los Angeles, De- 
troit, Cleveland, among other important buying centers. A total of 65 
buyers responded. All questions shown above, except question two, 
required a simple check-off answer. For question two, buyers were 
asked to "number in order of importance" the three possible answers 
shown. Answers were then tabulated on a point system: Three points 
for a number one answer; two points for number two; 'one point for 



a three. This provided a combined score. The results of the ques 
tion. incidentally, are surprising; for they show that documentation 
and programing bulk almost as strongly in the buyer's mind as incen 
tives to buy nighttime as reduced rates. An additional question, no 
shown above, called for a written answer outlining suggestions 
sponsors planning spot radio campaigns this falL Many of the 
responses to this question appear in the text starting at right. (For 
a similar 9urvey on spot tv trends, see Spot Tv Briefing Section.) 





SPOT RADIOS' BIGGEST YEAR EVER 



// all boils doivu to this— better buy early if you're hoping for gthttd 
availabilities this fall* (aid "early " is right nou! lioth buyers (aid 
sellers see a bustling season ahead with au ex/nmsiou of station 
and market lists and a big spilliug-orer from "prime-time" into both 
daytime and nighttime hours as elients compete for space on the air 



Outlook 

Q. Will clients invest more or 
less in spot radio this year than 
they did in 1956? 

A. More. Timebuy ers polled by 
M'ONSOK are virtually unanimous in 
this opinion. In answer to the ques- 
tion: "Taken together, will jour ac- 
counts but more or less spot radio this 
fall than last?" almost even respond- 
ing timebuy er answered. "More." 
Less than 5' J will buy less. In their 
estimates of how much more they 
would buy, the median increase was 
20'.. The lowest increase was 3 n i , 
the highest. 200 r 7 . The niajoritt ex- 
pect to buy 10 to 50 f ? more spot this 
fall than last. 

Thi* hears out predictions of a num- 
ber of station representative*. W ith 
SKA # reported spot radio dollar vol- 
ume up 40.S r < for the first quarter this 
year oxer the same period in T 956. 
some reps and station managers an- 
ticipate the total increase for the tear 
will be well above 40','. Total hist 
year, according to SR. A. was $149.9 
million, almost 25' r gain oxer 1955. 

Also in the wind for this fall, as reps 
see it: 111 expansion of market lists 
beyond metropolitan areas that now 
get the bulk of national spot dollars: 
(2) schedules in all markets likely to 
be longer and more fully saturated. 



Q. Does the business outlook 
mean a shortage of availabilities 
this fall? 

A. Demand for more radio time In 
more clients will certainly result in 
availahilitt problems for tho*e clients 
who wail too long to plan campaign- 
and are over-fiis-y on slotting, \bonl 
25'? of the timobuyer- who answered 
si'onsoh's questionnaire, ofTered this 
as their most important lip to client 5 - 
planning a spot radio campaign thi- 
fall or winter: "Buy early. 

Sellers of lime are sounding the 
-ame tocsin. From inquiries" they are 
now getting. the\ can foresee the rush 
on the box office when the gates open. 

Q. Is it generally agreed that 
franchises will assume new impor- 
tance? 

A. \ es. Mthough spot radio will 
continue to be a flexible medium, with 
in-and-out advantages to the client, a 
trend to longer-term buy* i- in the 
making. The purpo-e of the-e longer 
contracts is not onI\ con*i*tencv . but 
a means of protecting choice slotting-. 

Q. If "buy early" is the watch- 
word for radio this fall, when is 
"early"? 

A. Right now. \nd that i- none loo 
earh ! For more than a month alread\. 
clients have been moving in with 26- 
week bu\s to run through to the end 
of the \ear. While they would not nor- 
mailt begin schedule- in Jul\. lhe\ 



have decided that the co-t of a few ex- 
tra week- in adtaine of fall i- well 
worth the fraiuhi-e- tluw will bold 
again-t competition when the -ea-onal 
rush begin-. There al-o i- anolher tvpe 
of protection the\ arc looking for: in- 
surance again-t late bike-. 

Q. Will station rates be raised? 

A. A general, indu-trv -w ide rale 
hike i- not expected in -pot radio. e«pe- 
ciallv in the face of heavy network ra- 
dio competition for adverti-ing bu-i- 
uo— . Rnl a number of limcbuvers had 
tlii- tip for client- on their scox-ok 
questionnaire-: \llow -nflicicnt dol- 
lar- for rate increases." 

What can be expected thi- fall are 
rale adjustments both up and down. 
Nations that are doing exceptional 
job-, piling up rating-, will undonhled- 
h rai»e rale- but with no fanfare. 
In sume ca-c-. -lilTer premium- will go 
on Iralhc hour rale- to ea-e own rowd- 
ing of anuouncenienl-. 

Vctnallv. radio rale- hate been low 
for a long lime, and hate not even 
jumped alarmingU during the pa-l 
\ear. CampbeII-1 w aid. in preparing 
the current General Motors \cceplauce 
Corp. I CrVI \{] i campaign, e-timated 
thai to duplicate la-l \ear- campaign 
would co>| M •_. to 5' < more. \ recent 
slnd\ b\ Mation Repre-enlalit \--<>- 
ciation for kndner \genc\ -bowed 
the average boost in daWime 4 pot ra- 
dio rale- in market- of over 1<M1.(MHI 
population wa- 10 r « for tin- \ear. 
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Famous on the local seen 



It was the leadership and inspiration of George Washington that changed 
Mount Vernon from a quiet country home into the country's number one shrine. 

I 

And it is the leadership in community activities that 

has given national prominence to the Storer stations. 

A Storer station is a local station. 




et known throughout the nation. 
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STORER BROADCASTING COMPANY 




WSPD-TV 

Toledo, Ohio 



WSPD 

Toledo, Ohio 



WJW 

Cleveland, Ohio 



WJW-TV 

Clevelond, Ohio 

WJBK 

Detroil, Mkh. 



WJBK-TV 

Detroit, Midi. 

WAGA 

Atlanta, Go. 



WAGA-TV 

Atlanta, Go. 



WVUE 

Wilmington, Del. 



WIBG 

Philodetphio, Pa. 



WWVA 

Wheeling. w v o 



WGBS 

Miami, Flo. 



NEW YORK — 625 Moditon Avenue, New York 77. Plata 1-3940 
SALES OFFICES CHICAGO — 230 N. Michigan Avenue, Chicago 1, Franklin 2-6491 
SAN FRANCISCO — 111 Sutler Street, San Francisco, Sutter 1-«6I9 



SPOT RADIO . . continued 



Trends 

Q. What is the state of spot ra- 
dio business right now and who are 
some of the heaviest investors? 

A. \o\v in midsummer, business is 
bri^k. The seasonal* are spending 
wiseh and vsell: "Beer,'" as one seller 
put it. "is going wild in spot radio. 
The I >i« beer clients: Budweiser. Schae- 
fer. Knickerbocker. Schlitz. and more 
than a few locals. In the beverage 
field, Canada Dry and Pepsi Cola are 
in hea\ ih : Coca-Cola is too. but has 



been hav hig some trouble {letting back 
into radio on a saturation ba-is due to 
a lack of a\ ailahilities. CM AC. after 
its big success with spot radio in re- 
cent vears. is back again with seven- 
clay schedules in some markets. 

At present, the biggest investor in 
spot radio is conceded to be Le\er 
Brothers for Lifebuo), Pepsodent. 
Gleem. Silver Dust and Spry. Activ- 
ity on the part of this company stems 
from its success with the I'epsodent 
"wonder where the vellow went" spot 
campaign. Now. however, they are 
shifting the weight in favor of Life- 



buov. Lever is an example of the 
start of a trend to use spot radio a* a 
primary medium. 

The most consistent tobaccos in spot 
radio are American Tobacco and R. J. 
Rev nolds. the latter for Camels espe- 
cially. American is most consistent in 
advertising Pall Malls; Hit Parades 
are in and out and Lucky Strikes are 
most heavily pushed in certain areas. 

Automotive* are beginning to move 
into spot radio again. Chrvsler. with 
a spectacular sales gain under its belt, 
and CM. looking to recover lost 
ground, are both planning schedule-. 
Despite Ford's big network buy on 
CBS Radio, the Ford Dealers associa- 
tions are going into spot. 

Other major national clients are: 
Esso. Shell, Slenderella. Sterling Drug. 
General Foods, Metropolitan Life. Tet- 
lev Tea. Thomas Leeming Co.. Mani- 
schewitz Wines, Bristol-Movers. Beech- 
nut. Gillette. Shulton, McCormick's 
Tea. Ev ereadv . 

The agency most active in spot radio 
| at the moment is believed to be Wil- 
liam Estv Co. 

Q. What's happening to frequen- 
cy of spot radio schedules in traf- 
fic hours? 

A. Nearly 50 r ? of the timebuvers 
responding to sponsor's questionnaire 
see a big increase in frequency within 
so-called "prime times'' ( 7 a.m. to 9 
a.m. and 4 p.m. to 7 p.m. I. About 
25^ reported a small increase and an- 
other 27'T see no change. 

Q. What's happening to frequen- 
cy of schedules in non-traffic 
hours? 

A. About 50' < of these same time- 
buyers see a small gain in frequencies 
I in hours other than "prime time." 
A.bout 20'( see a big increase. An in- 
creasing interest in other than "prime" 
times on the part of buyers is reflected 
in these timebuvers' tips to clients: 
''Don't rely on 'prime time exclusive!) 
— spread out into other areas:' ''Con- 
sider all daytime:" "Make careful ap- 
praisal of 'off-beat times for slots, 
especially after 7 p.m. : " "Too much 
outside listening between 9 a.m. and 4 
p.m. is not reported:" "Don't insist on 
6 to 9 a.m." 

i 

Q. What's happening to length 
of spot radio schedules in traffic 
hours? 

A. Nearly 50 r ? of the timebuvers 
who responded see the length of sched- 




Represented by 

YOUNG TELEVISION, INC. 



14-1 
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The only Buf f alo 

Station that can pass the 



Thru way Test" 




COMING EAST to the New York State 
Thruway, you pick up WGR RADIO loud 
and clear, way out in Ohio. 

GOING WEST on the New York State 
Thruway, you pick up WGR RADIO loud 
and clear, just past Syracuse. 

IF YOU WANT maximum coverage in the 
$3,000,000,000.00 Western New York 
Market, (plus big bonus audience in 
Canada) . . . buy WGR RADIO! 

ABC AFFILIATE 

NATIONAL REPS: Peters. Griffin. Woodward. Inc. 



RADIO 

"Buffalo's First Station 
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SPOT RADIO . . . continued 



ule> unchanged in traffic hours. About 
20 r c notice a big increase and the rest 
-ee a small increase. 

Q. What's happening to length 
of schedules in non-traffic times? 

A. Here timcbuyers were about 
equally clh ided betw een "no change" 
and "small increase." The number re- 
porting a "big increase" was tiny. 

Q. What is the outlook for spot 
radio activity in daytime outside 
the "prime time" hours? 

A. In the sponsor poll, o'l.G'i of the 



bu\ers foresee a small increase in day- 
time business: 27'x predict a big 
increase in "'non-prime" da\time. while 
IS.V( foresee no change. 

Q What is the outlook for night- 
time (after 7 p.m.) business? 

A. 47.2 c /< of the timebuyers polled 
expect a small increase in nighttime 
spot radio: 37.7'T of them do not 
anticipate a change. A big gain i» 
looked for by the remaining 15.1%. 

If anything is indicative of an im- 
minent nighttime breakthrough, this 



response from timebuyers is it. It is 
safe to say that, asked the same ques- 
tion a year ago, the response would 
have been nearly 100% in the "No 
change'' column. 

Q. What trends are developing in 
the length of announcements? 

A. A number of stations and repre- 
sentatives report an increasing interest 
on the part of advertisers — both large 
and small — in chainbreaks and I.D.'s 
along with minute announcements, in- 
stead of the use of minutes only. 

Q. Is it likely that market lists 
will be extended this fall? 

A. While most national clients still 
seem to be concentrating on the 50 ma- 
jor markets, there is good reason to 
believe that some of them will be fan- 
ning out this season into smaller mar- 
kets in order to get into areas where 
tv is not strong and also in hope of 
getting special treatment from smaller 
stations. 

Q. What are prospects for week- 
end spot radio? 

A. Very good. A number of admen 
and reps feel that week-end spot cam- 

I paigns will be a natural extension of 

I nighttime buys. 

Q. How do sellers view the pros- 
pects for nighttime activity this 
fall and winter? What are they 
doing about it? 

A. In the area of rates, Peters, Grif- 
fin & Woodward has just made a study 
of them in relation to audience. Ed- 
ward Petry & Co. has recently suggest- 
ed that stations cut night rates in half. 

Jim Eshleman. Jr., Eastern sales 
manager for Petry, says, "With more 
advertisers bu>ing heavier schedules of 
longer duration, and spreading them 
throughout more of the broadcast day, 
this would seem to be the logical y ear 
to break the nighttime barrier. This is 
particularly true since many of the na- 
tion's leading radio stations are now 
oflering two nighttime announcements 
for the cost of one in the daytime de- 
spite the fact that nighttime audiences 
are only slightly less than those during 
the day." 

"Regardless of how evening rates 
go." says Paul Weeks of H.R. Repre- 
sentatives, "there will he more national 
spot business for the late night and 
j evening hours. Due to the increased 
[ number of advertisers, clients who in- 
sist on lengthy separations between 
competitive (and certain non-competi- 



Lcading Western HI Fl & Music Store Sets 14 Hours a Week on 



KRHM 



The Voice of FM 

for Southern California 



KRHM's far reaching 
coverage of TEN 
Southern California 
Counties and its su- 
perior quality of pro- 
gram transmission is 
why jerry Johnson of 
The House of Sight Cr 
Sound and John Bain- 
bridge of Tilds & 
Cantz Agency chose 
this station for a two 
hour daily program. 



JOHNSON 



BAINBRIDGE 



KRHM is proud to have been selected as its ONLY 
FM advertising medium by The House of Sight b 
Sound, the most complete HI Fl and Music store 
west of Chicago. 



For the KRHM 
story phone 



HO 75167 



or write-wire 
6425 Hollywood Blvd. 
Hollywood 28 



KRHM 



58,000 watts 
from Mt. Wilson 
94.7 Megacycles 



Harry Maizlish 

PRESIDENT 
Dale Peterson 
GENERAL MANAGER 
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What's new at KOWI P 



-. - v 




SSESfrtHF 



Nothing inm.li new w\\ iiLTship hut the Mine 
old rating storv : 

FIRST ;is UMKll. 




Monotonous, isn't it: 



it 




Nope, we love it — and >o 
do our advertisers. 



Latcn (M.iy-I tit) H • per s «i KOWll fir I 
rir«t in the attcrnoi n, rr«t all dav wit >4.^ r " « ire t i . r 

For j ji'jhil't , , » \-t <7< » 'j' Mj':.i ' I -g s "f 
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SPOT RADIO . . . continued 



Montgomery's No. 1 

(says Hooper) is 

WRMA 

Serving 200,000 Negroes 



Oct.-Nov. 1956 Hooper 
Av. Share 7AM-6PM 

WRMA 27.6%* 

Second station 21.4% 

* Signed oft 4:45PM during survey 

Exclusive Market 

WRMA is the only Negro 
station serving these primary 
counties in Central Alabama 

Montgomery County, 43.6% 
Negro 

Dallas County, 65.0% Negro 
Macon County, 84.4% Negro 
Lowndes County, 82.2% Negro 

Producing results for 
these national advertisers 

American Tobacco 
William Wrigley Co. 
Clorox Chemical Co. 
Pet Milk 

Reynolds Tobacco 
Carnation Milk 
Brown & Williamson Tobacco 
Chesebrough Mfg. Company 
General Foods 
Monticello Drugs 
Union Pharmaceutical Co. 
Johnson & Johnson 
Standard Brands 

WRMA 

Montgomery, Ala. 

Judd Sparling, Station Manager 
Everett-McKinney, Inc. 
National Representatives 



the I products will be more and more 
obliged to go into evening hours. 

"Find ing> of recent audience sur- 
veys." Weeks continued, "indicate that 
the 9:00 a.m. curfew is a thing of the 
past. As many as I0[r more families 
can be reached at night than in 
'prime morning hours for the same 
expenditure. Agencies also will find 
that numerous radio stations will de- 
liver as great an audience against 
Class "A and 'A A' tele\ ison pro- 
graming as in their own so-called 
'prime' time.'' 

Here is how the manager of one of 
the large eastern stations sees the evo- 
lution of nighttime business. In ma- 
jor markets, where premium rates for 
traffic hours are proving too rich for 
main local advertisers' blood, these lo- 
cals are being frozen out by the na- 
tionals. Consequently they are moving 
into da) time and early evening. A few- 
are picking up bargains in the late 
night. Locals are prone to buy for 
long terms. When nationals begin 
spreading out their schedules beyond 
prime times, they may find themselves 
going into middle evening slotting.* al- 
most automatically, . 

Some admen see it practically the 
same way. Said one: "Over-commer- 
cialization in 'prime time' ^s\\\ force 
advertisers to take a more realistic look 
at so-called "tv time.' " 



Nighttime 



:\\ lllllll, 

Q. What do timebuyers feel it 
will take to sell more of their cli- 
ents on nighttime spot radio? 

A. Lower rates at night was men- 
tioned as the number one incentive to 
attract clients into after-dark hours in 
sponsor's poll of tinieluners. Next in 
order of importance, and close on the 
heels of lower rates, was "Better night- 
time programing."" In show position, 
and not trailing by much, was "Better 
documentation b) reps. ' (See chart 
on page 140.) 

Some other factors mentioned b\ 
buyers that might swing more business 
to night are: ll) more accurate rat- 
ings: (2) good packages: (3) better 
station promotion to build nighttime 
audiences; (4) courage on the part of 
agencies to recommend nighttime buys 
to clients; (.5) audience responsive- 
ness; (6) more information on audi- 
ence composition. One light-hearted, 
and obviously skeptical bu\ er, simply 




FABULOUS HOOPER 



Jon. 21 thru 1 Set* ' If IT ' ***"*" 1 
Feb. 9. 1957 1 *« «• Kl1 B | C 


i 

■> 






14.0 


9.543 




16,4 


11,702 



AM Roiing Av 13.6 PM Roting Av. 9.5 

ONLY IT BUYS 1000 HOMES 

for National Advertisers in 
the KIT Coverage Area! 



Woshington Stote'i FOURTH MARKET, 
with 54,478 radio homes, if 200 miles 
from Spokane, and 150 miles from Seattle 
and Tacama — set apart by the Cascade 
mountain range. NO OUTSIDE MEDIUM 
CAN CLAIM MORE THAN AN INSIGNIF- 
ICANT DRIBBLE OF INFLUENCE AND 
COVERAGE IN THE YAKIMA MARKET 
AREA. Fill this big gap in the Northwest 
with Rodio KIT, Central Washington's 
FIRST radio station — its popularity proved 
by HOOPER. KIT, Indtptndtnl Radio — 
Music, News, Sports. Established 1929. 



YAKIMA, WASH. 
5000 WATTS • 1280 KC 




SOUNDS BETTER — 
SELLS BETTER 




fES 

IMAM CO. 
ASSOCIATES 
ASSOCIATES 



Mgr. 
WASH. 
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wrtitf a* lii- — nii*>wcr, " \n n ut i i«*tift«, " 
The audience, it wa* apparent from 
tiinebiners comments* in ilic mu\c\. i* 
a prime concern to iho«e iiif! wilh 
ilic idea of "oinji into ui«htliii'e ratlin, 
\llhonjdi l lit* existence of ;i night radio 
audience that ran he purchased at a far 
lower ro~i-per-l.tHIO than the rompet- 
ing tv ainlienee i* an aceepteil fact, a 
lot of mystery surround- it. One time- 
bnver raided thi» point: "For most mi ft 
good>, the i|iialit\ of the nitihlliiiie ra- 
dio audience i«. doiihtful. h the aver- 
age listener I in home I one who i* old- 
er, poorer eeonomiealK, and in a 
Mini Her faniilx ?*" \nother buyer wants 
stations to convince him h\ coming up 
with good siiceo** »torie» from loeal 
clients currently using nighttime. 

"Seems to me." said another, "'there 
is ;i hig need for fart* re nighttime ra- 
dio to eomhat ronseiiMi.- that it - com- 
pletely dead." 

Buyers are nerving theni-ehes for 
the plunge into nighttime: nudging 
them into it h now up to the sellers. 



Buying Tips 



Q. What are some specific tips 
that timebuyers offer to clients 
planning a spot radio campaign 
this season? 

A. Here is a sampling of the advice 
noted on Si'ONsOK questionnaire-: 

• Keep frequency up. Cumulative, 
scattered ratings not as important as 
grouping your buy to get repetition 
and impact. 

• Consider careful!) the relation- 
ship between programing and quality 
of audience you want to reach. 

• Good background music on radio 
shows are often belter than tv in terms 
of leaching adult audiences in homes. 

• Great savings can be made if one 
i.- aware of audience composition. 

• \llow for rate increase-. Investi- 
gate run-of-schedule plans. Remember 
that a lot of out-of-home listening in 
hours other than traffic times is not ful- 
ly reported. 

• Consistency! Stay with it. Indis- 
criminate short schedule? are practi- 
cally useless. Spot radio pay? off he?t 
o\er the long haul. 

• Take each market and station in- 
dividually. 

• Let the tiniebuyer ha\e his head. 
Give him ample time to analyze all the 
stations in a market \ oure eonsiderinjr. 



The Only TV STATION 
to win FOUR 
MAJOR AWARDS 
In One National 
PROMOTION CONTEST 



" First in TV 
in Baton Rouge " 



Reps: Blair TV Associates 

Baton Rouge La. 




FIRST in the notion for promotion 
of network progroms.* 

FIRST in the notion for promotion 
of syndicoted film progroms." 

FIRST in Louisiono ond third in the 
notion for generol oudience promotion.* 

SECOND in the notion for promotion 
of locol live progroms.* 



WAFB-TV is tops in other merchandising con- 
tests . . . with 8 major awards in 8 national 
contests during 1956-57. 

WAFB-TV is tops in ratings and entertainment, 
too . . . with 4 out of 5 top night-time shows, 8 
out of 10 top morning shows and 16 out of 25 
top week-day strips. 



# BILLBOARD'S 19th ANNUAL PROMOTION COMPETITION 
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SFOT RADIO . . . continued 



K-NUZ is 
NO. 1 

RADIO STATION IN HOUSTON! 



Who ^ 

Says 
So ? 



HOOPER, PULSE, NIELSON AND 
CUMULATIVE PULSE All Agree! 



. . . hmm-m . . . and 
LOWEST COST PER THOUSAND, 
too! What keeps 'em 
ahead of the others? 

HOUSTON'S Largest news staff , plusTTT 



Big Mike No. 1 





Big Mike X99 




Big Mike No. 3 





Big Mike No. 2 



i r A : n ya 



• Don t rely on "prime time" exclu- 
sively. Spread out. 

• Try to keep spiralling costs down 
by looking for stations that are on rise. 

• Begin planning now. and make 
buy well in advance. 

• Check for proper rotation in par- 
ticipating programs and for adequate 
separations. Get what you pay for. 

• Try for less crowded periods if 
programs reach type of audience you 
need. 

• Have a number of high-frequency 
campaigns rather than a 52-week low- 
frequency campaign. 

• Investigate week-end audiences. 

• Keep eye peeled for five-minute 
program buys in "'prime time" for bet- 
ter identification, no double or triple 
spotting, product protection, low cost- 
per 1.000. Make careful appraisal of 
"off-heat" times for spots, especially 
after 7 p.m. 

• Discount show ratings and exam- 
ine audience composition, type of pro- 
graming, etc. Search for fresh copy 
approach. 

• Buy saturation from 7 a.m. 
through 10 p.m., at least 10 spots per 
day — preferably 20 — if only for a few 
days per week. You'll reach more peo- 
ple that way. 

• Think big. Allow for use of sev- 
eral or most stations in a market to 
achieve broad reach. Encourage study 
of important markets at local level by 
the timebuyer. 

• Set goals and use research to 
judge performance. 

• If you're going into spot radio, 
use it heavily. 

• If your product has male appeal, 
swing to nighttime. 

• Buy saturation in all hours. For 
three years for 10 or more accounts, 
we have used a package on an inde- 
pendent 24-hour station that offers 
one 30-second spot every hour the 
clock around with smashing sales re- 
sults. Main trouble with clients is that 
they have pre-conceived notion that 
people's habits change from one day 
to the next. They are all living, breath- 
ing and in the market to buy 24 hours 
a day. seven days a week. You can get 
a message to people anytime and get it 
acted on at their first next opportunity 
to do something about it. "Prime 
time." "other time, and '"nighttime" 
should all be regarded together and 
a saturation schedule should land in 
each of these three. How do vou know 



when they are going to be 



listening: 



TV AND RADIO BASICS 



A. 



HOUSTON'S 24 HOUR 

National Reps.: Forjoe & Co. — 

New York • Chicago • Los Angeles • 
San Francisco • Philadelphia • Seattle 



MUSIC AND NEWS 

Southern Reps.: 

CLARKE BROWN CO.— 

Dallas • New Orleans • Atlanta 



IN HOUSTON, CALL DAVE MORRIS, lAekson 3-2587 





With overdrive — and power drive and "horsepower" to spare. 
From behind your media-buying desk you can sit in this driver's 
seat and cover Hometown and Rural America with the swish 
of your ball point pen. 

Hometown and Rural America is that rich, responsive market 
of more than 80 Million Americans, tuned regularly to the 957 
Keystone Broadcasting Radio station affiliates. 

In your driver's seat you can pick your route and the number of 
towns you wish to BLANKET with your sales message. 
Leave out the side roads and the backroads and the detours. 
Drive right down MAIN street via KBS ... 90 stations or 900 
. . . we'll draw your roadmap to suit the sales need 
that's pressing you most. 

Ask us to prove our story. We'll love it. 



Send (or our new station list 

CHICAGO NEW YORK 

111 W. Washington 



Sta 2-8900 



527 Madison Ave 
Eldorado 5-3720 



10S ANGELES 
31*2 Wiishire Blvd 
Dunkirk 3-2910 



SAN FRANCISCO 
57 Posl SI 
SUI'er 1-7U0 



a minute or a lull hour — it's 



• TAKE YOUR CHOICE. A handful ol stations or the network 
up to you. your needs 

• MORE FOR YOUR DOUAR. No premium cost lor individualized programming Net»»rk 
coverage lor less than some "spot " costs. 

• ONE ORDER OOES THE JOB All bookkeeping and details are done by Keystone, yet the best 
lime and place are chosen lor you 
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SPOT RADIO . . . continued 



The big K is 50,000 wait 
KSL radio, the best seller in the 
big and booming greater Salt Lake 
Market. It's a market that includes 
KSL.s leadership in metropolitan areas 
as well as dominance of the eager-to-buy 
thousands in smaller cities and towns, 
a market area of 1. 671,200 people. 
It's 111 countiest in 8 states where 
people are reached and sold by 
KSL radio. 



BEST 
SELLER 




THE BIG <KSL RADIO 



50,000 WATTS 
CBS for the Mountain West 
Represented by CBS 
Radio Spot Sales 

Reaches and sells a GREATER SALT LAKE! 



Q. What fresh evidence turned 
up in the last year may lead clients 
into spreading out beyond the traf- 
fic hours? 

A. An A. C. Nielsen Co. survey in 
1956 on how the radio audience accu- 
mulates Monda\s through Fridays 
showed that about as man} homes are 
reached in a week between 6 p.m. and 
9 p.m. as are reached between 6 a.m. 
and 9 a.m. 

• John Blair & Co.. working from a 
1950 Pulse stud} of eight major mar- 
kets, discovered that about 23 f c more 
housewive- can be reached b\ radio at 
2 p.m. than at 7 a.m. ( and they're not 
spilling cereal and burning toast then 
either) . 

• Albert Shepard, executive \ ice 
president of Institute for -Motivational 
Research, told sponsor that. "Very ef- 
fective advertising mav still fall short 
of full effectiveness because it lacks a 
follow-up." He said 1MR studies show 
that the advertiser who ha« announce- 
ments in traffic hours had better follow 
up with others in non-traffic hours if 
he wants an "action trigger" to set off 
the response pattern between commer- 
cial, consumer and product. 

• Success stories from such clients 
as American Airlines which uses mid- 
night through dawn radio, GMAC 
which saturates week ends, and Sea- 
board Finance which goes into all slots 
are proving that all time is prime time. 

• Auto traffic studies show that 
commuting workers are not on the 
roads only between 7 and 9 a.m. and 
4 to C p.m. In many markets such as 
San Diego, Shreveport. South Bend, 
Syracuse and Tulsa, the majority of 
factory workers are already punched 
in on the job by 7 a.m. They are driv- 
ing home betw een 3 and 4 p.m. "Prime 
time" announcements miss them com- 
pletely. 

• An A. C. Nielsen NRl-N'SI auto- 
plus summary report for early winter 
1956 showed that at 8 p.m. about 4.7 
million homes were tuned to radio 
along with about 1.5 million cars, with 
an average of two listeners per car. 

• Another Nielsen studv on radio 
and tv homes reached in a week during 
March 1956. demonstrated that be- 
tween 8 and 9 p.m. 16.5 million homes 
used radio against 33.5 million tv. 
Thus in "tv time" about half as many 
people are listening as are watching. 
But the cost differential is far and 
awa} greater. 

• CBS Radio Spot Sales has come 
up with evidence of a substantial bonus 
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KPRS 

is the KEY to 
Kansas City's 127,600 
Negro Market 




The ONLY station in the rich Kan- 
sas City Metropolitan area beamed 
exclusively to the Negro Market . . . 



KPRS 

1000 W. — 1590 KC. 
Kansas City, Missouri 

Represented nationally by 
John E. Pearson Co. 



(if Will kill;.' Wolllfll li-trlirr* wlio < .in 
lie ic;it lied l>\ iiiKt'i tUer* n^in^ wok- 
cinl radio. H.i-nl mi I . N . l.ciisiis lit*- 
hits fin | | nf i In- iiiiijnr market*. 1 1 1 i » 

stl|ll\ slums tli.it 1 1 It* pel IVlltilf!!' <>f 

winking women r.in^r-. fiuin 2l>' < in 
N t. l,oiii> Id Id', in \\ i II** Itin. DC 
I Iii-\ iilsn i mi lie ri'.n lied c\ I'liin^s, 

I lii'sc arc i>lil\ a few of the liinliiii;- 
in favtii of iion-tnifln' timi's. |-or more 
ilt'lails, sec li.nliu I5.i-.jrs. this issue; 
"Don't lie prime time liliml," hiuinmih 
l(» Mill < It : "Who will make the fn-l 
big nighttime ladio breakthrough?" 
mm »\xiii I June. 

Progress 

Q. Is anything being done to 
meet charges of "over-commercial- 
ization" in radio? 

A. \ iminlier of stations are begin- 
ning to take s|c|is to thin (»ut the o\er- 
ciowded "prime time" hours. They are 
accomplishing this l»\ such means n« 
additional |»reniinin rates ,,r simph l»\ 
failing to refill slots as contracts ex- 
pire. Stations lia\e as much at stake 
in this a> do clients, -mce too main 
c(»inmercials can spoil programing. 
I his ctiminj; s t ni*i>n. if more clients are 
less insistent on traffic shitting and arc 
willing to .spread schedules throughout 
the rest of the da\. the practice of over- 
loading "prime times" with announce- 
ments ma\ cease without commotion. 

Q. Is there much chance of com- 
pany-by-company spot radio dollar 
figures this season? 

A. \ hi» stride «a> made during the 
last \ear h\ Station Representatives 
\ss(iciation which began bringing 
out quarterh ihdlar \oluine fiuures h\ 
product categories. |5nt whether some- 
one ehe will «<> to the trouble to Iniim 
out individual client spending during 
the next tear is doubtful, despite the 
fact that such figures are greath need- 
ed. \s one adman put it: "With spot 
business good, the industn will prob- 
ahh figure that the\ can gel along 
without them. Then if things start to 
slide olT. the\ II wish the\ had them. 

Commercials 

Q. Is the quality of radio com- 
mercial copy keeping pace with 
growth in spot radio activity? 

A. "Now that radio has become 
"fashionable' again." one rep com- 




OVER FLORIDA'S 
SUN COAST WHERE 



HAPPY PEOPLE SAY: 

"FISHING IS GOOD . . . 
WEATHER IS FINE . . . 
BUSINESS IS GREAT . . . 
FLORIDA IS 
WONDERFUL . . . 

AND . . . 

IS THE MOST! WISH 
YOU WERE HERE ON 

1490 KC 

DICK DOTY. PRES. 
BLUE SKIES BROADCASTING CO. 
BRADANTON. FLA. 



SPECIALIZED NEGRO 
PROGRAMMING 

With 100% Negro programming per- 
sonnel KPRS it effectively directing 
the buying habit* of its vast, faithful 
audience. Yaur tales mettage wattet 
neither time nor maney in reaching 
the heart af itt "preferred" market. 
Buying time on KPRS it like buying the 
only radio station in a community of 
127,600 active pratpectt. 



1,000 W. 1590 KC. 

KPRS 

KANSAS CITY, MISSOURI 
For avai/abi/itiet call Humboldt 3-3100 

Represented Nationally by— 

Jehn E. Pearsen Company 



jllv 1957 



153 



SPOT RADIO . . . continued 



WA X T E 1) 




g"i38oE 

"Jack The Bellboy" 



BY CLIENTS 
Members of The 





Notorious audience stealer 

These Men Are Wanted 



"Daddy Sears" 

O- K. Gang Leader 



TRANSCRIBED OR ALIVE 



1 



REWARD 

PAYABLE IN RESULTS . 

!For more information contact Sheriff Forjoe or any of 1 ' 
his Deputies— or— call Warden Stan Raymond in Atlanta 



DESCRIPTIONS 



"Jack the Bellboy" . . . always 
strikes between 5:30 & 9:00 
A. M. Uses top records, news 
and weather to muscle his way 
into thousands of homes. 



"Daddy Sears". . . leader of the 
gang — armed to the teeth with 
talent — Dangerous between 
4:00 & 8:00 P.M. Has captured 
a tremendous following and is 
gunning for more. 



KILOCYCLES 



WAOK 



ATLANTA 



WATTS 



By all accepted standards 
KSTN leads all stations in the 

BIG STOCKTON, CALIFORNIA MARKET! 

Station Audience Shares 
Monday through Friday 

PULSE— May 1957 7AM- 1 2N I2N-6PM 7AM-7PM 



KSTN 32% 28% 29% 

Station B 20 20 20 

Station C 4 4 4 

Station D 9 12 I I 

Station E 6 7 7 

Station F 17 15 16 

Misc. .12 14 13 

HOOPER — April-June 1957 7AM-I2N I2N-6PM 

KSTN 39.8% 30.3% 

Station B 14.7 24.9 

Station C 2.2 4.1 

Station D 7.9 10.7 

Station E 4.6 5.1 

Station F 10.3 7.9 

Station G 7.0 6.6 

Station H 3.3 2.1 

Station I 2.5 1.4 

Other 7.9 6.9 



KQTN STGCKT0N ' CALIFORNIA 

\J | I ll Music • News • Personalities 
Represented by Hollingbery 



merited to >fonsor, "more brain power 
than ever is going into radio copy." 
This has been noticed, not only with- 
in the industry, hut bv audiences as 
well. Newspaper columnists and w riters 
for consumer magazines have been 
loud in their praise of the improved 
quality of radio commercial copy, the 
imaginative jingles, the catchier-than- 
e\er tunes. Admen who, onlv a short 
while ago were training their heaviest 
creative guns on tv commercials are 
now turning out great radio copy and 
appear to be having a good time at it. 

Q. What trend has distinguished 
this new concept of radio copy? 

A. Particularly noticeable in recent 
months and likely to continue during 
the coming season is the light-hearted 
"talk commercial. It fits into musical 
programing formats well, creating a 
good contrast to attract listener atten- 
tion. It also gives d.j.'s, who them- 
selves reh heavily on humor, a chance 
to kid it. Such comments not only 
give the commercial added impact, but 
added seconds of air time. A few of 
these commercials were adapted from 
tv, notably the Harry and Bert skits 
for Piels Beer which are credited by 
many copywriters with having started 
the trend. 

Some clients who are now attracting 
attention with their light-touch com- 
mercials are: Beechnut coffee, Cava- 
liers. Ford. Pepperidge Bread. Pall 
Mall, Sen-Sen, Hoffman's Beverages, 
Rambler. Contadina, Martinson's cof- 
fee, Schick Razor, Schweppes Tonic. 
Despite their humor, these commercials 
are really hard sell. 

Q. Does this trend to light-touch 
radio commercials mean that all 
clients might profit by using them? 

A. No. The light-touch commercial 
works well for products that are asso- 
I ciated w ith pleasure such as beverages, 
cigarettes and even — provided copy is 
handled deftly — with such expensive 
pleasure products as autos. But it 
would hardlv be appropriate for a life 
insurance company to use a humorous 
commercial. With inexpensive items 
such as a five-cent candy bar, where 
any seriousness or pomposity would 
sound ridiculous, the light commercial 
works fine. It also is ideal for prod- 
ucts for which you can't resort to 
medical claims or which are really 
little different from competitive brands. 
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However, if vour product really lias 
proveablc outstanding sales points, 
then a straight sell, demonstration 
approach will probably he a much 
>afer cour>e than taking a chance on 
humor which can backfire easily. 

Program Services 

:* 

Q. Is the continuing boom in spot 
radio reflected in the radio pro- 
gram services? 

A. All the packaging firms report 
sizeable gains in business volume this 
year. RCA Thesaurus reports business 
is nearly 300% greater so far this year 
than last. Stations that have bought 
hardly anything in the line of recorded 
programing since 1952 are coming 
back as customers, according to the 
packagers, along with the new stations 
coming on the air for the first time this 
year. Programing of all companies is 
going into new markets, and is being 
sold to many powerhouse stations. 
World Broadcasting System s new pro- 
motional game, Sound-O, is already on 
more than 1,000 stations. RCA The- 
saurus' Lawrence Welk package is in 
about 135 markets, many of them 
top markets such as Chicago and 
Dallas. Sponsors of recorded programs 
represent a broad base of products: 
some national clients are coming in. 

Q. What are some of the new 
programs offered this fall? 

A. World Broadcasting System: 
Sound-O. a radio sound effects game 
designed to serve as both a merchan- 



dising and programing feature: can be 
used as an hour show, a half-hour 
show, or as all day spot promotion. 

• RCA Thesaurus: Champagne 
Music of Lau rence Welk. 1 Remember 
When, a half-hour musical stanza star- 
ring Paul \\ hiteman. Great Moments 
in Sports, series of 52 open-end 15 
minute transcriptions. Quickie Tunes, 
for well- timed program closings. 

• Harr\ S. Goodman: Car Counsel- 
lor, especially for auto dealer or sim- 
ilar sponsorship; consists of 156 five- 
minute shows of interest to motorists 
(when to change oil, safety tips). 7'e.x" 
and Jinx, capsule interviews available 
in strips of six 10-minute shows or 
three 15-ininute shows weekly. Opin- 
ions L nlimited. 15-minute news com- 
mentaries featuring H. R. Baukhage, 
H. V. Kaltenborn and John MeVaine. 

• Charles Michelson : Life Can lie 
Beautiful, also other soap operas. The 
Clock. Famous Jury Trials. 

• Sesae. Transcribed Library, pack- 
ages for such specialized musical pro- 
graming formats as folk music, band 
music, polkas, classical, religious. 
Spanish, Hawaiian, etc. These pack- 
ages (especially band and classical) 
are also selling to tv stations as back- 
ground music or as themes for feature 
film. No open end transcribed shows. 

• Lang-Worth Feature Programs. 
Inc. In the station service area, this 
firm offers Airlifts, jingles for time, 
weather, station promotion, sound 
effects and musical intros. 

• Standard Radio Transcription 
Services of Chicago: Lawrence Welk 
Library, collection of 212 Welk rendi- 
tions with Welk voice tracks. Shorty 



Tunes for special broadcasting needs, 
all instrumental. Also libraries of 
transcribed music and sound effects. 

Q. Are any new trends develop- 
ing in type of transcribed program- 
ing? 

A. The increased sales reported by 
World. Goodman. RCA Thesaurus and 
Michelson is attributed by them to a 
growing interest among stations and 
clients in ''talk' programs as a change 
from the niusic-and-news formats. 

"As tv is beginning to lean more 
heavily on music for programing," 
said Harry Goodman, "radio seems to 
be turning more to drama." If such a 
trend is starting, then radio would be 
on the way toward completing a full 
cycle in programing concept. 

If this is the start of a trend, what 
lies behind it? "Some national agen- 
cies and clients," said Don Ash of RCA 
Thesaurus, "seem to feel they're not 
getting full impact from announce- 
ments within d.j. formats and are be- 
ginning to think in terms of open-end 
shows for importance and identifica- 
tion."' Perhaps this is reflected in a 
small way by the comment bv one 
timebuyer in sponsor's spot radio sur- 
vey. As a suggestion on what is need- 
ed to sell nighttime radio, he noted: 
"Better programing, also in daytime. 
One show is like another if they're all 
music-and-news." 

Q. Are any trends developing in 
timing of program e.t.'s? 

A. Nighttime radio is getting a break 
with a lot of this programing. As was 
previously mentioned. m\sterv and ad- 
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NEW YORK 

HAS THE LARGEST AUDIENCE IN 2 MARKETS 




CUSTOMERS FOR 9j£ PER THOUSAND 

5,000 WATTS DEfender 5-1600 
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you mean IT'S NOT A ONE- STATION MARKET? 

No, Virginia, it's not a one-station market even though ARB, Nielsen and 
Pulse have made it look that vvav. There rcallv are other TV stations in 
Eastern North Carolina. Sure, these arc the facts . . . 

. . . ARB (Jan. 1957) credits WNCT with: • every one of the top 15 shows 
• dominance of HO nighttime Vi hours (6 P.M.-Midnight, Sun. thru Sat.) • plus 
daytime dominance, too. • (confirming the earlier Pulse ratings) . . . Xcilscn 
reports that WNCT reaches more Eastern N. C. homes and is viewed 
regularly by 40% more homes than any other station. 

But honest, Virginia, WNCT is not the onlv TV station in Eastern N. C. 

It's just that all those reliable sources keep making 

it look that \v a\ . 



WHALE OF A STATION * WHALE OF A MARKET 

COUNTIES SERVED 42 
POPULATION 1,496,700 
TV HOMES 194,560 
EFFECTIVE BUYING INCOME $1,460,140,000 
RETAIL SALES $1,150,316,750 
GROSS TOBACCO SALES (Type 12) $477,816,430 
Sources N'CS No. 2. TV May/mc L'.SDA SM Stimv 
Buvinc Power. SRDS' 




[^CHANNEL 9 — CBS m ABC J A Hjrt»cll Cimptxll Ccn'l Mgr R^ptcvrmcd \'jt >ni % bv HOLLIN'CEFRY 
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venture shows are getting a big play 
across the board in the evenings. RCA 
Thesaurus reports that about 90% of 
stations using their Champagne Music 
of Laurence Welk are programing it 
after 6 p.m. 



Farm Radio 



Q. What is the outlook for farm 
radio this fall? 

A. Farm radio is continuing very 
strong, according to station reps. In 
many cases, time on farm stations is 
already well sewed up, since many 
farm client buys are for 52 weeks. 
sponsor's 1957 Buyers' Guide reported 
that 77% of the 2,676 stations re- 
sponding to its questionnaires sched- 
uled some specific farm programs 
weekly. Of these, 29% program more 
than five hours per week. 

Q. What are some facts that may 
help clients make up their minds 
about going into farm radio this 
season? 

A. A recent John Blair Co. presenta- 
tion (See "How stations sell farm ra- 
dio today," sponsor 30 March) has 
turned up the following facts about 
farm radio: 6 million farm families 
make up the national market for farm 
radio. In this audience, radio has 
98% penetration. The farm market 
has 5.6 million radio homes, with an- 
other 3.3 million radios in cars and 
trucks. But the farmer is not only 
reached in his home or car: radio gets 
to him in the barn and on the tractor. 
The cost of reaching a farm audience 
with radio is at least 500% less than 
via farm publications. Farm families 
spend more time listening than do ur- 
ban families: 3.03 hours per day, or 
24% more listening than shown by 
Nielsen for urban families. 

The prime force behind farm radio 
is the farm director of the local sta- 
tion. He is a community figure, fre- 
quently associated with a state agricul- 
tural bureau, on whose words farmers 
rely. He is the perfect merchandiser, 
calls on dealers, addresses grange or 
other agricultural meetings, identifies 
with the client's product. 



Down SHREVEPORT way 

^?,|,/-/ / our folks 
know ^eir 
7!,,\^ BRANDS! 






'Cause 91.000 BRAND-CONSCIOUS 
Negro listeners buv the brands the 
KANV PERSONALITIES SELL, all 
day, every day. 

In the Shreveport area, where Negroes 
recei\e 43C out of every payroll dol- 
lar, KANV i> the ONLY ALL-NE- 
GRO PROGRAM STATION. 
Distributors report that BRAND sales 

jump daily And advertisers 

jump to renew their KANV contracts! 

JUMP NOW! Let KANV 

RING 
THE BELL 

for you! 

Write, call or wire the KANV 
Representative in your area — NOW! 




Q. Who are some of the major 
clients in farm radio now? 

A. Alcoa, Allis-Chalmers, American 





1050 kc - 250 Watts -DAYTIME 

the ONLY ALL HEBRO PROGRAM Station in 

SHREVEPORT, LOUISIANA 
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WLIK 

5,000 WATTS 
1270 KC NEWPORT 

IRA CRISP, Mgr. 

WLIL 

1,000 WATTS 
730 KC LENOIR CITY 

ARTHUR WILKERSON, Gen. Mgr. 

WAEW 

1,000 WATTS 
1330 KC CROSSVILLE 

CLARENCE STINNETT, Mgr. 



2 or 3 station 

package discount 

write l*or rate card 
OVf^ 
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ARTHUR WILKERSON 

General Manager 
Lenoir City, Tennessee 

WLIL 



C\ imimitl. Dms Chrmti al, I lriciili-o 
Powder, lntiTiuiliuii.il 1 1 .i i \e-ter, Pri- 
ze i\ Rc\ null U \h-tuU. I lc-- v\ ('lark, 
Dekalb Ajiiifiillur.il \wh\, Maiulnnl 
Oil of Ohio, lnMituti* «>f Life lii-in- 
Hurt*, anion" m.m\ others. 



Foreign Language 



Q. How extensive is foreign radio 
(exclusive of Latin American) as 
this season begins? 

A. The number of languages 1ms in- 
t reated out 1950 I 57 to |l{ | , l>nt the 
number of radio stations programing 
is slightly olT this \car. \ccordiug to 
Buyers' Guide. 307 stations out of 
2.670 reported prop rami up for one or 
more foreign speaking segments in 
their ( omimniities. This represent* 
11?*. Last \ear 410 respondents out 
of 2.5 1. "5 stations, or went in for 

foreign language programing. 

States with a fairh large number of 
foreign language stations are: Califor- 
nia, Connecticut. Illinois. Indiana. 
Louisiana. Maine, Massachusetts, Mich- 
igan. Minnesota, New Jersey, New 
^ ork, North Dakota, Pennsylvania, 
Texas. Wisconsin. Most of these sta- 
tions are in the older urban manufac- 
turing centers. Most popular lan- 
guages are Polish. Italian. German. 
French. Greek. L'kraiii.in. Hungarian, 
Portuguese, Jewish. But these are 
only the leaders in this field of 57 
varieties, which includes such minority 
tongues as Basque, Chainorra. Taga- 
log. Thlingot. Penns\ lvania Dutch, 
along with Amerind languages such as 
Hopi, Apache, I te and Zuni. 



Spanish American 



Q. How large is the Spanish- 
American market and where is it 
concentrated? 

A. New York City is now the largest 
Latin center with a Latin population 
exceeding 800.000. 70 r ( ' of whom are 
Puerto Kican.s. Market is served h\ 
two Spanish station*. The other large 
centers are concentrated in the Snuth- 
west and Wes-t Coast. They are: Los 
Angeles County. Latin population ex- 
ceeds 500.000. served by one full-time 
and two part-time Spanish stations: 
San Antonio. 50^7 of population 
! speaks Spanish, one full-time and two 



I • •led unci \|)|ir«m «l li» 
Njiiiini.il \cl \ rrl i»<- r-< ! 

KIFN 

'pit it i«lt-l.mtB !■!■{;•* Itrt><ii!f*it>t jug 
I. Our <>M.^ Ilii-iu.— ! 




We're known by the 
Companies We Keep! 

Cudahy Packing Co 

Quaker Oats Co. 

Carnation Co 

Camel Cigarettes 

Bjrgcrmcis'cr B:cr 

Pel Milk Co. 

Folgcr Collcc 

Natl Assn ol Ford Dealers 

Kool Aid 

M B Co 

FAB 

D'Franssia Laboratories 
| C. Penny Co 
Lee Optical Co 
Ol/mpu Beer 
Holsum Bread 
Birq's Beverages 
Wright M!g Co 
Los Angeles Soap Co 
Winston Cigarettes 
Fronlicr Airlines 
Salem Cigarettes 
Sham-ock Dairy 
Security Slamps 
Safeway Stores 
S:hlit: Beer 

KtFN's listeners will learn to like YOUR 
company too' The cost is modest but 
the results arc BIC 

Ask these YANQUIS how 
KIFN sells! 



NATIONAL TIME SALES 

New York City 

and 

Chicago 



HARLAN C OAKES 
San Franc sco 
Los Angeles 
San An'onto 



KtFN 



860 Kilocycles • 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 
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pari -time Latin stations: Rio Grande 
I alley area, about 350.000 Latins on 
I . 5. side plus bonus audience across 
border, four stations; El I'aso, about 
60' < Spanish with bonus market of 
]<!().()()() in Juarez, Mexico, two sta- 
tions in Juarez: San Francisco Hay 
area, one Latin station in San Diego: 
Corpus Cliristi. about I5 f f Spanish, 
tw o stations: A Hero Laredo and Mex- 
ico-Laredo, about 100.000 Latins in 
this market, served by se\eral stations. 
Albuquerque area, about 125.000 Lat- 
in \mericans in this market, one full- 
time station. 



Two Spanish language networks 
have been formed —Sombrero Xetwork 
and \ational Spanish Xetwork. 

Q. Who are some of the national 
clients heavily in Latin-American 
radio? 

A. Here are some of the major na- 
tionals using this kind of radio: Cam- 
els, Falstad Beer, I'&G, Pall Mall, Sal 
Hepatica, Folger's Coffee, Xescafe, Na- 
bisco, Jell-O, FIeec\ White, Black Flag, 
Lucky Strike. Pet' Milk, 4-Way Cold 
Tablets. Colgate s Halo. Fx-Lax, Scott's 
Fmulsion. Big Top Peanut Butter. 



Fla\ -ll-Stra\\>. Gre\ hound Bus, Carna- 
tion, Italian Swiss Colony Wine. A lot 
of these buys are for 52 weeks. 

Q. What types of programing 
are most popular with Latin audi- 
ences? 

A. First love of the Latin American 
is music, and his native rh\ thms bold 
top rank. But L T . S. pop music is also 
well liked. Second to music in reach- 
ing this audience is the Spanish ver- 
sion of the soap operas which do not 
go on forever but close in 60 to 300 
episodes. 

Most popular format for Latin- 
American newscasts are the five-minute 
headline type with strong emphasis on 
local and Latin affairs. 

Q. What are the prospects for 
Spanish radio this season? 

A. Arthur Gordon, of National Time 
Sales which represents National Span- 
ish Network, reported that the first five 
months of this year w as the best period 
in seven \ears for its Spanish stations. 
The increase is continuing and the up- 
coming sea c on looks particularly heal- 
thy. This is in large measure due to 
old clients staying while new ones 
move in. 

Q. What are some do's and 
dont's for clients planning Latin 
American radio spot campaigns? 

A. Here are ju c t a few tips offered 
by Richard 0 Connell. whose firm spe- 
cializes in Spanish market station rep- 
resentation and represents Sombrero 
network : 

1. The Latin American actually ap- 
preciates the use of his language by a 
national product. This sense of recog- 
nition is of tremendous importance to 
him as the purchaser. 

2. Merchandising is important. Dis- 
plays and cross-plugs within programs 
sponsored by retailers are vital because 
almost all retail advertising on that 
level is done via Spanish tv or radio. 
Newspapers have little place in the 
Latin American's life. 

3. Clients should not feel that Span- 
ish radio requires a "special" budget. 
It should be part of the regular budget 
going to these markets just as in the 
case with French radio in Quebec. 

Q. What kind of commercials are 
most effective for Spanish radio? 

A. According to Richard 0 Connell 
jingles are very successful in Latin 
American broadcasting. Many of the 
famous American jingles (Lucky 




Only a part of the picture! 

WWOK ain't first . . . YET . . . but from the bottom slot, in 
twelve short months, we're only two away from top spot on 
weekdays . . . solid first on Sundays! Greatest audience 
increase of any one of the six stations in the market. 



1 000 WATTS/ 1 4 80 KILOCYCLES 
CHARLOTTE, NORTH CAROLINA 

Latest Pulse puts WWOK hard on the heels of the BUYING housewife 
when she's ready for a music lift. Better grab this potent force in the 
Charlotte trading area. Stars National, Inc., national rep/Jas. S. Ayers, 
Southeastern rep. 
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Our greatest challenge . . . 

the development of men 

Ralph Cordiner, President, General Electric Company 



"Few expenditures we can make are more 
important than those for education. A well- 
educated person produces more and consumes 
more, makes wiser decisions at the polls, 
mounts a stronger defense against aggression, 
and is better able to perform the grave re- 
sponsibilities of American citizenship. 



"Freedom needs educated people. So do busi- 
ness and industry. I earnestly ask you to 
support the college or uniiersity of your 
choice in its planning for expansion and a 
stronger faculty. The returns will be greater 
than you think." 




If you want more information on the problems faced by 
higher education, write to: Council For Financial Aid To 
Education, Inc.. 6 E. 45th Street, New York 17. New York 



Kllf IT BM>Q*«T 



Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 



jllv 195, 
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TWO HITS 
and NEVER 



A MISS 




sun CV Beach X SanU Ana 



I popular music stations 

BAKERSFIELDX 

and CALIFORNIA 
I ANCASTER / 

• • • 



KBIS 

SOUTHCRN 
SAN WAOUH 
VALLEY 



TRADING 
■ AREAS - 



KBVM 

AW TIL Oft 
VALLEY 



POPULATION 




UH,tn,tM RETAIL SALES 



COMBINED 2 (poruLAtiOM... 53S,000 
MARKETS TOTALS Mt*» saui. $6S1,M3,000 



• • • 

■UY tOTH STATIOMS 
KBIS, mJ KIVM 
rOk'cOMMNCD *AT(S 
LESS 10* 



Strike, Hit Parade, Texaco) have been 
recreated and adapted for Spanish with 
•rood results. 



FM Radio 



Q. What is the current status 
and outlook for frequency modula- 
tion? 

A. Late last )ear, at the instigation 
of NARTB's Fin Radio Committee, a 
survey of the fin situation was con- 
ducted under the direction of John F. 
Meagher, NARTB radio vice president, 
and Richard Allerton, its research 
director. Here are some of their find- 
ings based on 168 replies to question- 
naires sent 334 fm stations: 

• Most typical sponsors are record 
and hi-fi dealers, appliances, beer, gas 
and oil, automotive. 

• Median fm time charges are about 
half the am rate. 

• Seven stations reported they are 
over 90% sold out. 



Most 



popular programing is, in 



this order — music, sports, news. Sports 
shows are sponsored on 41 stations, 
rrusic on 20. 

• Three out of four stations go on 
the air before noon. 

• Fm duplication of programs aids 
am coverage, was the consensus among 
123 stationmen. 

As of the end of May of this year, 
532 fm stations were on the air. This 
is quite a few less than the over 700 on 
the air in 1949 when fm interest was 
at a peak. Set manufacture has slipped 
also. Last year about 200,000 were 
made in contrast to peak years 1948 
and 1950 when about 1.5 million were 
turned out. 

The profit-loss picture on fm broad- 
casting isn't the brightest either. The 
NARTB survey showed 13 stations 
with a profit, 42 breaking even and 78 
losing money. As for fm-onh stations, 
13 were making money, 36 holding 
their own and 38 in the red. 

Despite its troubles, however, fm is 
showing signs of moving forward again 
this year. At the present time, there 
are about 15 new station requests and 
115 pending applications with FCC. 
There are probably about 10 million 
sets in the U. S. that can receive fm 
signals. Recent studies in some major 
markets have shown an increase in fm 
penetration. Hi-fi enthusiasts are in 
part responsible for the renewed activ- 
ity and fm radio's improved outlook. 




TOP 000 



in Central 
ARKANSAS* 



KVLC 




Reach this important mar- 
ket and 32 central Arkansas 
counties most effectively via 

KVLC radio 

Lowest cost per 1,000. Un- 
questioned leadership 
proved hy latest "Pulse" 
and 15 consecutive monthly 
"Hooper"' ratings! 



ARKANSAS" 
ONLY MEMBER 
AIMS CROUP 



Cet the KVLC Success Story today! 
New York: Richard O'Connell, Inc. 
South: Clarke Brown Company 
Chicago: Radio-TV Rep., Inc. 
West Coast: Tracy Moore & Associates 




KVLC 

LITTLE ROCK 
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FACTS SHOW 



W1CH 



reaches 
the most people 

in Connecticut's 
fast-growing 

atom ic 
submarine 




county- 
bounded by 

NORWICH 
NEW LONDON 
WESTERLY, r.l 

Merchandise 
^ ioo f 

• 10 Outdoor Board* 

• ISTaxicab Posters 

• DIRECT MAIL 

for details contact : 

Everett McKinney, 

40 E. 49 N.Y. PL 3-9332 
Foster & Creed, 
Statler Off. Bldg. Boston HU 2-4845 



Music Programing 



Q. What is the overall picture of 
music programing as the spot ra- 
dio fall season begins? 
A. ( .< > 1 1 1 1 1 r \ - \\ < • r ii music i anie up 
fii-l till- \ear ;i- ;i slntion specjaltv . 
M'onsiiu's I')" /ihwt,!' (iuitlr -Imvu'il 
tlml 7")'* iif llii- 2.f»7() stations respond- 
ing ifjiiihirK si I ici I nlc ( 1< >i 1 1 it i \ -\\ i-l • 
rrn. I lie same peiccnlaue of stations 
feature some t-i i in ■*• 1 1 imi-ii - . I'up tunes, 
of n>nr*<\ continue high w i 1 1 ■ 'M\7t sta. 
tions in tlie M'dNMiH siirvc\ icporl iug 
i.) hours ;i week ilc\oteil to spinning 
hit records. |'npiil;i r music, including 
ja/se. 1 1 1 \ 1 1 1 1 1 1 ami I due-., olil standard 
and Broad\va\ >lio\\ tunes, is a strong 
part of programing in \iilnalK even 
part of tlit* conntrv, although format* 
ina\ \ar\ depending on geog rapliical 
area- and t\|>es of audiences sought. 
Of I lie same Hu\t*rs' (iuitlf re»i)oinl- 
ent.s. reported scheduling caeli 

\\(*ck soine gospel music or religion. 



Negro Radio 



Q. How big is the Negro market? 

A. There are 17 million Negroes in 
tlie luited States, with more than half 
of them I se\ en million-plus ) Ihing in 
00 metropolitan areas. Five market 
areas New York. Chicago, Philadel- 
phia, Detroit and Washington ha\e a 
combined Negro population of alnios! 
four million persons. 

Q. How significant is this market 
in terms of broadcasting? 

A. Tele\ision is still relatively un- 
important a< an advertising medium 
programed specifically to Negroes. 
Radio, on the other hand, is a pro- 
gressively important medium to na- 
tional, regional and local advertisers 
seeking to reach this special interest 
market. 

The scope and size of Negro-appeal 
radio radio programing aired direct- 
ly to the interests and tastes of local 
Negroes is getting larger even \ear. 

Q. How many stations carry 
Negro-appeal programs? 

A. As of last March, tliere were .if>8 
jtations carrying Negro-appeal pro- 
aramim:. These stations are located 
in 38 states and in the District of Co- 
lumbia. The hours of Negro-appeal 
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A Date uorffrDel 



After a big splash in Chicago and 
St. Louis radio, and dramatic parts 
in New Yark television, Del has 
came home to give all Middle 
Georgia a touch of glamaur, genuine 
southern friendliness, and just plain 
charm, on aur Monday through Fri- 
day program at 1 1 A.M. Her main 
interests (and those of her viewers) 
arc people — national celebrities, 
hometown talks, and neighbors do- 
ing a 'job for athcr neighbors. Her 
message "gets through" and so will 
YOUR sales message. 

How would you like "A Date with 
Del?" Your next campaign needs 
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SPOT RADIO . . . continued 



programing, of course, are directly 
proportionate to the Negro population. 
In some Southern areas, where the 
density of Negro population is ToT, 
some stations will program exclusively 
for Negroes. In other cities, where 
perhaps onl\ 10^ of the population is 
Negro, the Negro-appeal station will 
carry a minimum schedule. 

Q. What types of shows are pro- 
gramed for Negroes? 

A. Negro programing many times is 
no different than so-termed general 
appeal shows and features. Most ra- 
dio stations identifying their schedules 
strongly with Negroes, however, tend 
to use popular local Negro personali- 



ties. They broadcast neyvs of the Ne- 
gro community, stress rhythm-and- 
hlues music, community service hroad- 
casts and religion. 

Forty-seven radio stations hroadcast 
their schedules KHKf for Negroes in 
their area and these outlets adapt 
popular general features to this spe- 
cialized audience. There are Negro 
homemakers, neyvscasters. disk jock- 
eys and actors who pull audiences 
throughout the hroadcast day. 

Q. What kind of advertisers buy 
Negro-appeal radio? 

A. Not too long ago nine in 10 
national and regional advertisers who 
bought Negro-appeal radio sold prod- 



ucts identified almost exclusively with 
Negroes (such as certain hair prepara- 
tions and cosmetics). These patterns 
are changing, however. 

There's an ever lengthier list of gen- 
eral consumption items being adver- 
tised with this type of special-appeal 
radio. Many clients, such as Phillip 
Morris, Pet Milk and Budyveiser, have 
long sought to reach Negroes. Others, 
such as Cadillac, Ladies Home Jour- 
nal and Viy lipstick, are fairly ney\" to 
this realm. 

Q. Why the upsurge in general 
consumer clients? 

A. Because the Negro market is le^s 
distinguishable from the white market 
than it used to be. The social, eco- 
nomic and professional status of Ne- 
groes has improved immeasurably in 
the past decade. 

They have migrated into areas which 
offer better job opportunities, their 
standards of living — and of consump- 
tion — have been bettered by higher 
incomes: their acceptance as part of 
many communities has been enhanced 
There's another big reason why ad- 
vertisers are interested in Negroes. A 
lot of the myths and fables about Ne- 
groes have been blasted. Research 
and intelligent application of the re- 
search findings have shown what 
should have been obvious but wasn't: 
Negroes are first of all people and sec- 
ondarily Negroes. They thus consti- 
tute an increasingly good market worth 
shooting for through special stations. 

Q. In what ways is the Negro 
listener different? 

A. Despite the many similarities be- 
tween the specialized Negro audience 
and the general audience, there are 
some basic differences on which mar- 
keters agree. 

They think Negroes tend to have the 
following characteristics as buyers: 
they're more loyal to a station and its 
personalities once a mutuality of in- 
terest has been established: they're 
j responsive to appeals which relate 
very directly to their own ethnic and 
social backgrounds, which are very dif- 
ferent from those of people in the ma- 
jority groups: they tend to spend more 
money on food than do white families 
with the same income: there's a 
marked tendency to buy quality — 
which usually means expensive — prod- 
ucts, regardless of the type of item; 
Negro women, far more than white, 
control the family budget. ^ 
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TV AND RADIO BASICS 



the only station out of its TEENS! 




WITH 22.4% PULSE SHARE OF THE AUDIENCE! 



. . . the only Indianapolis radio station 
out of its teens, preferred by and selling the audi- 
ence that does the buying — the adult audience. 
Here's your radio buying guide to \vho's-\vho in 
the heart of Hoosierland . . . proof in black-and- 
white that, for bigger sales results, it's WXLW 
with a 22.4? PULSE share of the audience, the 
largest share in Indianapolis, 7 days per week. 
The reason? WXLW's programming is different 
... a music and news formula deliberately and 
specifically created to sell the adult age group . . . 
representing the lion's share of the purchasing 
power. WXLW's is a vast audience of product- 
hungry Indianapolis adults who buy more of 
everything you want to sell. The chart proves it 
. . . and so will your sales. 

CONTACT YOUR NEAREST 
JOHN E. PEARSON REPRESENTATIVE 



WXLW TOPS THEM ALL 



INOIANAPOIIS METROPOLITAN AREA— APRIL. MS7 — SHARE OF AUDIENCE 


Monday-Fridoy 
* A.M..* P.M. 


M*n..Fri. 
* A.M..* P M. 


Saturday 
t A.M..* P.M 


Sunday 
* A.M .* P M. 


* A M .* P M 




19.8 


20.5 


29.0 


22 4 


Sla. A 


19.1 


18.3 


16.4 


18.1 


Sta. B 


17.9 


16.2 


12.7 


16.2 


Sla. C 


17.7 


13.4 


15.4 


15.7 


Sta. D 


12.1 


15.0 


10.8 


12 7 


Sla. E 


10.8 


11.1 


9.5 


10.6 


Misc. 


2.8 


5.5 


5.8 


4.4 


H.U.R.' 


23.8 


18.3 


14 4 


18.9 



*Ham#» uting radio 



Rating Source Th* PuU#. Inc 



INDIANAPOLIS 

5.000 WATTS DAYTIME 



Indianapolis FISEST approach to HIGH FIDELITY sound! 
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At a glance, here's what's new at the four radio networks 



American's entire operation, top to bottom, is heing re-oriented in 
the direction of its station affiliates. Why? Because its new presi- 
dent, Robert Eastman, thinks the network function of today is to 
supplement the program schedule of the strong local station and 
to return more revenues to the affiliate than ever before. This 
means depth programing along local station lines: in news, live 
and recorded music, use of strong non-tv personalities — all flowing 
naturally into and away from local programing so that continuity 
is effortless and almost unnoted. Eastman has surrounded himself 
with a group of new top echelon men steeped in station rather 
than network philosophy. He's building several hour-long live 
shows to replace some of the current dramatic programing; new 
slide film and high-fidelity presentations for client and agency 
showing. Now planned and in the works: a new station compensa- 
tion plan and a re-appraisal of current network time charges for 
fall selling. American is taking a program tack similar to Mutu- 
al's, a selling and promotion approach more like CBS' and NBC's. 



Columbia is the most constant element in radio networking, and 
certainly the most stable of the four networks. Its management, 
programing and sales concepts remain pretty much the same be- 
cause they've added up to a winning formula over the recent years 
of network decline. They have the most money coming in, the 
biggest daytime audiences, the most fixed programs. For thesf 
reasons, and many others, the 1957 changes at CBS are extensions 
rather than revisions. President Arthur Hull Hayes is directing 
an aggressive sales organization which is hitting hard on the need 
for creativity in commercial content and for development of night- 
time program periods. CBS aims for new and more varied shows 
as more advertisers — the blue-chips especially — come into the 
network ranks and swell the program investment fund. Program- 
ing is still the thing, in CBS thinking — it's what gets and keep ; 
audiences and the block around which successful local operations 
revolve. It bagged the biggest network radio client in years three 
months ago: Ford Motor Co. has signed for $5.5 million (gross I 



Mutual undoubtedly has seen the biggest upsets of any network 
in the past year. But, having hit the bottom, it finds that "up" is 
its only direction. And "up" goes even farther than Mutual an- 
ticipated. Today the network is essentially a program service of 
news, music and sports, with occasional one-shots thrown in. It's 
a bartering operation, feeding X number of shows to its affiliates 
free in exchange for Y number of time periods which the network 
can then sell to national advertisers. This rules out station option 
time, the eternal problem of station clearance. It also gives, ac- 
cording to Jack Poor, MBS president, a pre-clearance guarantee 
of 83% of the Mutual lineup. Poor is getting what he hoped for: 
strong independent stations moving in as affiliates, advertiser inter- 
est in a pre-cleared package. Operating costs have been cut and 
the network thinks it's well on the way to being in the black. The 
glamor of network radio as it used to be is gone for Mutual, says 
Poor. But he thinks this kind of a limited operation can sustain 
itself as a significant part of radio and as a solid buy for clients. 



There's been a crescendo of interest in NBC on the part of spon 
sors and prospects as a result of the new intensity and enthusiasm 
with which the network is heing promoted and sold. Network 
executives, under the direction of Matthew J. Culligan, vice presi- 
dent in charge, are using flair and drama to sell a lot of old radic 
concepts in a new way. The best known gimmick — and it has 
shown itself to be far more than a mere springboard into a sale- 
pitch — is the Imagery Transfer concept. For this, Culligan and 
his staff advocate special copy approaches and appeals for tbe 
special medium of radio. This idea of a transference of a prod- 
uct or concept image as a result of a radio trigger has brought 
many a new advertiser into the NBC lineup. NBC's program 
structure is centered on such sound sales successes as Monitor on 
weekends and Hot Line with its hourly news. The network hits 
hardest on news and music but plans to put more spadework into 
other types of programing. It's looking most of all for a saleable 
daytime formula — saleable both to clients and to the affiliates. 



NETWORK 



RADIO BECOMES FASHIONABLE 



You" II hear more lalk about net radio this year than at any time 
since tv arrived. Why? There art' tiro bin reasons: (I ) Years of 
selling have penetrated. (2 ) The netivorhs continue to re-shape 
programing and s<dcs to the need* of all hinds and type's of adver- 
tisers. The blue-chip sponsors arp bach and they're pacing the rest 



Outlook 

Q, How does business look at this 
half-year point? 

A. Network radio business looks 
better than it lias in seven years and 
gives promise of making even stronger 
dollar pains in the last half of this 
year. January, according to one net- 
work president, was the lowest point 
in network radio's history. Since then, 
do/ens of new advertisers have made 
network buys, many for the first time. 
The biggest money, of course, is com- 
ing from the blue-chip advertisers. 

.Matthew J. Culligan. vice president 
in charge of NBC Radio, sa)s this 
spring 49 of the country's top 100 
national advertisers were using net- 
work radio. This represents almost a 
100' J gain because at the same time 
last year there were only 20 such 
majors in the network radio lineup. 

Radio is "back in the media living 
room." he savs. "The most delibera- 
te buyers are buying it. 1 his return 
of the smart buyers is now a trickle 
but it will be a flood within six 
months." 

The SKO sign is already being hung 
out bv the networks on certain time 
periods and programs. Mutual, for 
example, has 82' \ of its half-hourh 
newscasts sold. Thirty -one availabilities 
in this news package are left, and 
when these are sold the network will 
be "in the black.'" says a topdevel 
spokesman. NBC's increasingly pop- 



ular weekend Monitor is 93' "r sold out. 

CBS in the six-week period ending 
the third week of June reported lb" 
new contracts, one extension of a 

schedule and 17 renewal 3d order". 

NBC has tabbed 73 advertiser orders 
in the five-month period since 1 Jan- 
uar\. a net billing of more than SI 1 
million "larger than the total of all 
l'l.iO." Cnlligan told si'o.XsOR. 

Robert Eastman. American s new 
president. -ays his most important 
single task is to <jet more sales at gooil 
rate and he'll hold firmly to the rate 
card line, lie is planning seven or 
eight hour-long Ihe music and per- 
sonality shows which he thinks will 
attract a new group of advertisers. 
Because he thinks "network radio has 
been very badly sold." lie's spending a 
lot of time in sales planning. His pri- 
mar\ sales emphasis is on sales effec- 
tivene**. "Were selling our network 
on its own merit, and its most impor- 
tant merit is what it does for the person 
who invests the dollars." 

Q. Are the networks making 
money? 

A. None of the networks, at this 
point, is in the black. They have high 
profit hope* for the future, however. 
There are two main reasons for this 
optimism: I I I their losses are decreas- 
ing everv vear as they make more -ale* 
and tighten up their operation-, and 
l2l thev see a lot more money coining 
into their coders as they *vvitch from 
a holding operation to more aggre--ive 
tvpes of programing and -ale- tactic-. 



Thev re still trimming a lot of fat. 
They've put in frill -cale economic- at 
all level*, management to engineering. 
They're spending a lot of time ana- 
lyzing past mi-take*. They're pre-plan- 
ning everv move *o thev can get maxi- 
mum value for every dollar thev -pcud. 

Q. Why are advertisers showing 
a new interest in network radio? 

A. There are many rea-on- for re- 
emergence of intere-t in and enthu-i- 
asm for network radio, \mong them: 

• Spadework carried on bv network 
sales and promotion departments over 
the past few \ears is jnst now in mam 
case* beginning to pay tiff. 

• The network* have (lev (doped new 
and unique approaches to *elling their 
product. 

• The cost* of the \ i-ual media 
television and print have ri-en to the 
point where reappraisal of all ad 
budgets i* a nece--itv. Network radio 
i- c-timated bv a CB> executive to be 
one-third to one-fourth the ( o-t of t\ 

• Ileav\ in\ e-tnient- bv -m h major 
account- as Lever IJro*.. Ford Motor 
and Brown and \\ illiain-on have at- 
tracted indu-trv inten— t and led adver- 
tiser- into the fold. 

• Ihe li-tening andiente ha* leveled 
off and i* now a -table one. 

• An increa-ing numl or of advers- 
er? want to reach li*tener- in car-, 
radio * extln-ive audience. 

• The economv of radio, di-puted 
bv no one. give- an advertiser afford- 
able freijuencv in an era when tpiantitv 
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Facilities are highly important — but, fundamentally 
without the skills, ideas, drive, sense of responsibility and enthusiasm 
of capable people, all the watts and kilocycles are 
reduced to immobile electronics. Still miracles — but motionless. 

The American Radio Network executive team is staffed by men with 
wide experience in radio broadcasting. They know the complete 
character of the business. They know stations, local programming, all 
facets of radio selling, station management. They, are men who 
agree that the right kind of network programming must be in harmony 
with the local programming of the affiliated stations. 

RADIO IS 

They are well aware that, finally, all their plans and follow-through must 
be directed to making the American Radio Network a 3-way asset. 

1 . for affiliated stations 

2. for local listeners 

3. for advertisers 

This All-American management team is sold on the brand of showmanship 
that is a vital force in selling. To forever close the remaining gaps 
between local station and network thinking — they are dedicated to the 
job of producing the finest radio program-product and exercising 
a new and progressively creative force in the radio industry. 



American Broadcasting Network 



Stephen R. I.alninski 

V ci I'n it, , r 




NETWORK RADIO . . . continued 



of advertising impressions is difficult to 
l>uv because of costs. 

• \n increasing!) important factor 
is merchandising. Advertisers want a 
unified station lineup to cooperate at 
the local level, and the\ like the mer- 
( handisahility of a personality. 

Q. Why is merchandising so im- 
portant to an advertiser? 

A. Marketing men realize more force- 
fully than ever that the\ have to hack 
up their advertising to make it paj off 
the biggest dividends. They have to 
cement dealer and trade relations. 'I he\ 
install window streamers, arrange shelf 
displa\s. send dealer mailings, promote 
their radio personalities, tie in advertis- 
ing to field force sales meetings. 

Network, the networks contend, is 
more merchandisahle and promotable 
than any other type of broadcasting- 
far more than print. It's national, 
reaching into all segments of the prod- 
uct's distribution territory. It's more 
easily maneuverable than a station-by- 
station lineup. Merchandising and pro- 
motion can be coordinated b\ one cen- 
tral department at network headquar- 
ters and funnelcd dow n to the affiliates. 



Advertisers 

■ * $ 

Q. What advertisers are using 
network radio? 

A. The range of advertisers using 
network radio is broad, from small 
regionals to large nationals. SPONSOR 
made the following analysis based on 
network advertisers as of 1 June. 

There were 14<'! different accounts 
on the air, most of them company 
names familiar to advertising people 
(General Foods, Miles Labs. etc.). 
Some, however, are relativel) unknown 
(California Packing. Knapp-Monarch, 
Midas). Of the total. ABC and CBS 
had 44 accounts each; NBC, 34, and 
MBS. 26. (Last year there were only 
55 advertisers using network radio all 
told.) 

Most business continues to come 
from food advertisers, accounting for 
roughly one in ever) five network 
radio accounts (19^ ). But there have 
been interesting weight shifts in prod- 
uct types using net radio, sponsor's 
analysis as to current types of network 
advertisers show religion a close sec- 
ond to food, representing ]6'/c of all 



accounts. (These percentages have no 
relation to amount of time purchased 
or amount of expenditure. They are 
merely an advertising index.) 

Here are the product or service cate- 
gories of network radio advertisers to- 
day: food product producers: 
1G r/ r, religion; 14%, drug; 12%, serv- 
ices; 12%;, household items; 10%, au- 
tomotive and automotive products; 
6%. miscellaneous; 4%. cigarettes; 
3%. cosmetics: 2%. appliances: 2%, 
beverages. 

Q How are individual advertisers 
using network radio? 

A. Networks in the past five years 
have continued to develop new ways 
in which the medium can be used by 
advertisers — all kinds of advertisers. 
They've broadened the client base as 
shown by the 148-account figure of 
today contrasted with a total of 25 
national advertisers using all four net- 
works a decade ago. 

Advertisers are mainly attracted by 
an all-descriptive word — flexibility. 
This elasticity and maneuverability ap- 
plies to every facet of use: time, sta- 
tion lineup, costs, frequency, duration, 
audience, mood, program, performer. 

Here are examples of this varied 
flexibility as it applies to some 1957 
network sponsors. 

I 111 lllllh,: Yllllllllll ABC I 

Ceneral Foods is spending $1 mil- 
lion on American's morning block 
( Breakfast Club, My True Story, When 
a Girl Marries and Whispering Streets) 
to sell a variety of products. Among 
them: Post Cereals, LaFrance. Calu- 
met. Jell-O. Scope: full network. 52 
weeks. 

Pharma-Craft manufactures Cold- 
ene, a product which tabs 90% of its 
sales during the fall and winter. A 26- 
week seasonal campaign was budgeted 
at $200,000 and involved the morning 
block to reach housewives. 

Carting's Ale went into network 
with a small budget and a musical 
commercial. To gain the most effec- 
ts e use of the commercial and spread 
it over as many months as possible, 
the client bought a schedule of 20 five- 
minute Martin Block Shows per week- 
end for one weekend monthly from 
April through August after using two 
weekends in March. The SI 00.000 
campaign skipped nine Northwestern 
states which have low or no distri- 
bution. 

The Mcllhenny Co., which makes 
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ALL these and MORE! 
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PERSONALITY PROGRAMS' 
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T\ AM) RADIO BASICS 



THE STEERE STATIONS 




• When the Steere Stations' representative calls on yon. here 
are some basic facts yon ought to know about these two rich 
regional markets : 



WMAK, Nashville — 56th U.S. 
city. WMAK, 5,000 watts full 
time at 1300 kc, rovers 1,335,000 
population area with $924,427,000 
total retail sales. The Mid South 's 
iiit)»t powerful MUSIC and NEWS 
independent. 



WKMl, Kalomazoo-Boitk Creek 

combined metropolitan Twin City 
area . . . '270,000 population, 76th 
in U.S. The WKMI sifnal covers 
1. 719,000 population . . . over one 
billion retail sales. 5,000 watts at 
1360 kc. . . . Western Michigan's 
most powerful independent. 
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NETWORK RADIO . . . continued 



Tabasco sauce, represents one of the 
smaller-budgeted advertisers. It used 
a $15,000 allocation to buy one par- 
ticipation weekh for 13 weeks on the 
Jack Paar Show. 

Magla Products has two promo- 
tional seasons during t lie year, fall and 
spring, for its ironing board covers. 
For $7,000 in each campaign they got 
Breakfast Club with one participation 
weekh for four weeks in each push. 

Chevrolet wanted to introduce its 
new 1957 trucks in a special two-week 
drive costing $30,000. It got 20 five- 
minute sportear-ts each Saturday and 
Sunrlaj on more than 300 stations. 

California Western State Life 
Insurance Co. includes only the West 
Coast in its sales area. It bought a Pa- 
cific Coast network for twice weekly 
participations on JFIien a Girl Marries. 
Cost for seven weeks: $8,000. 



! OE$9 1 

A&P food stores wanted a flash two- 
day campaign on peak shopping days, 
Thursday and Friday. The cost for 
time and talent was $18,033. and in- 
cluded 27 states and the District of 
Columbia with a lineup of 131 sta- 
tions. The buy: seven five-minute 
daytime serial segments, four seven 
and one-half minute serials and two 
five-minute evening news shows. 

Chas. Pfizer & Co. is interested in 
the concentrated farm coverage of 64 
stations in 16 states. Its 15-minute 
evening news show costs $1,787 per 
week. 

Renuzit Home Products Co. buys 
80 stations in 37 states and the Dis- 
trict of Columbia for a weekly cost of 
$3,155 covering one seven and one- 
half minute segment of a daytime 
serial. 

Salada Tea Co. is spending $4,881 
weekl) for five seven-and-one-half-min- 
ute daytime serial segments on 34 sta- 
tions in 13 states. 

NBC Hum* 

Brown & Williamson sponsors 
one-half of NBC's hourly newscasts 
and gets 85 commercial exposures 
weekly for a cost of $40,000 per week. 
This reduces to some 60^ per 1,000 im- 
pressions based on these statistics: the 
client gets 53.206,000 commercial 
home impressions weekly; home plus 
auto commercial impressions delivered 
per week, 65,975,000; duplicated 
homes reached in one week, 10,800,- 



000. The client wants to reach all au- 
dience segments as well as both men 
and women during peak traffic hours, 
in the da) time and in the evening. 

20th Century-Fox buys network 
radio to coincide with the national re- 
lease of a new movie. The campaign 
consists of 50 six-second announce- 
ments each weekend in Monitor for 
two weeks at a cost of $20,000. This 
sum delivers 21,668.000 commercial 
home impressions; 30,335.000 home 
plus auto commercial impressions; 
6,821,000 unduplicated homes reached 
each weekend at a cost per 1.000 of 33 
cents. The sponsor's aim: frequency 
and dispersion. 

American Motors, for its Rambler 
car. "has experienced an unusual 
amount of success with its newscast 
campaign on Monitor." reports the net- 
work. '"Rambler sales have shown a 
substantial increase and the client at- 
tributes much of this success to the 
show." It buys 20 Monitor newscasts 
each weekend for a weekly cost of $8.- 
500. Approximate cost per commercial 
minute is 6-1 

Q. What is the year's biggest 
network buy? 

A. The biggest by far is the recent 
contract signed by Ford Motor Co. 
with CBS Radio through J. Walter 
Thompson for $5.5 million (gross). 
The package of top CBS and entertain- 
ment personalities (Edward R. Mur- 
row, Godfrey, perhaps Rosemary Cloo- 
ney and Bing Crosby) is designed to 
combine small program segments into 
an over-all program title of the Ford 
Roadshow. 

Ford is buying prime time on a 
large network lineup, hitting hardest 
for those periods in which the in-car 
audience swells the in-home audience 
by as much as 50%. These periods: 
morning, late afternoon, early evening, 
Saturdays, Sundays. 

Although this is the standout of the 
\ear, other blue-chip, multi-million- 
dollar accounts have signed at every 
network. 

Q. Are network advertisers get- 
ting sharper? 

A. Network executives think so. John 
Karol, vice president in charge of sales 
for CBS Radio, thinks advertisers and 
their agencies are spending a lot more 
time on creative effort. Too frequently 
in recent years the stress has been on 
media selection. Now, he says, the em- 
phasis is shifting to how the advertis- 
ing is used once its been bought. 



In Karol s book, and in that of every 
other network executive with whom 
SPONSOR talked, this means the buyer 
is getting sharper. He's making better 
buys and he's using the buy better and 
more imaginatively. 

How does this show up? Mainly in 
commercial copy. Copy is being given 
more attention than it's gotten in 
years. Good writers are being hired in 
agencies, and good production people 
are moving back from television or 
being trained to specialize in radio. 
Sponsors are hearkening more to coun- 
sel of the networks in matching the 
composition and the mood of audience 
and programing to the commercial ap- 
proach. 

They're using new sounds in the 
sound broadcasting medium, and these 
sounds are attracting listenership, at- 
tention and response. The upsurge 
and success of such spot radio copy as 
for Bert and Harry Piel and Pepper- 
idge Farm bread I and there are doz- 
ens of others) has led to the same 
kind of sparkle and life in network 
commercial announcements. 



Changing Patterns 

■i 

Q. How is net radio changing? 

A. Network radio has not only 
changed completely but many times in 
the seven years or so since the commer- 
cial invasion by television. And net- 
work radio is still changing. This sea- 
son, however, it looks as though some 
of the changes will be more durable 
because the industry looks healthy and 
stable. 

These are some highlights of 
changes which are still taking place: 

• Programing innovations are being 
made in the daytime hours and on 
weekends when audiences are heaviest. 

• Programs and participations are 
still being sub-divided to the point 
where NBC Radio now sells six-second 
announcements. 

• Development of nighttime pro- 
graming — and audiences — is still in 
the future although there's new think- 
ing in the direction of expansion to 
these periods. 

• Weekend periods are more vital 
to advertisers because of the in-car 
audiences and non-home listeners to 
portable sets. 

• There have been fewer station dis- 
affiliations in recent months, and the 
networks are working feverishly to 
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keep tl»" station lineups they've got and 
add to thrift. 

• Stations stand to make more 
iiiourv from llie networks as new run- 
tracts are written and old oness revised. 
The perennial clearance problem is 
easing. 

• Time eosls to (he advertiser re- 
main pretty nmeh the -anie although 
daytime periods are destined for early 
hike*. Nighttime charge* will he 
upprd just as soon as programs and 
audiences dev elop. 

• The network pitchmen are mak- 
ing sales gains by adding Hair and 
imagination to the routine and mun- 
dane statistics and research. 

Q. How are the individual net- 
works changing? 

A. The network blowing the least 
change in ha-ic approaches is CHS be- 
cause it has been in top-dog position 
for years. Its dollar volume is higher 
than that of any other network, its 
management has fluctuated less, its 
strong daytime program block has bol- 
stered its total sales. 

The shifts and turns at the other 
networks involve every concept basic I 
to networking. The other nets have ' 
been in serious trouble for the past 
few years, and they're just now begin- 
ning to see over the edge. 

At American, Kobcrt Eastman, the 
new president, heads an executive line- 
up which has been completely re- 
shuffled. He's a "station" man because 
of bis many years as an executive with 
John Blair & Co. station representa- 
tives. He s hiring bis top executives 
from some of the country 's most suc- 
cessful station operations and he's hit- 
ting hard on the concept of a network 
adopting a local point of view and 
servicing its station affiliate*. 

He's blueprinting a plan whereby 
American will feed live music and 
news to its affiliates to conform to the 
high loeal tune-in to shows of this 
kind. He plans to chop off a lot of 
dramatic programing now on the air, 
replacing it with live music and news 
shows which introduce high-appeal 
personalities. 

At Columbia. John Karol takes an 
opposing view. He thinks there'll be 
a much bigger variety in programing 
as more advertiser dollars become 
available. He wants to experiment 
with '"lively kinds of showmanship," 
and nighttime will be one of his first 
targets. Programing pays off, is the 
way Karol puts it. Why? Because 



Ntchcii figntes, he says, show a four- 
week audience measure of network and 
independent -tatious (some 2,700 of 
tlirin, with the We-l Coast omitted) 
shows CBS wiih ulhlialiou at 7' ' of 
the Nation* but a share of audience of 
io..) < . 

.Mutual has IkkI the most radical 
shuflle. It's cut network operating costs 
to the bone, revamped station contracts 
by eliminating all option lime and car- 
ried the bailer svstem Io an extreme. 

Its bartering i- -imple: the network 
gives the station an on-the-hoiir five- 
minute new-cast in exchange for the 



station giving the network five minutes 
on the half-hour. I he station keeps its 
hour revenues; the network iclaim its 
half-hour revenues. 

Jai k Poor, piesideiit of Mutual, sus 
this gives Ml! s the oulv f i mi pre- 
i learrd lineup in uctwoik radio. This 
-vs|eiu gives his network clients an 
ii'V i clear. line before the si hedllle is 
ever placed, \iiollier advantage: net- 
work programing whiih i»uppleiiii;iit<s 
the local »( licdule and gives the station 
Iodic dollars will iuev itablv attract 
more alldiates. he sit s. 

Ilnis M|{> ami American stand in 





WKLO 

LOUISVILLE 



HERE 




LOUISVILLE'S 
Best 

AIR 

SALESMEN 



ENTUCK1ANA 



IL 
® 



ISTENS 




FOR RESULTS . . 



N 1080 KC 



Programs and People 
That Produce 



JACK BENDT 

DAVE BROCKMAN 
GINGER CALLAHAN 
PAUL COWLEY 
TOMMIE DOWNS 



JOHN FRAIM 

WILSON HATCHER 
BOB HENRY 
RED KIRK 

JIMMIE LOGSDON 



Represented by John Blair & Company. 
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opposing camps to CBS anrl NBC. 
which tend to stress programs and 
audience first and station affiliation 
second. The ABC and MBS view: fol- 
low the local station program trend 
and supplement it. The CBS and NBC 
approach: pace the local station trend 
by giving variety and diversification. 

NBC's biggest change has been in its 
top management lineup, now under the 
direction of Matt Culligan. NBC's 
most marked departures from the net- 
work radio norm have been (1) fur- 
ther intensification of peak automobile 
traffic time programing, (2) develop- 
ment of the Hot Line with hourly news 
and the IVightline, (3) the application 
of psychological concepts to what Cul- 
ligan calls Imagery Transfer. 

Imagery Transfer 



Q. What is Imagery Transfer? 

A. In high-falutin' technical lan- 
guage. Imagery Transfer as hallyhooed 
by Culligan and NBC involves per- 
ceptual phenomena such as synesthesia 
(the common feeling-tone in different 
sense modalities) and partial closure 
(listeners' tendency to complete per- 
ceptions). And what does this mean? 

Culligan has a simpler explanation. 
He describes the process by which a 
radio listener transfers an image after 
the stimulus of the commercial. There's 
a public pool of memory, he says. 
Everyone stores away everything to 
which he has ever been exposed in his 
lifetime. So the whiff of perfume may 
bring romantic reminders: the sound 
of screeching brakes may recall a hor- 
rible accident; the Star Spangled Ban- 
ner may evoke a patriotic fervor. 

"The human mind is really quite or- 
derly," he says. "A partial experience 
—such as a sound effect on radio- 
leads to a re-living of the entire ex- 
perience. Listeners are therefore work- 
ing with us on the completion of a 
thought. Other media destroy rather 
than enhance the imagination." 

How does this apply to copy? Can 
you automatically use the same copy 
lines and themes appearing in print 
and tv and transpose them without al- 
teration to radio? No, says Culligan. 
He recommends the principle he used 
as a guide in integrating all media and 
in getting maximum impression from 
each advertisement, be it print or 
broadcast. 

It? the sound in radio which distin- 



guishes the medium. Sound, therefore, 
must get the emphasis, he says. Here's 
what this sound should include: 

• The commercial must epitomize 
key points, not simply talk around 
them. 

• It should employ sound material 
which contains feeling-tone qualities of 
the tv or magazine visual. The adver- 
tiser should prepare his tv or print ads 
with visual characteristics especially 
adaptable to aural translation. 

• The commercial should invoke 
the image of closure, leave something 
for the listener's imagination so he 
brings something to the recall process. 

• Each commercial should stress 
one motivating value, hut the cam- 
paign should cover an entire set of 
values rather than merely one. 

This kind of integration is an ordi- 
nary device used by advertisers. A 
trademark or logo or identification fig- 
ure will be used in all print advertis- 
ing. Transference to radio could in- 
clude sound effects or voice effects. 

Audience 

'Mil ;iMIM; i ii 

Q. Who listens when? 

A. Ninety-six per cent of all U. S. 
families have radios. This huge audi- 
ence defected to television at a rapid 
rate until about a year and a half ago, 
when listening leveled off from a de- 
cline. 

At that time, one network spokes- 
man says, the toll of tv was measurable 
for the first time. He figures radio has 
lost about 69% of its former nighttime 
audience, about 27% of its former 
daytime listeners. But this is still a 
sizable number for an advertiser to 
conjure with. Radio listening is esti- 
mated to total 1.4 billion hours week- 
1) by the Mutual network. 

Look at these Nielsen Radio Index 
figures for the first report in May. The 
average evening once-a-week show 
reached 433.000 homes, the evening 
multi-weekly program, 626,000. Aver- 
age weekday program went into 963,- 
000 houses. During the daytime on 
Sunday the average audience was 385.- 
000 homes: on Saturday. 578,000. 

One of the biggest bonanzas for net- 
works and bmers alike is the huge lin- 
ear radio audience available through- 
out the entire week at almost any given 
hour. 

sponsor tabbed some averages based 



on this same Nielsen report for May, a 
month selected because it hits a bal- 
ance between the peak driving vaca- 
tion months during the summer and 
the low period of dead winter. 

The size of the in-car audience today 
is so valuable to many advertisers that 
they consider the in-home audience a 
bonus and the automobile listeners 
their prime targets. For this reason, 
some networks have taken to pitching 
for a radio allocation from the out- 
door advertising budget. They argue 
that a billboard will, perhaps, get a 
maximum of four seconds' attention 
as the driver goes by. Radio, in con- 
trast, gives many times that. 

On a weekday between 8 a.m. and 
6 p.m., the automobile audience is 
21.9% as big as the in-home audience 
— more than one car listener free for 
every five home listeners purchased. 
On a week night from 6 to 11 p.m., the 
plus is 22.5%. On Saturdays and Sun- 
days the averages rise, of course, be- 
cause of shopping trips and pleasure 
driving. Saturday from 8 a.m. to 6 
p.m., 28.8% : from 6 to 11 p.m., 
34.2%. On Sunday, 8 a.m. to 11 p.m., 
29.9% The highest single Auto-Plus 
rating was 53.4% between 8:15 and 
8:30 of a Sunday evening. 

Q. How important is the in-car 
audience? 

A. It's the most sought after single 
segment of radio's audience in this 
buying era. 

Here are some reasons for this in- 
car demand. 

The car radio listening group is a 
captive audience, unexposed to other 
media except for a fleeting glimpse to- 
ward billboards. The person or family 
on the go consumes more, spends more 
money, is less conservative in buying 
habits. The automobile passenger is 
a natural target for such products as 
restaurants, movies, places of enter- 
tainment, automobiles and gas and oil 
products, soft drinks and foods. The 
family with a car. being mobile, is able 
— physically — to move from one place 
to another in response to advertising. 

The size and potential of this audi- 
ence on wheels is so significant that 
many local stations as well a? networks 
are carrying news and feature- angled 
particularly toward drivers. Mutual 
reports, after a recent affiliate sum- 
mary, that 95.6 r f of its affiliates 
schedule dri\ er-appeal programing. 
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Get more than 

(of Iowa's Sales Potential) 




WHO gives you Iowa's 

Metropolitan Areas (V3 of the Market) 

. . . PLUS THE REMAINDER OF IOWA! 



Iowa has six Metropolitan Areas 

which, all combined, do 35.8% 
of the State's total retail sales. 

A number of radio stations can give you good coverage 
of ONE Metropolitan Area . . . but WHO gives you high 
coverage of virtually ALL Iowa Metropolitan Areas, 
plus practically all the REMAINDER of Iowa, too! 

FREE MERCHANDISING! 

WHO Radio maintains one of the nation's most com- 
prehensive and successful EREE merchandising services 
in 350 high-volume grocer} stores for FOOD adver- 
tisers who buy $300 gross time per week; in 250 high- 
volume druji stores for DRUG advertisers who buv 
S250 per week. (A $200 Food plan is also available). 

Ask us — or PGW — for all the facts! 

WHO Radio is part of 
Centr.il Broadcasting Company, 
which also owns and operates 
WHO-TV, Dcs Moines 
WOC-TV, Davenport 





RETAIL SALES 

1956 Consigner Market figures 



WHO 

for Iowa PLUS! 

Des Moines . . . 50,000 Watts 

Col. B. J. Palmer. President 
P. A. Lo\et, Resident Manacer 
Robert II. Harter, Sales Manager 

Peters, Griffin, Woodward, Inc. 
tsatioiial Represcntat'n cs 
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ANNOUNCING 

the NEW 

950 CLUB 
PROGRAMMING 

ON 

WORE. 

BOSTON 

the one and Only 
musical setmp of 
its kind in all 
New England 

ft ft ft 

PROMISES TO BE THE BIGGEST 
SMASH HIT WITH LISTENERS 
EVERYWHERE!! AND YOU, THE 
ADVERTISER, WILL REAP THE 
BENEFITS! 

it It'll be your STARBRIGHT 
SPOTLIGHT Station!! 

it The 950 CLUB SPOTLIGHT will 
shine on 950 musical stars every 
week!!! 

it Each star gets the spotlight tor 
75 minutes — all day long — all 
week long — on the Big Revolv- 
ing Bandstand! ! ! 

it ROUND & ROUND THE BAND- 
STAND GOES — EVERY STAGE 
HAS A STAR — EVERY STAR 
HAS THE SPOTLIGHT FOR 15 
MINUTES! 

it EASY TO FIND ON THE DIAL 
... 950 CLUB — 950 ON THE 
DIAL!! 

As we did 7 years ago — as we're 
about to do once again — 

it WATCH US SET ANOTHER 
TREND IN BOSTON RADIO AS 
WE GO ROUND & ROUND 
WITH A BRAND NEW SOUND 

ON BOSTON'S ONE & ONLY 

950 CLUB-WORL 

REPRESENTED NATIONALLY BY 
HEADLEY-REED CO. 



Sales Techniques 



Q. How is network radio being 
sold in 1957? 

A. Network radio is being sold in 
new ways. The new ness may he in the 
movement of top-level management 
people directly into the selling arena. 
Or in the development of new research 
which will help guide agency and ad- 
vertiser thinking. 

It may be in the actual presentation, 
as with American. President Bob East- 
man, one of the top-level network peo- 
ple who takes direct part in pitches, is 
superv ising development of high-qual- 
ity, expensive color slide presentations 
w ith success story capsules and accom- 
pany ing high-fidelity tapes. 

NBC says 90% of its presentations ' 
attempt to sell network radio rather 
than the NBC network — and CBS and 
ABC are reportedly selling in the same 
way. There's '"no battle in radio such 
as they have in the magazine field," 
commented one sales vice president. 

MBS NET CHANCING HANDS 

At presstime for this section, sale of 
the Mutual Network was believed im- 
minent. The prospective buyers: Paul 
Roberts, West Coast broadcaster bead- 
ing a group negotiating with Tom 
0 Neil, bead of RKO Teleradio, which 
is the present owner of the network. 

The new element may be. as in the case 
with CBS, closer cooperation on the 
creative level. John Karol works with 
advertisers in suggesting copy themes 
and copy approaches which will fit the 
mood of the adjacent programs. 

The framework for network selling 
is the same, with time periods and 
costs static. But there are vital changes 
all up and down the line — aggressive 
and progressive changes. Mutual has 
had the biggest revision with its elimi- 
nation of station option time and its 
barter arrangement on time periods. 

At this point, CBS and NBC have 
rate cards pretty well stabilized until 
new listeners come into the audience 
fold and justify rate hikes. NBC may 
have some re-evaluation of nighttime 
periods. 

But the other two networks are in 
the midst of dollar-by-dollar reapprais- 
al of their rate cards. Both American 
and Mutual hope to have their for- 
mulae of outgo and income balance 
completed for late summer selling. 



Winner 
takes 
(almost) 
all*** 



21 of the 24 top Pulse 
Rated radio shows in 
Los Angeles are 
heard on KNX* That's 
another reason why 
Southern California's 
#1 radio station is 
the CBS 50,000 watt 

KNX, LOS ANGELES 




Pulse: March-April, 1957 
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Program Service 



Q. What's happened to the pro- 
gram service concept? 

A. \s detailed above, .Mutual lias he- 
roine a program service. 1 1 supplies ii 
stable of shows lo it- affiliates ;il then 
request rather than at network insist- 
ence, a ursth tliflcient approach than 
in network'- lievihn. 

There's ;i fifth network, one which 
provides* the nation's other program 
service. KevMoue Broadcasting S\s- 
tem has alwavs heen a funnel tliroii«iJi 
which programs and Air commercials 
were siphoned to stations. Its dilTer- 
ence: it is a nonwired, transcription 
network. It's the biggest network in 
the country, servicing toda\ 957 a (Til i - 
Med stations. 

Here's its affiliate breakdown: 
77.1'^ are located in a sdiigle-slatirni 
market; 13.0';. two-station; 5.4 r r. 
three-station; 4.5 '7, four or more sta- 
tions. 

One new sales approach is Opera- 
tion Impact. The plan: 15 brand 
identification announcements up to 20 
words long for an advertiser in a one- 
week period, reaching into 15.7 mil- 
lion unduplicated radio homes at a cost 
of 32c per 1.000 such homes. Here's 
what it costs a client per announce- 
ment: in a 13-week contract. 95^; 20 
weeks, 90?: 39 weeks. 85c 4 : 52 weeks, 
o5c. The network numbers 61 national 
advertisers as its clients. 

Ke\ stone stresses segmented audi- 
ence coverage as well as total audience 
in special presentations to farm-market 
and Negro-market advertisers. 

Noel Rhys, v ice president of Ke\ - 
stone in charge of its New ""i ork office, 
stresses the significance of hat ing radio 
affiliates in non-metropolitan areas. In 
the first place, more than 600 of the 
KB? stations are located in a couutv 
seat, "the most important commercial 
center in any non-urban trading area.'" 
He points out what he terms "mis- 
placed sales credit" being given to 
metro areas by many manufacturers. 

Here s what he means. In Kansas 
City, 50^c of all the manufactured 
goods shipped there to wholesalers is 
re-shipped out into peripheral areas 
these smaller commercial trading areas 
outside the metropolitan district. Yet 
credit for these sales, he asserts, is 
given to Kansas City. He recommends 
advertisers spend part of their budgets 
outside this area at "the local level — 
the actual point of sale." 



MBS Sale 



Q. What's the future of MBS? 

A. \t prcssi inic, the lepoiled "Wile of 
MB."> to a syndicate headed l>\ WV-t 
("<>a-t fin broadcasts I'.nd | . Bnbeits 
was still mil final as l.t-t-miiiiilr eon- 
tract hfts-les cropped up. 

The delaih ,,f ihe -ale wen shrouded 
in as much niWen ; i» ||„. background 
of Robert- himself. The few facts 
known about him were that lie i- gen- 
eral manager of KKKH IM, l.os \ M . 
i;eles; president and niajoiil\ stock- 



Imhlei of I nited I M, ln< , a -l.ttl'Mi 
ie[i, and v.p. <>f \ ii < 1 ■ • • Nile* ( <■. 

\s for tlx \| U*> *.d<- il wa» nudei 
slooil that the MB** patent <oiiipau\, 
BkM I'elil.ldlo I'll Hires, would H i no 
tin* fl\e ojvo s ,ts well a» the I toll I 
and Yankee ii-^ioiul in-lwoik-. Bob- 

"its i» e\pei led to lci<i\e lite at\\ < I • 

li-iu^' ai i oimts, allih.it ion f niiir.it t 
and goodwill of the in (work. 

Vltc lllllll^ llle fin d UC r 'o| Ml lOlls In 
sides 1 1 < 1 1 1< - r I - , Wile I 1 1 < >l 1 1 .1 - 1.(1 Neil, 
who heads ■ 1 1 » (.elieiill llle and Bllli. 

her (,ii„ as well a- ihe BMt »uh«idiar\ , 
and John I'ooi, MB"* < hief. ^ 



Retailers know 
their markets 

BEST - and 




Retailers in 
every town 
indicated 

Advertise 
Regularly 



on 



WTVY 

CHANNEL 9 
Dothan, Ala. 



Covers the Wircgrass 




F E Busby Eiccutnc Vice 

President 
Represented by 
Young Television Corp . 

Nationally 
Clarke Brown, Southeast 
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Sponsors know 

THE BUY 
IS BETTER 




OLD GOLD • MACY'S 
GENERAL ELECTRIC 

ARRID • CHEVROLET 
HIRE'S ROOT BEER 



BILL STERN 7 lT 0 o a.m. doily 



on 



WINS 




SHELL OIL • SUPER SUDS 
GRAND UNION • LISTERINE 
PEPSI COLA • DAILY NEWS 
A & P STORES • BUDWEISER 
CHASE-MANHATTAN BANK 
WARNER BROS. • SEVEN-UP 



BILL STERN 7-10 a.m. doily 




CANADA DRY . DUMONT TV 
BIRDS EYE FOODS • VITALIS 
DIAMOND MATCH • TEXACO 
GOODYEAR TIRE . COPPERTONE 
COLGATE-PALMOLIVE • BLUE COAL 
PAN AMERICAN AIRLINES 
BEACON WAX • SINCLAIR OIL 
BALLANTINE . BEECHNUT GUM 




BILL STERN , — 10 a.m. daily 



AMERICAN TOBACCO • THOM McAN 
ROBERT HALL • RITTER'S RELISH 
NEWPORT CIGARETTES . PEPSODENT 
CLAPPS BABY FOOD • MERKEL MEATS 

CAROLINA RICE • INSTANT SANKA 
HOFFMAN BEVERAGE • COPPERTONE 

TENDERLEAF TEA • CAROLINA RICE 
NORELCO SHAVERS • R. J. REYNOLDS 

McCALL'S MAGAZINE • COLUMBIA 
PICTURES • VITALIS • FORD MOTORS 



ft COVERAGE 



BILL STERN 



"CONTACT" 

7—10 a.m. daily 



Also Selling: JACK LACY • ALAN FREED • 

ZEKE MANNERS • MAGGI McNELLIS • STAN BURNS ON 



New York 
New Jersey 
New England 



50,000 Watts 
24 hours a day 



WINS 



1 1 1 1 1 1 1 1 1 1 1 1 1 I 



NEW YORK CITY, N. Y. 
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A 19-page section filled with useful information 
on radio's dimensions; set production trends; the 
radio audience analyzed from all sides, including 
important out-of-home data; network radio listen- 
ing patterns; spending figures, principally spot. 




I. DIMENSIONS OF RADIO 



1. 



How many U.S. homes have radios? 



iiiiiiiiiini ii. 



Millions of U.S. homes with radios, March, 1949-1957 



U.S. homes 42.6 
Radio homes 40.2 




1949 



1950 



1951 



1952 



1953 



1954 



1955 



1956 



1957 



Radio homes have pretty well kept pace with the growth in actually more non-radio homes than in 1952, the difference" 

all homes, these Nielsen figures show. While there are is not significant. The 1957 saturation figure is 96.4% g 



2, 



l'iS;^lll!lllllJ< 



Is radio home ownership spread evenly? 

Iiiiiiiiiiiiiiiiiiiiiiiii " mmiiitiiiiiiiiiiiiiiimiiiiiii i minima 1 ffliiiiiimmiiiiiiiiiiim iiiimniii) miiiiiiiiiiiiiiiiiiiimmiiiiiiiiiii! iiiiiiminmii i Hi uiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiBiiiiii, 

Millions of radio homes, March 1957 



Total homes 
Radio homes 



By regions 

13.1 8.5 9.6 11.7 6.6 

12.7 8.2 9.3 11.2 6.3 




Northeast East West South Pacific 

Central Central 



By county size 

18.2 13.4 17.9 

17.6 12.9 17.2 




"A" 



"B" "C&D" 



Unlike tv, radio home saturation is evenly spread over all indicated by county size figures. In the south, where tv 
sections of the country and in rural and urban areas, as has 68% saturation, radio has 95.7%. Data is from Nielsen ^ 



:,i I, ! 
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DIMENSIONS OF RADIO 



Itndio set index 



3. How are radio 
sets distributed? 



Set location 


1957 


1956 


Home 


84,000,000 


82,000,000 


Auto 


34,000,000 


32,000,000 


Public places 


10,000,000* 


10,000,000 


Total 


128,000,000 


124,000,000 



tin", U\li. 1 J i iry < a h yi »r. tit «.« A r! In w it Ine e. I r '.Sin I .' all m 



Home radios onl\ 



Honu'> lmving one radio 

Honie» having two radios 

Homo having three or more radios 



52 °'~ 



70 
% 

18% 



30 0/ ~ 



Home and auto radios combined 

114,111,000 
33,724,000 



Home> having one radio 



Home.* having two or more radio* 



4. 



What's the 
distribution of 
multi-set homes? 



SOURCE: Nielsen Coverage Service No. 2. Spring ll>"t. 



5. 



Where are 
U.S. radios 
located in and 
out of homes? 



These figures are from 
ARF-Politz study of May 
1954, have not been updated 
because of difficulty of get- 
ting accurate figures without 
field work. Current trend is 
toward more auto radios, 
radios outside of living room 




5.8% other 
locations 



25.996 
in autos 





Dining 
H Room 
4.4° 




Living Room 
25.1 °o 



Bedroom 
21.4° 0 
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NOW it's easier than ever .to 



GREATER PROFITS FO? 

RCA THESAURUS, world's leading ( 

recorded programming service, I 

helps you win new sponsors, I 
cinch current advertiser renewals! 



THE NEW RCA THESAURUS LIBRARY SERVICE: m.v^.i,,,,*,-. ..n ,,,... hi w . 

for radio stations will make sour station the most attruetise radio bus 111 sour ninrkrt 

Tlic powerful commercial feature*, audience-building musical program* and nn.r.llih rclrasr r\i< r 

keep sour lihrnrs up-to-the-minute, and sour station ahead of tin- coni|»-til ion. Indudrd an-; 

1. SINGING COMMERCIAL JINGLES: Attention getting lend ins for \>,ur . ninm.-r. iaU. asMirinc 
sponsor* more cfTectisc adscrtisiug. Over 2,000 of these for more than 70 lood s|»m«or da-*ifi< alioti. 
plus shopping, time, weather, station hreak and holidas jingles. \ liouu* for sour ads rrtisers ' 

2. SHOW THEMES: To introdnee local eomnieii ial shosv*., like disi jm kes. new«, sport«, homr and 
(■Till. etc. Show Themes <ji\ <• your station a |)ersoiialit\ . 3. SALES BOOSTER CAMPAIGNS: 
Series of fascinating recorded teaser features that attract greaici sales for sour sponsors 
Teaser-lines capture interest, hold audience through coiiiiiick ial. then "pax oil" for sponsor 

and station. Now includes five sponsor campaigns: "Donhle Talk." "What's In a Name." 

"Sound Advice," '•Little Known Facts," and "Impersonations." 4. SHOW STOPPERS: \dds a < a«t 

of fill soiccs to sour station ! Library of o\cr M>() recorded rumir situation* and Icadiir* io commercials. 

Recordings w ith scripts that work your DJ's right into the art. Completely catalogued for eas\ Mailt u*c. 

5. SHOP-AT-THE-STORE-WITH -THE- MIKE- ON-THE-DOOR Merchandising Sen h e for Nponsors: 

H(. \ Thesaurus' famous cops righted package-promotion that legularlx brings stations S'i.OOO to « |0,<MM) 

rvtra income annualL. Operating manual gixes step-In -step guide to greater profits. Trst-prmen and 

used h\ more than 400 stations, 20,000 sponsors. Includes jingles, \oire tracks In htg-name stars, 

decals with sour call letters for stores, and other features. *vlls | >r f >< 1 11 < t- . . . sells sponsors . 

promotes sour station. 6. ECHO ATTENTION-GETTERS: New. clesei. uiinpjels effective 1 

Words such as "Startling." "linrpains." "Ilip Sales" . . . heard first in dear, then rapidls repeated 

011 echo. \ wonderful audience-alerter for commercials. 7. COMMERCIAL SOUND EFFECTS: 

Oxer .'i()0 sound effects, to add impact to commercial's. Now asailalde to hvpn sales in 3.i 

s|H.nsor r las>ifications. I'LL S mnnthls marketing bulletin* and sponsor-selling brochures to help you 

sell linn, and help sour clients sell products! Offered 011 an evlu-ite basis m sour market. 



HOUR RADIO STATION ! 



THESAURUS PROGRAMMING FEATURES include a ba-ic libra rs of 5.000 musical selections, 

liulidas shows, numerous five-minute features, and do/eu« of big-name personalities in their own 
l-i-iiiinute and half-hour shows. inn get all slmsxs. including the brand-new ones as thes appear, 
lake these three exciting new Thesaurus exchisises. for example: 





i 



THE NEW LAWRENCE WELK SHOW: Completely new half-hour wccklv -\u,%\ already 
sold to sponsors bs }>0 r f of all l!C-\ Thesaurus subscriber*. Presents the entire 
Welk TV troupe! Sells itself to sponsors. 



PAUL WHITEMAN'S "I REMEMBER WHEN": Nostalgic half-hours in which 'Tops" 
\\ hitenian looks back on his career in music for anecdotes about singers, composers 
and bandleaders, and introduces os er I 50 new High Fidelits recordings of all-time hits. 



GREAT MOMENTS IN SPORTS: 52 ipiarter-hoiirs of great sports exenl-. hriminine sdth 
human interest, introduced bs lUid Greenspan. Featuring the actual soices of sport^dom - 
leading figures Babe Hull). Lou Gehrig. Jesse Owens, others. Lulls recorded. npcn-enH. 



HOVE YOUR STATION AHEAO IN YOUR MARKET. GET OETAILS TOOAY ON THIS COMPLETE. 
'RO FIT-MAKING SERVICE FROM YOUR NEAREST RCA THESAURUS SALES REPRESENTATIVE. 

RECORDED PROGRAM SERVICES 

I 5.i Exist J llh Slrrvt. \ ci. )ork 10. \ ).. Ml rra\ Hill <)7200. //.i \ Ink,- >hon- Dn\r. l.hiraso II. II 
f llitchall 43<m: 134 Pcarhtrec St.. \. W".. Atlanta 3. C«l.. J Ickson hTTtU; 7WI Fr,rna\ =/«.?. 
Wlas US. Texas. Fl.rrtiroml 1 : I Old S. St cantor t -fee.. II oily wood 18. (alii.. OLd/irld IIWI 




II. RADIO SET PRODUCTION 

1. How many radio sets have been produced in the U.S.? 



Total U.S. radio set production, 1924-57 



Millions 
of units 

22 




2. What types of radios are the most popular? 





Radio 


set production by type, 


1947-1956 




Year 


Home 


Clock 


Portable 


Auto 


1947 


14,082,662 




2,458,277 


3,459,061 


1948 


9,630,308 




2,629,569 


4,240,132 


1949 


5.961,196 




1,843,383 


3,595,421 


1950 


8,174,600 




1,674,700 


4,740,600 


1951 


5.974,297 


777,155 


1,332,990 


4,542,920 


1952 


4,043,128 


1,929,036 


1,719,859 


3,242,849 


1953 


4,402,938 


2.041.120 


1.741.564 


5,182,934 


1954 


3,067,644 


1,874,908 


1.333,518 


4,124,460 


1955 


3,393,882 


2,243,674 


2,027,545 


6,864,000 


1956 


3,501.000 


2,311,000 


3,113,000 


5,057,000 







SOURCE: RETMA, estimated. 



Rapid growth in portable radio production is the highlight 
of the past two years. While there were big portable pro- 
duction years right after the war, current portables differ 
in that they are smaller and many are transistorized. This 
makes them easier to carry around and, by the same token, 
makes it harder for rating services to measure listening to 



them. Actual retail sales of portables last year came to 
2,683.000. while the year before the figure was 1,879,000. 
Home, clock plus portable sales this year are running well 
ahead of last year, while sales of auto radios to auto manu- 
facturers are also running ahead after a dip in 1956. Sales 
of non-auto radios through April 1957 came to 2,362,068 
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Know 
Charlotte 
by the 
company 
it keeps 



Charlotte's 303,542 commercial 
air passengers in 1956, 
topped totals for Phoenix, 
Springfield or Albany, all 
"first 50 markets."* 
Proof that Charlotte rates a 
"first 50" radio appropriation, 
enough to use the station 
that exceeds its nearest 
Charlotte competitor in total 
audience (NCS #2) by 894%. 

•Standard Metropolitan Area Population 



Phoenix 236,448 . Springfield- Hart- 
ford 1 67 J $6 . Albany -Troy -Schenec- 
tady 147,409 . Charlotte 303,542 

Call WBT or CBS Radio Spot Sales. 




CHARLOTTE, N. C. 

Jkkkkhson ST.V.MI.v |([) 
Uhoadc.vstino Com i-a.vv 





ilSIii^ll^lSI IIIIiillliUBiKSISHIIi 




More Negroes... With 



YOU CAN REACH THEM 

Only With These Rollins Stations ^ 

AT A NEW LOW COST 





The Negro population's buying power 
in these five Rollins BIG-CITY Markets... 



is greater than... 




The Negro population's buying power 
in these eleven STATES combined... 



MORE THAN TWICE THE BUYING POWER 
FOR A FRACTION OF THE COST! 



* Get The Facts About The Rollins "Single-Track" Plan!..\ 



More Money to Spend ! 




Contact a Rollins Man at: 



NEW YORK OFFICE: 565 Fifth Ave., OXford 7-7040 
j CHICAGO: 6205 S. Cottoge Grove, NOrmal 7-4124 
( ST LOUIS: Arcade Building, CHestnut 1-6000 



1. 



. RADIO LISTENING HABITS 



How does radio listening change through the year? 



•in in 



Average hours of in-home listening per home per day, 1956 



i iiiiiiiiiniiiiiiiiiii 







Jan.- 


Mar.- 


May- 


July- 


Sept.- 


Nov.- 






Feb. 


Apr. 


■ June 


Aug. 


Oct. 


Dec. 




Radio-tv homes 


1.84 


1.87 


1.89 


1.69 


1.83 


1.87 




Radio-only homes 


3.65 


3.59 


2.90 


3.05 


3.08 


3.49 



Source; Nielsen ftadio Index 



ll!!IW J 1 1 1 1 1 1 ! ' 1 1 - I lllllllll lllli 



luiiu "i iiiiii in,. 



2. 



What's the trend in radio in-home listening in tv homes? 




As Nielsen figures to left show, listening 
hours in tv homes have risen slightly 
in recent years. The percentage increase 
indicated is equal to about six minutes 
daily. These figures indicate stability 
rather than change, show pattern of future 



1952 



1953 



1954 



1955 



1956 



3. 



How does radio's audience accumulate? 

"IIIIII mi ' mi ■ ■ llllh ,„ 



m.u iiiihiiI i, hi. 



ii -i: 



In-home listening, Moiiday-throngli-Friday, 9:00 a.m. -Noon 







Audience during average day 




Homes reached on 
(Mon. 


one or more days 
-Fri.) 




During average 


At any time in 


At any time in 


In average 


In 3-hour 




minute 


average single hour 


3-hour day-part 


single hour 


day-part 


% U. S. radio homes 


15.7 


23,3 


35,7 


45.6 


58.6 


Avg. hrs. listening 
per home reached 




0,67 


1,32 


1.72 


4.02 



urn mil llllllilllllll lid 



Taken from a special analysis of the weekly radio and tv 
audience done by A. C. Nielsen during the week of 4-10 
March 1956, these figures, though more than a year old, 



are still valid and illustrate there is more than one way to 
look at radio audience data. Specifically, the figures illus- 
trate the cumulation of radio listening in three-hour span 
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Better take an 

extra look at 

BIRMINGHAM 

RADIO 

WSGN has taken over 

the TOP SPOT 

Nielsen said it first 

and again in 1957. WSGN is first. 6-9 AM. 35% share, 87% 
adult. First, 3-6 PM. 28% share. 73 ( , adult. 

Hooper agrees 

The most recent report says WSGN is first, 7-9 AM. average 
share 33% greater than second station. First, 3-6 PM, average 
share 68% greater than second station. 

Advertisers concur 

Since the present management took over 18 months ago. na- 
tional business is up 212%. and local business up 347%. com- 
paring May '57 with October '55. 

WSGN Birmingham, Ala 

5000 Watts At 61 On The Dial 

National Representatives 
Venard, Rintoul Or McConnell, Inc. 

Southern Representatives 
James S. Ayers 4 Co. 

Music and News Twenty-Four Hours A Da 
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RADIO LISTENING HABITS 



4. 



How does in-home listening vary by hours of day? 



U. S. homes reached per average minute by hours of dav 

MORNING AFTERNOON 

7.9 7 -7 7.9 

7.2 

7.3 7.3 




5 DAYS MONDAY-FRIDAY 



" 



NIOHT 




H h — ' 



DAYS 



Radio's audience as of January 1957 (Nielsen) is shown 
above. Figures atop bars represent millions of homes. 



Average minute audiences are only a fraction of radio's 
total in-home audience I about 30 million homes per day) 



Average hours daily in-home listening per radio home by day parts 



5. What's average 
daily radio usage 
morning, afternoon 
and night? 



Time 


Mon.-Fri, average 


Saturday 


Sunday 


All days average 


6 p.m. -6 a.m. 


40 min, 


38 min, 


31 min, 


39 min, 


Noon-6 p.m. 


46 min, 


50 min, 


42 min, 


46 min, 


6 a.m.-Noon 


51 min. 


38 min. 


31 min, 


46 min, 


Total 


2 hfs.j 17 min, 


2 hrs„ 6 min, 


1 nr., 44 min, 


2 firs,, 11 min, 



Source: Nielsen Radio Index. Jan, -Feb. in.">7, N, Y. Time. 
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Radio's Greatest Success Story! 



* PRC'S TOWERING TWINS 

NOW TOP 2 MIGHTY MARKETS 



FIRST 



KAKC 




NO* 1 in TULSA, Oklahoma 

They said it couldn't happen! But nine months 
ago, *Public Radio Corporation lit the fuse in Tulsa 
. . . and KAKC zoomed to the top in ratings in a 
few short weeks! 

Now, for 9 consecutive months, KAKC has held top 
position in Tulsa . . . far and away ahead of other 
stations in every Hooper and every Pulse rating. 

And KAKC is still gaining. Your message on 
KAKC reaches more and more listeners . . . more 
than on any competing station, and more every day 
and every night! 

No giveaways, no gimmicks . . . just 



NOW 



NO. 1 in DES MOINES, Iowa 

Now it s happened again! Three months ago, 

PRC ventured into Des Moines . . . took over pow- 
erful KIOA and gave it the "Tulsa treatment" . . . 
new talent, new fast-moving music and news pro- 
gramming. 

In less than a month, KIOA sky-rocketed to the top 
. . . soared from fifth to FIRST PLACE among all 
Des Moines stations . . . and fust by a wide, wide, 
margin! 

Now, it's KIOA that delivers more buyers in the big 
Des Moines market than any other two stations 
combined! 

the music and news the public wants! 



TULSA HOOPER RADIO AUDIENCE 


INDEX 


MAY-JUNE. 1957 




Shore of Radio Audience — Monday through Friday 


7:00 AM. — 


12:00 NOON 


12:00 NOON 


— 4:00 P.M. 


Independent Station KAKC 33.8 


45.0 


Independent Station "B" 19.6 


15.8 


Network Station "C" 15.3 


14.9 


Network Station "D" 12.3 


9.2 


Independent Station "E" 9.2 


1 1.0 


Network Station "F" 5.4 


3.5 



DES MOINES hooper radio audience index 


MAY-JUNE. 


1957 




Shore of Radio Audience — 


Monday through Friday 




7:00 A.M. — 


12.00 NOON 




12.00 NOON 


— 4 00 P.M. 


Station KIOA 


41.8 


42.2 


Network Station "B" 


22.9 


26.1 


Independent Station "C" 


10.0 


6.5 


Network Station "D" 


9.7 


6.0 


Independent Station "E" 


6.9 


8.1 


Network Station "F" 


6.2 


8.6 



NO. 1 ALL THE TIME, MORNING, AFTERNOON & NIGHT 

Take a new look at Tulsa and Des Moines. Put the TOP 
radio stations on top in YOUR advertising plans. 

* PUBLIC RADIO CORPORATION 

LESTER KAMIN, President • JOHN H. PACE, Executive Vice-President and General Manager 



Station KAKC 

970 KC • 1,000 WATTS 
TULSA. OKLAHOMA 



Gef the NEW facts from 
H-R REPRESENTATIVES 




The new KIOA 

940 KC • 10,000 WATTS 
DES MOINES, IOWA 



JULY 1957 
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RADIO LISTENING HABITS 



6. H 



ow do listening levels compare in radio-tv and radio-only homes? 



8:00 a.m. -12 Noon 
( Mon.-Fri.) 

12 Noon-6:00 p.m. 
( Mon.-Fri.) 

6:00-11 p.m. 
(Sun. -Sat.) 



Homes using radio in-home by day parts 



Radio Homes Using 
Radio 

AVG. AUD. HOMES 'OOO 



16,4 C 



12.9 



9,2 



SOUItCE: Nielsen Radio Index, Jan.-Feb. 1957. 



7,823 
6,153 



4,388 



TV Homes Using 
Radio 

AVG. AUD. HOMES "OOO 



15.7' 



11.4 



6.6 



6,188 



4,500 



2,612 



Radio Only Homes 
Using Radio 

AVG. AUD. HOMES "OOO 



19.4°/ 



19.6 



21.0 



1,635 



1,653 



1,776 



iiii! mir 



in mum 



\m 



The 10 million-plus radio-only homes 
listen to radio at a fairly steady rate 
through the day, broadly speaking, 
while radio-tv homes show a gradual 
decline. The data here are based on 
New York time, so spot advertisers 
should use the material with care 



MORNING AFTERNOON 
Mon.-Fri. Mon.-Fri. 



mi „ .u\mm 



NIGHT 

7 days 



6.2 



6.1 



7. How does radio 
listening compare 
winter and summer? 



Only in the morning is there any 
appreciable difference in summer and 
winter listening, these Nielsen in- home 
figures show. And even here, the 
differential is cut by auto listening. 
Reading across chart above, millions 
of additional homes listening in autos 
are: morning. 1.4. 1.2: afternoon, 1.8, 
1.5; evening, 1.5. 1.0. July total listen- 
ing is thus higher in afternoon, night 



Homes 
Per minute 
(millions) 




July '56 Jan. '57 July '56 Jan. '57 July "56 Jan. "57 
Annual Average: 6.2 6.2 4.1 



192 



TV AND RADIO BASICS 




The Station Most Omaha-Counc/7 Bfuffs Mommies Listen To! 

Avery-Knodel Rep. 



L\ 1957 



1 




This is about WCCO-Land — the 114 counties of Minnesota, 
Wisconsin, Iowa and South Dakota served so well by WCCO 
Radio.* It's a market where biggness is measured in 
millions and billions. Population: 3.6 million (big as Detroit); 
effective buying income: $5.4 billion (bigger than 
Washington, D.C.); total retail sales: $4.1 billion (bigger 
than Boston); gross farm income: $1.7 billion (bigger than New 
York state and six New England states combined) ! 

Dollar signs and decimal points aren't all. WCCO-Land is 
a real live market. The vitality and progressiveness of 
its people is matched only by the diversity and growth of its 
industries — iron ore and taconite in the North, oil and 
lignite in the Dakotas, farming and manufacturing nearly 
everywhere. Not to mention some of the nation's best 
fishing and most beautiful vacationland. 

Doing a big job of providing this^a^areanvith the best 
entertainment, information and service is WCCO'Radio 
As a result, WjCGO's weekly ch'culatioii^o^723^^familie 
is-froriT*2J ■? to 28 times greater than-all othefMinneapolis- 
St. Paul stations/^jVnd greater, too, than the weekly^ 
circulation of "any television station, newspaper^pr magazine 
iin the region. Which is why y outadvertising campaign" 

{ s V> ' ^ — ■* 

in this big, booming market should begin on WQCO Radio! 




WCCO 




The Northwest 's\56, 000 -WatLGiant 
Minneapolis -StTPaul \ 
Represented by CBS Radio Spot Sales^ 



'Basic Service <Areo, NCS j*2 
*'NCS f2 

Market Data: Survey of Buying Power, J957 
SRDS Consumer Markets, 1957 

OW AVAILABLE FREE: New WCCO Radio Market Guide. Write to Phil Lewis, Sales Manager, WCCO Radio, Minneapolis 2, Minnesota 

\ 



RADIO LISTENING HABITS 



8. What changes have been taking place in local programing? 



LOCAL RADIO PROGRAMING TRENDS SINCE 1955 




Concert 
Music 

(10 hrs. or more 
per week) 










Country & 
Western 

(20 hrs. or more 
per week) 



Farm 

(5 hrs. or more 
per week) 



Foreign 

(Other than 
Mex.-Amer.) 



Mexican- 
American 

(U.S. stations only) 



Negro 



Popular 

(75 hrs. or more 
per week) 



Religious & 
Cospel 

(10 hrs. or more 
per week) 



1955 



% OF STATIONS PROGRAMING* 
1956 1957 



23% 



16% 



31% 



17% 



7% 



29% 



12% 



17% 



31% 



24% 



28% 



16% 



7% 



29% 



15% 



21% 



17% 



29% 



11% 



5% 



21% 



15% 



20% 



'57 VS. '56 



29% —2% 



—7% 



+ 1% 



—5% 



—2% 



—8% 



— 1% 



uiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 

•1955 base: 2172 stations. 1956 base: 2515 stations. 1957 base: 2676 stations, U. S. and Canada. From SPONSORS 1957 "Buyers' Guide.' 



9. What are 
the national 
listening 
figures by 
local time? 



SOntCE: Nielsen Radio Index, Jan.- 
Kcb. 1957, Mon.-Fri. average. Fig- 
ures combine listening in Eastern, 
Central, Pacific Time Zones on locai 
time basis. 



piiiiiNiiiiiuiiwtiiiiii HiiiiriiiiiiiriiiiriiriiiiiiiMiiiiiiiiiu jHinr 'Hiiiiiiiiiiiiiiiiiiriiii mm iiiiiiiruiiii iiiiiiiii>iih»iiiiiiiiiiiiiiiiiiiiiiiiiiiu mi i 
[[Percent radio homes using in-home radio per average minute by day partsj 

16.3% 



15.6% 



13.0% 



11.8% 



10.0% 



I 



6-9 am 9 am-Noon iXoon-3 pm 3-6 pm 



5.9<* 



70 



I 



6-9 pm 9 pm-Mid 



TV AND RADIO BASICS 




O YOUNG 



BUT SO 






. . . and so far ahead of all other 
Cleveland radio stations. 

Youngest on the Cleveland dial, WE'RE.... 
FIRST in ratings (all three!) 
FIRST in results 

FIRST in local and national sponsors 
FIRST in public service 

Around the clock and around the calendar, the top name 
personalities beam the best in music, news and sports 
to Cleveland over WERE. 

WERE personalities reach more live audiences through 
personal appearances than any other regional talent. They 
enjoy more national and industry-wide recognition, too! 



* LATEST PULSE From 6 AM to midnight PULSE 
shows that all stations trail WERE 87.5% of the time. 

* LATEST NIELSEN 6 AM to midnight WERE is 
first in Cleveland's Metropolitan Market. 

* LATEST HOOPER WERE leads all Cleveland 
stations in 12 of the 16 rated hours and takes the top 
l/3rd (35%) of the audience and lets the other 7 stations 
scramble for the rest. 



UY 



w 






AND SELL CLEVELAND 

RICHARD M. KLAUS, Vice President & General Manager 
represented by: VENARD, RINTOUL & McCONNELL, inc. 



JIU 195, 
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10. 



What are weekday audience composition figures on the local level? 



% of sets 
in use 



30 



25 



20 



15 



10 



5 i 




% of «u 



30 



25 



20 



15 



10 



5 



8 9 10 II 

MORNING 



2 3 4 

AFTERNOON 



10 II 



~ i 1 : 'i 1 i ■ 



Audience composition flow by hours of the day in eight 
markets is profiled in the chart above. Data was prepared 
by John Blair & Co. research department from Pulse figures 
during January and February 1956. Auto and other out- 
of-home listening is included. Numbers in the bars show 
share of listening among the four audience groups. The 
height of each bar is a measure of homes using radio 
while the length of each segment within each bar shows 



the actual amount of listening done by each audience cate- 
gory. Aside from the obvious peaks in male listening 
during auto driving time in this Monday-through-Friday 
study, note that male listening holds up strong at night. 
The relatively minor importance of young listeners, even 
the highly-touted teen-age group with its yen for popu- 
lar music, is clearlv delineated. Numbers at the bottom 
of the chart refer to the hour beginning at that time. 
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HOME 



4 



in these 
key markets 



f SYRACUSE 
1 OMAHA 
\ KANSAS CITY 
PHOENIX 



MEREDITH RADIO and TELEVISION STATIONS 



KANSAS CITY 
SYRACUSE 
PHOENIX 
OMAHA 



KCMO 
WHEN 
KPHO 
WOW 



KCMO-TV 
WHEN-TV 
KPHO-TV 
WOW-TV 



The Katz Agency 
The Katz Agency 
The Katz Agency 
John Blair i Co.- Blair-TY 



Meredith Stations Are Affiliated With MlfX IIom and KiU'dciLS and Successful Farming Magazines 



july 1957 199 




Remember howVfast 




^ 1 2 3 4 5 
INTERVAL IN DAYS 

From Pofienbefier, "PSYCHOLOGY IN 




She'll forget what you say before she can 
buy what you sell. Everybody knows the 
solution: many messages a week to 
the same prospect — millions at a lime. 
Through CBS Radio daytime drama today 
you can reach 6.4 million different listen- 
ers every week . . .with 3.2 commercial- 
minute impressions per listener. . . for 
as little as $10,000. And you talk to an 
attentive audience, because they pay 
attention to daytime drama — or they 
don't tune in. Nowhere today- magazines, 
newspapers, television — can you buy this 
working frequency with the efficiency 
of CBS Radio daytime dramatic serials. 



THE CBS 

RADIO 

NETWORK 



RADIO LISTENING HABITS 





Weekend 


audience 


composition 


on the 


local level 




TIME 


MEN 


WOMEN 


CHILDREN 


TEENS 


SETS IN USE 




6-7 a.m. 




<\m 


2% 


1% 


5.1 




7-8 


15 


19 


4 


2 


11.3 




8-9 


39 


53 


5 


3 


15.7 




9-10 


36 


52 


8 


4 


16.9 


iiiiiiiiiii' 


10-11 


31 


52 


10 


4 


19.3 




11-N 


31 


52 


10 


4 


20.1 


f 


N-l p.m. 


36 


50 


10 


4 


20.6 




1-2 


40 


46 


10 


4 


21.4 




2-3 


41 


45 


10 


4 


23.1 




3-4 


42 


45 


10 


3 


23.4 




4-5 


10 


46 


10 


4 


23.1 




5-6 


10 


47 


10 


3 


21.3 




6-7 


41 


47 


9 


3 


21.2 




7-8 


43 


46 


8 


3 


18.9 




8-9 


44 


46 


o 
o 


2 


18.1 




9-10 


45 


45 


o 

o 


2 


16.9 




10-11 


47 


46 


6 


1 


14.7 




11-M 


40 


47 


5 




11.0 





'll|i|||i!lHil.fW; :'. ill 



IHIIIi 



11. What are 
weekend audience 
composition figures 
on the local 
level (winter) ? 



Chart at left, prepared by John 
Blair and Co., provides a four-way 
audience composition breakdown, 
based on Pulse data in the follow- 
ing eight markets: Chicago, De- 
troit, Philadelphia, Columbus, Mi- 
ami, Pittsburgh, Seattle. Dallas. 
Figures show a weighted average, 
cover both Saturday and Sunday. 
Note the substantial numbers of 
men who can be reached during 
the day on weekends. Data shown 
includes listening in automobiles 



12. What size 
audiences can 
advertisers reach 
with local level 
combination buys? 



Taken from NSI special analysis 
files, the data at right give some 
idea of the audience sizes an ad- 
vertiser can accumulate with 
combination buys. The first bar 
is a morning strip combined with 
an afternoon strip. The second is 
a daytime strip combined with an 
early evening strip. Material is 
not meant as a comparison of the 
three different t\pes of purchases 



Schedule 



Homes 

reached 

per 

month 



Homes reached 
per broadcast 

Broadcasts received 
per home reached 



{ 
} 



Two 5-a-wk 
strips on one 
station (40 

shows) 



26% 



5.4 



nJ'H 



Two 5-a-wk 
strips on two 
stations (40 
shows) 



30% 



5.3 



UK ' If HUH 111 

Spot schedule 

on six sta- 
tions (72 an- 
nouncements) S 



23% 




1% I 



2.2 



•1.11 I'lilnl 
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Notfutuf 

but wtiuw| 

Otthdh 

ESPECIALLY IN PHILADELPHIA ON WIP 

* 

Where National sales are up 94% and 

Local sales are 43% ahead of five years ago! 

i 

W I ^/e 1 O 

PHILADELPHIA ' ON YOUR DIAL 



Nationally represented by EDWARD PETRY & CO., INC. 



iV. OUT-OF-HOME LISTENING 



1. What does auto 
add to in-home 
listening by day parts? 



Percent auto listening adds to in-home U. S. audience 



■ SUMMER 1956- 



6-9 a.m. 



9 a.m.-N 



N-3 p.m. 



3-6 p.m. 6-9 p.m. 9 p.m.-M 



30,3 




25.3 



36.8 



43.6 



33.1 = 



-WINTER 1956-57- 



20.0 



18.8 



18.9 



33.1 



29.3 



21.6 



Source: A. C. Nielsen Auto Plus. Weekly averages Sunday through Saturday. X. Y Time. Figures are not 
sets-in-use but percent of in-home listening. 



<ii iii iniii miiimminmiiiiiiiiii mini "iiiiiiiiiimiiiiiii miiiiiiiir imiiiiiiiiiii 



lit -;n 



M-HIIII 



U. S. homes using radios at home and in autos, Summer '56 m 



Time period 


In-home radio use 


Auto-Plus use 


Total 


8-9 a.m. (Mon.-Fri.) 


5,771,000 


1,627,000 


7,398,000 


5-6 p.m. (Mon.-Fri.) 


5,250,000 


2,199,000 


7,449,000 


7-8 p.m. (Sunday) 


3,831,000 


2,190,000 


6,021,000 



2. 



= Source. A. C. Nielsen. 



How many 
homes use auto 
radios during heavy 
traffic hours 
in the summer? 



niiiiiiiiiiiii 



llllllllllll,li.HIIIIIIIF rill. 



3. What's the auto 


u. s. 


audience composition of auto listeners, Summer 1956 


Time period 


Men 


Women 


Teen 


Children 


audience composition f 


8-9 a.n 


i\. (Mon.-Fri.) 


60% 


23.5% 


7% 


9.5% 


like during the 


5-6 p.n 


■*. (Mon.-Fri.) 


53% 


28% 


7% 


12% 


heavy traffic hours 


7-8 p.n 


i. (Sunday) 


34.5% 


35.5% 


11.5% 


18.5% 


in the summer? 


Source : 


\. C. Nielsen. 











M J 



.iiiii|n 



i in i il ' 
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. . . the Priceless Advantage You Get 
When You Buy the WWJ St ations 



In fast-moving, hard-working Detroit— 
where cash registers ring up five billion 
dollars worth of retail sales annually— the 
WWJ stations back up your advertising 
with a very special quality of their own. It's 
believability. 

Detroiters have faith in the WWJ stations, 
respect their traditional leadership, high 
standards of quality, sincerity of purpose. 
That's why so many say, "If it's on WWJ 
or WWJ-TV, it must be good." 

Put this believability to work for you on the 
WWJ stations. 



original 



WWJ RADIO 



Tht World's First Rodio Stotion 




Michigan's First Television Station 



Owned and operated by The Detroit News 



National Representatives. Peters, Griffin, Woodward, Inc. 
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OUT-OF-HOME LISTENING 



4. 



How much does out-of-home listening add to in-home? 



X III -111 



El 



Percent out-of-home listening adds to in-home listening in 28 markets 



IN-HOME + OUT-OF-HOME 



THIS 7c PLUS 





Atlanta 


18.1 




Baltimore 


16.3 




IK* ' 1 

Birmingham 


18.0 




Boston 


18.5 




Buffalo 


16.4 




Chicago 


18.3 




t mciuiiati 


IG.o 




Lolummis 


17 1 

1 i A 




i \.. 1 1 ., . 
Dallas 


1 i .D 




Detroit 


16.5 




rort \\ ortli 


1 II - 

lo.o 




Houston 


it). 1 




Kansas City 


16.7 




Los Angeles 


18.7 




Miami 


20.3 




MiUva ukee 


18.2 




Minueapolis-St. Paul 


18.3 




New Orleans 


18.3 




New York 


19.1 




Philadelphia 


16.5 




Pittsburgh 


17.5 




Portland 


21.0 




Richmond 


16.6 




St. Louis 


17.1 




San Diego 


18.5 




San Francisco 


19.3 




Seattle 


18.0 




Washington, D. C. 


18.3 




Figures above are from Pulse's semi-annual 
study of out-of-home listening. In-home and 
out-of-liome columns show percent of homes 
listening by average quarter hours seven days 
a week. Percentage plus i> not measure of 



homes using radio but ratio between in-home 
and out-of-home. Period covered by data is 
various winter months this year. Averages for 
the group of markets shown: in-home. 18.2 : 
out-of-home, 4.5^ : average plus. 24.7^1. 
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NEW YORK TURNS TO WOR . 

One of the prime reasons for owning and using a radio is for the immediacy of its news 
reports — and the most important news reporter in New York is WOR RADIO. 

WOR's leadership in news broadcasting stems from careful management planning and is 
backed by a crack news staff whose aggregate careers total more than 200 years of jour- 
nalism expeHence. 

WOR RADIO leads in News... 

AUDIENCE 

Every day more people listen to news on WOR than any other New York station. 

TIME DEVOTED TO NEWS LISTENING 

The WOR audience devotes 1,711,940 listener hours per day to WOR News. 

TOP-RATED NEWS BROADCASTS 

Eight out of the top ten quarter-hour local newscasts are on WOR.* 

This important area of station leadership — leadership which is now established more clearly 
than ever — is a prime reason why more advertisers turn to WOR than to any other station 
in the country. 

Now's the time to take your turn. 



WOR RADIO 7IO 

A division of RKO Teleradio Pictures Inc. 

Serving Boston, (WNAC), Detroit-Windsor, (CKLW), Los Angeles, (KHJ), Memphis, (WHBQ) and San Francisco. (KFRC). 

•Pulse, June 1957. Monday thru Friday newscasts. 
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FOR OVER 10 YEARS 



Every year for more than a decade SPONSOR 
las gone up in advertising pages. 




I 57 1 289 I 682 I 889 I 951 I 1251 I 135 



1946 1947 1948 1949 1950 1951 1952 1 SI 



THIS UNPARALLELED RECORD OF GROWTH 
IS NO ACCIDENT! HERE'S HOW IT HAPPENED . . 



)THING BUT 




No magic formula — just n simple ease of nn incrciiv 
ing iiimiher of advertisers* discovering that adver- 
tising in SPONSOR pays off.* 

SPONSOR spotlights its editorial eoutent 100% to- 
wards advertisers and agencies — and really hits the 
target. So much so that SPONSOR'S 1956-57 fiscal 
year recently ended showed advertising volume of 
11.000.000, 



*\\ rite for the factual record of 
WOLF. WHW. Kl\). \\T\L 
and >totv. in >i>o\mir. Tlie\']] 
.-how how \ on can build \oiir 
>pot revenue in \our market. 



SPONSOR 



OUT-OF-HOME LISTENING 

5. What's the trend in out-of-home listening? 

xq.fl III In;,.. Illll II 1 mlllllir HlllllllllllllllllllllMililllllllllllllllllMM^. ,i !lll' tlllll; lllllnlllll ■IIIIIIIIIIIIIIIIINIIIimii: HIIIIIIIINPI1IIIIIIIIIIIIIIIH1 



Percent homes listening out-of-home, winter and suninier, 1951-1957 





f 


1951 


1952 


1953 


1954 


1955 


1956 


1957 


= 


fc= 




S 


W 




W 


S 


W 




W 


S 


W 


S 


W 






A flint i 

Hiianra 




3 1 




3 3 


3 6 


3 2 


3 6 


3 2 




■ 34 

_/ . i 


4 0 


4 1 






DdllimOlc 






3 2 


3.2 


3 5 


3.2 


3 6 


32 




3 4 


4 1 


J.O 






R ■ r m inrrni m 

Dirrningndiii 




3 0 


3 3 

3.3 


3 2 


3 5 


3 6 


3 8 


3 3 


3 6 


4 1 

i . ■ 


44 

i . i 


4 3 






Dosron 


4 n 


3 3 


4 1 


3 8 


42 


4.4 


46 


4 2 


46 


4 8 


S 1 


4 7 






Ruff sin 
DUTldlO 


1 1 
Z.. / 




29 




3 5 


3 6 


3 7 


3 2 


3 4 


3 2 


3 8 


3.D 


1 




v^niCdgo 




2 6 


3 2 


3 l 


3 7 


3 9 


4 3 


4 1 


4 2 


40 


4 6 


4 3 


§ 




^incinnan 




26 


3 l 


3 l 


3 6 


36 


3 9 


3 6 


3 9 


3 8 


42 

i . ^- 


4 n 


1 
1 


1 


(wOlUmDUS 










3.1 




3.2 


3.1 


3 3 


3.4 


4.0 


3-D 






Dallas 
L/d lids 










3.9 






36 


40 


45 


4.7 


4 £ 


1 




Dot rnit 
L/crr Ul 1 




3 0 


3 0 


3.0 


3.8 


3.9 


4.2 


3.9 


42 


3.8 


4 3 


4 9 






ruri vv ur i n 




















40 




4 n 


1 


- 


nousron 






3 8 




3 8 


36 


4.1 


40 


4 3 


43 


46 


-d 4 


1 




l^lncic 1* i friz 

ixdnsds v- 1 ry 










3.2 




3.7 


3.4 




3.8 


4.1 


3. 7 


■ 




LU5 Mllgclci 


4 1 


3 s 


4 3 


42 


44 

i . i 


4 5 


4 8 


45 


47 

i . / 


4 4 


47 


4 7 


= 


= 


i vi i d m i 








29 




3 l 




3 3 


3 7 


4 4 


46 


4 7 






IVI MWdUKcc 












3 3 


3 8 


3 3 


3 8 


3 5 


43 


4 3 
^.3 


1 




Mnlc Paul 
IVipiS.-JI. rdUl 


3 1 
j. i 


29 


3 3 


3 l 


3 4 

j . i 


3 4 


3 8 


3 7 


3 9 


3.7 


42 


A 1 


i 




new varied lib 










3.2 




3.7 


3.3 


3.4 


4.4 


4.6 


44 






New York 


3.9 


3.5 


4.0 


4.0 


4.4 


4.4 


4.8 


4.4 


4.4 


4.6 


5.0 


5.1 






Philadelphia 


3.5 


3.3 


3.7 


3.5 


3.8 


3.6 


3.9 


3.9 


4.0 


3.8 


4.4 


3.7 






Pittsburgh 




3.6 








3.4 




3.5 


3.9 


3.6 


3.9 


3.9 






Portland, Ore. J 
















3.6 




3.9 




4.4 






Richmond 










2.9 


3.1 


3.2 


2.9 


3.0 


3.1 


4.3 


3.7 






St. Louis 




2.4 






3.4 


3.5 


3.8 


3.8 


4.2 


3.9 


4.3 


4.2 






San Diego 










3.2 




3.5 


3.5 


3.8 


3.6 


4.1 


4.0 






San Francisco | 


4.1 


3.8 


4.3 


3.9 


4.4 


4.1 


4.2 


4.2 




4 -5 


4.7 


4.6 






Seattle 




2.6 


3.1 


2.8 


3.2 


3.2 


3.5 


4.4 


4.2 


4.1 


4.1 


4.2 






Washington 




3.1 


3.6 


3.2 


3.6 


3.7 


4.0 


3.7 


3.9 


3.7 


4.1 


4.1 






Median 


3.5 


3.1 


3.3 


3.2 


3.6 


3.6 


3.8 


3.6 


3.9 


3.8 


4.3 


4.2 





niiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiii i iiiiiiiiiniiiiiiiiiH' mi, mi;i, in mi ,„i,iii:iiiiiiiiiiiiiiiiiiiii::ii!:iiiiiiiiiffliwii i miiiiiiiiiiiiiiw riiimi 1 1 . liiiiiiiiiiiiiiimmiSs 

Five-year span covering out-of-home listening during winter and summer shows winter increase of 
35 c f in the median figure for 2o markets. Figures are from Pulse, which includes all types of out- 
of-honie listening, including visiting to other homes. Auto listening represents the greatest part of 
the out-of-home total, running hetween 50-60*^. Next in importance is listening while at work. 
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FIRST NEW RADIO STATION 
IN NEW YORK IN 14 YEARS 




1330 KC-THE NEW SOUND FOR NEW YORK 

with a hard-hitting new concept in programming — planned to 
produce new sales for advertisers in the world's largest market 

H. SCOTT KILLGORE, President & General Manager 



A Tele-Broadcasters Station • 41 East 42nd St. • N. Y. 17, N. Y. • MUrray Hill 7-8436 

KALI Pasadena, L. A. * WPOP Hartford, Conn. • KUDL Kansas City, Mo. . WKXV Knoxville, Tenn. 
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V. RADIO NETWORK PATTERNS 

1. What size* audiences can an advertiser accumulate 



A. With 10 7^>-iuiuiUe 
segments across-the- 



board during the day? 



Monday 



Tuesday 



Wednesday 



Thursday 



Friday 



Helen Trent 
2d Mrs. Burton 



Nora Drake 
Road of Life 



Ma Perkins 
2d Mrs. Burton 



Nora Drake 
Road of Life 



Helen Trent 
Ma Perkins 



Weekly unduplicated audience 8,764,000 Listeners 

1 Weekly commercial minutes . 42,374,000 Listener impressions | 

| Weekly cost . $19,896 

Four-week unduplicated audience 1 5,1 1 0,000 Listeners 

SOURCE: CBS Radio estimates, total audience based on Nielsen full network average audience, Jan. -Apr. 1957. ^ 
Auto-Plus included. Audience composition: Nielsen, Mar. -Apr. 1957. = 

Illllllllllllllllllllllllllllllllllllllhllllllllllllllllllllllllllllllllliy 



B. With two nighttime 
and one morning news- 
strips in four weeks? 



C. With a complete 
weekend news package? 



eiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiH 



Net Rating 



18.7% 



Unduplicated homes 



Average frequency 



8,920,000 3.4 

SOURCE: NRI, Jan. -Feb. 1956, ABC Radio, in-home only. 

IlilllllllllllllllilllllllllllLilllllllllllllllllUi wita -iillllhiilillilllllllB 

llllllllIIIIIllllllllllllIllllllIIIIM 

% total U.S. homes % tv homes % radio-only homes 



a; 



24.1 20.5 

SOURCE: NRI, Oct. 1956, all segments, network not identified, in-home only 

IIIIIIIIIIIIIIIIIIIIIIIIIIIII1IIIIIIIIM 



38.9 



D. With a typical 
daytime strip 
in four weeks? 



SOURCE: NRI, Jan. -Feb. 1957. network not identified, in-home only. 

iiiiiiiiliiiiiiiiiiiii'Uiiiiiin i iipiiiiiiiiiiiiiiiiiiiiiiilliiiiiiiiiiiiiliiiiiiiiiiiiiillliiliii^f; ill. 



warn 





% 


Homes 


Avg. episodes 


Cume audience 


13.9 


6,630,000 


3.6 


Avg. per broadcast rating 


2.4 


1,145,000 





linn 



^iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^^^ liiiiiiiiiMiiiiiiiiiiiiiii 



E. With a rnn-of- 
schetlule plan during 
the dav Monclav 
through Friday? 



Average rating per minute 

No. of announcements per week (10 minutes, 10 30-seconds) 

Gross weekly rating .... 

Weekly cost 

Home commercial impressions per week 

Plus estimated 20% added by car radio 

Cost-per-1,000 impressions 

SOURCE: NRI, Feb. -Apr. 1957 (auto audience estimated), NBC Radio. 



1.6 

20 

32 
$10,063 
15,264,000 
18,317,000 

550 



raiiiiiiiiiiiiliiiiiiii! iiiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiHi iiiiiiii i iiiiiiiiiiiiiiiiiiiii iiiiiini iiiiiiiiiiiiiiiiii mi ■ mi i mu iiiiiiiiiiiiiiiii-iiiiiiiiiiiinii iiuiiiiiiiiiiuu in limn v„ . m 

•Charts abOTe are not. meant to be compared. Some figures are based on homes, others on listeners; some include auto lls*«nlng, 
others do not, etc. 
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Jl 



If H 



t TO l\4 III %M MIIS 



Hi • it 4, i tltit 

Itvtnoinhor Hits * 

*— 

In Virginia 
the radio .station 
MOKE Virginians 
listen to MOST 
is WRVA-RADIO! 



Any CHS Radio Spot Sales representative will pive yon the 
complete story — tell yon why MORE Virginians listen MOST 
to WRVA-Radio and when they listen. 

He'll furnish, too, straight-froin-tlie-reeord faets that show- 
how WRVA-RADIO's experienced, diversified programming- 
and top personalities eontiiinc to turn listeners into hnyers 
throughout WRVA-RADIO's vast coverage area — for dozens 
of sponsors whose sales charts reflect the selling power of 
the powerful 50.000 Watt Voice of WRVA-RADIO. 



Virginia's Only 
50.000 Watt 
Radio Station 



WM -RADIO 



Strring Virginia for on r 31 year* 



REPRESENTED BY CBS RADIO SPOT SALES 
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RADIO NETWORK PATTERNS 



m Geographical, family characteristics of NBC hourly news listeners - 



i 



2. What type of 
audience can 
a sponsor of 
news reach? 

Audience profile of in-home audience 
readied by Bristol-Myers and Brown 
and Williamson during week of 4-8 
February 1957 with NBC Radio hourly 
new? is shown right. Data comes 
from Nielsen U. S. Audimeter sample 



I 



5* 





Rating 


Homes 
(000) 


Average times 


Total U. S. 


22.5 


10,732 


5.9 


County Size 
A 


17.7 


3,119 


6.3 


B 


25.0 


3,209 


5.2 


c 


25.5 


2,383 


6.0 


D 


25.6 


2,021 


6.0 


Territories 

Northeast 


15.3 


1,951 


6.1 


East Central 


14.0 


1,143 


6.2 


West Central 


25.0 


2,354 


5.4 


South 


31.3 


3,458 


5.5 


Parifir 


25 0 


1 826 


7 1 

/ • I 


Tv Ownership 
(39,300,000 tv homes) 
Tv Homes 


17.6 


6,917 


5.3 


Non-Tv Homes 


44.3 


3,815 


6.9 


Age of Housewife 

None 


23.1 


1,936 


4.1 


16-34 


17.7 


1,804 


5.1 


35-49 


18.3 


2,640 . 


5.1 


50 + 


29.5 


4,312 


7.5 


Family Size 
1-2 


29.0 


5,537 


7.2 


3-4 


18.0 


3,265 


4.8 


5 + 


20.3 


1,930 


4.6 

ill 



'#,1111, 



Audience added to three net 


tv shows 


by ABC 


Radio 


weekend 


news 




Total Homes 


Tv Homes 


Radio-Only Homes 




<%> 


(000) 


<%> 


(000) 


<%> 


(000) 


Do You Trust Your Wife 
Weekend News 


30.5 
24.1 


14,518 
11,472 


38.5 
20.5 


14.518 
7,729 


38.9 


3,743 


Combined 


48J 


23,181 


5L6 


19,438 


38.9 


3,743 


Goodyear Tv Playhouse 
Weekend News 


31.7 
24.1 


15,089 
11,472 


40.0 
20.5 


15.089 
7,729 


38.9 


3,743 


Combined 


48.6 


23,134 


51^4 


19,391 


38.9 


3,743 


You Bet Your Life 
Weekend News 


42.0 
24.1 


19.992 
11,472 


53.0 
20.5 


19.992 
7.729 


38.9 


3,743 


Combined 


58.0 


27,608 


63.3 


23,865 


38.9 


3,743 



3- How much 
audience can a 
news show add 
to a network 
tv program? 



Data left covers four-week cu- 
mulative audience figures from 
Nielsen. October 1956. All audience 
figures are unduplicated. The com- 
bined figures total up the tv audi- 
ence plus the Weekend iXeivs audi- 
ence which doesn't watch tv show 
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• ONE OF A SERIES 




. . . . than WAVZ advertisers. 



Nothing gives us greater satisfaction than to 
see WAVZ advertisers selling out. That's why 
we work so hard to assure their results. 

Representatives: National: Hollingbery Co. 

New England: Kettell-Carter 

Daniel W. Kops, Executive Vice President and General Manager • 




152 TEMPLE STREET, NEW HAVEN, CONN. 

Richard J. Monahan, Vice President and Commercial Manager 
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VI. RADIO SPENDING, COSTS 
1. 



How much have advertisers spent for spot radio time? 




1949 



1950 



$108,314,507 $118,823,880 






1951 
$1 19,559,000 



1952 



1953 



1954 




1955 



$123,658,000 $129,605,000 $120,168,000 $120,393,000 




1956 
$149,921,000 



Figures above relate to station income from time sales agencies. Source of all figures is FCC, except for 1956, 
only, after rate discounts but before commissions to reps, which comes from the Station Representatives Association. 



- III© 



2. 



3. 



1 1 



milll HIIIIIIH 



What are gross daytime costs of spot radio? 







iti milium: 


llllllllllllllllllllllllllllll 


llllllllllllllllllllll lllllllllllllllllllllllllllllllllllll 






I 




Total gross daytime 


costs by station groups 








Station 










Station 




Places 


Population Groups 


30-Min. 


15-Min. 


1-Min. 


Break 




41 


500,000 and over 


$6,649 


S4.379 


$1,922 


$1,528 




47 


250,000 to 499,999 


3.787 


2.426 


877 


742 




92 


100.000 to 249,999 


4.996 


3.248 


1.053 


1.074 




33 (Est.) 


50.000 to 99,999 


1.217 


810 


260 


227 




155 (Est.) 


25,000 to 49,999 


5.443 


3,322 


973 


850 




1 100 (Est.) 


under 25,000 


28.013 


17,558 


4.896 


4.132 



The dollar figures above are totals for each station group. 
They are based on one-time rate for the highest-cost 
station in each market. Nighttime rates are substantially 



, .... ,.. 
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the same. Data which come* from SRA, is based on April 
1957 rates. A comparison with April 1956 showed rates 
up about 10% for the first three groups, 1% for the others. 



II 



What's the ratio between night and day spot radio rates? 



...iii,? 



i.. m. 



Ratio of Nighttime 
to Daytime Rates 

1946 ..." 1.76 

1950 1,78 

1952 1.70 

1956 94 

1957 88 



Continuing study of spot radio rate* by the Katz Agency of its repre- 
sented stations shows that nighttime rates are now, on the average, 12% 
lower than daytime rates. Between 1916 and 1950 there was an almost 
parallel increase in both daytime and nighttime rates. Between 
1950 and 1952, there was a slight increase in daytime rates with 
nighttime rates remaining relatively static. Between 1952 and 1956, 
daytime rates declined 13% but nighttime rates were cut in half. Since 
la-t year daytime rates have gone up slightly and nighttime rates down 
slightly. Rates shown here are for 12 announcements weekly for 13 
weeks as of 1 January each year. Day rates are those for most hours 
between 8:00 a.m. and 6:00 p.m.; night for most hours between 
7:00 and 10:00 p.m., thus do not include premium time rates. 
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Again - - Pulse Proves: 
KRNT Radio Dominates 
in the big DES MOINES 
Market in Iowa!.... 



i 



102 FIRSTS out of 143 
Periods. KRNT leads 
Morning, Afternoon & 
Evening. KATZ has the 
latest facts on this 
Cowles operation. 



RNT - The Station With The Fabulous Personalities and the Astronomical Ratings 
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4. What's the trend in day and night spot rates? 



YEAR 

1946 
1950 
1951 
1952 
1953 
1954 
1955 
1956 
1957 



1946 = 100.0 



DAYTIME 



100.0 
126.9 
132.3 
133.9 
133.6 
132.7 
124.8 
116.7 
119.7 



NIGHTTIME 

100.0 
128.3 



129.9 



62.6 
60.0 



YEAR 

1946 
1950 
1951 
1952 
1953 
1954 
1955 
1956 
1957 



in im 



1950 = 100.0 

DAYTIME 

78.8 
100.0 
104.2 
105.6 
105.3 
104.6 

93.8 

92.0 

93.9 



NIGHTTIME 

78.0 
100.0 



101.2 



48.8 
46.4 



si . nr. »••' w I! .is 

Prepared by The Katz Agency, this data shows rate 
data on Katz radio stations as of 1 January each year. 
The figures are based on a schedule of 12 one-minute 
announcements for 13 weeks. Daytime rates are those 
that apply for the most hours between 8:00 a.m. and 
6:00 p.m. Nighttime rates are those that apply for the 
most hours between 7:00 and 10:00 p.m. Thus, 
trends for prime time rates are not covered here. 



5. 



How can spot 

costs be calculated? 



The need among agencies for quick methods of esti- 
mating spot campaign costs has led to a variety of pre- 
pared estimators, usually put out by reps. The SRA 
and Peters, Griffin, Woodward have put out spot radio 
estimators in the past and The Katz Agency and Blair 
Tv put out spot tv estimators regularly. John Blair 
and Co. added to this list a new spot radio calculator 
emphasizing the saturation aspects of the medium rather 
than the unrealistic gross (one-time) rates. The cal- 
culator provides costs for campaigns involving one sta- 
tion per market in up to the top 100 markets. A new 
wrinkle is the inclusion of costs in premium time, 
which, in the case of the stations covered, embraces 
6:00 or 7:00 to 9:00 a.m. and 4:00 to 6:00 p.m. Cumu- 
lative figures are given by groups of five markets ranked 
by population data according to Sales Management. All 
costs given are for 52-week campaigns, cover Blair sta- 
tions in markets where there is one. Stations in non- 
Blair markets were picked by a group of media buyers 
from four agencies. Rates are based on January 1957 
SRDS book. The Blair calculator is reproduced here. 
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NUMBER 


OF ANNOUNCEMENTS WEEKLY** 


PREMIUM 




METROPOLITAN f 
MARKETS* 


12 


24 


48 


s 

96 


TIME 
12-PLAN 




First 5 


$ 2,500 


$ 4,500 


$ 8,800 


$ 17,250 


$ 3,100 




II 


10 


3,800 


6,950 


13.450 


26,400 


4,850 




il 


15 


5,100 


9,400 


18,000 


35,250 


6,500 




II 


20 


6,400 


1 1.750 


22,400 


44,000 


8,200 




II 


25 


7,300 


13,450 


25,200 


49,450 


9,400 




II 


30 


8,750 


16,000 


30.050 


58,900 


1 1,100 




II 


35 


9,500 


17,300 


32,450 


63,750 


12,050 


f: 


II 


40 . .. . 


10.350 


18,900 


35,450 


69,600 


13,150 




It 


45 


1 1,200 


20,400 


38,250 


75,200 


14,250 




II 


50 


1 1.700 


21,300 


40.000 


78,700 


14,850 




II 


55 . 


12,500 


22,850 


42,950 


84,100 


15,900 




II 


60 


13,400 


24,450 


46,050 


90,300 


17,050 




II 


65 


14,400 


26,300 


49,600 


97,350 


18,150 




II 


70 


15,100 


27,500 


51,900 


101,950 


1 8,900 




II 


75 


15,500 


28,250 


53,450 


105,000 


19,400 




II 


80 


15,950 


29,100 


55,050 


107,550 


20,000 




II 


85 


16,450 


29,900 


56,450 


1 10,250 


20,550 




II 


90 


17,150 


31,150 


58,950 


1 15,150 


21,300 




II 


95 


17,700 


32,100 


60.750 


1 18,700 


21.850 




II 


100 


18,250 


33,000 


62,500 


122,150 


22,750 



•In descending order by population size rank. ••52-week order. 



Fill 



218 



TV AND RADIO BASICS 



In SYRACUSE, N. Y. the Nations Number 
1 test market 




Now leads by 




...IN TOTAL TIME RATED PERIODS 

SEE HOOPERATING INDEX FOR MAY, JUNE 1957 

For an indication of WFBL's steady growth of 
audience consult ANY 1957 Hooperating period 

For the complete WFBL story contact .... 

G. P. HOLLINGBERY CO. 



OR 



H. T. WILCOX GEN. MGR. 



R. F. POLGREEN SALES MGR. 




ABC 

AFFILIATE 



5000 WATTS 
DAY and NICHT 



A FOUNDERS STATION 
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6. 



Who were the top radio agencies last year? 



Top 50 radio agencies of 1956 as compiled in a SPONSOR survey 









RANK 


ACENCY 


(000) 


1 


BBDO 


$10,000 


1 


JW'T 


$10,000 


1 


McCann-E. 


$10,000 


4 


D-F-S 


$9,000 


5 


N. W. Ayer 


$8,000 


5 


Y&K 


$8,000 


7 


FG&B 


$7,000 


8 


Ted Bates 


$6,000 


9 


K&Et 


$4,500 


10 


SSCB . 


$4,400 


1 1 


Wm, Esty .... ... 


$4,000 


1 1 


K&R. .... 


$4,000 


13 


D'Arcy 


$3,500 


14 


Leo Burnett 


$3,100 


15 


Campbell-Ewald 


$3,000 


16 


Lennen & Newell 


$2,600 



RANK 

16 
18 
18 
18 
18 
22 
23 
24 
25 
25 
25 
25 
25 
30 
30 
30 
33 



ACENCY 

NC&K 
C&W 
Grant 
Mogul 

Needham, L&B 
DCSS 

Coinpton _ 

Crey 

B&B . 

Geycr 

Kudner 

Wade 

Wasey 

D. P. Brother 
McM-J&A 
Russel Seeds 
W arwick & Legler 



Weiss & Geller 

Biow 

F&S&R 

Klctter 

Ludgin .. . _ 

Guild, Bascom & Bonfigli 
Tatham-Laird . 

_NOTE: Top management at above agencies compiled, released, or confirmed figures, except for (*), which are SPONSOR estimates, t 1 October 1955 through 30 

iiiiiiiiiiiiiiiiii:iiiiiiiiiiiniiiiiii!iiiii!iii!iio iiiiiiiiiiiiiiiiiiiiiiuiiiiiiii iiiiiiiiiiiiiiiiii 



BILLINGS 

(000) RANK 

$2,600 1 34 
$2,500 34 
$2,500 34 
$2,500 37 
$2,500 | 38 
$2,400 38 
$2,300 38 
$2,200 } 38 
$2,000 | 38 
$2,000*^ 43 
$2,000 I 43 
$2,000*= 45 
$2,000 | 45 
$1,500 I 45 
$1,500 = 45 
.. $1,500 1 49 
$1,400 | 50 

which are SPONSOR estin 



ACENCY 

Donahue & Coe . 

Gardner 

Houston 

Cohen 

Campbell-Mithun 

LaRoche 

Maxon _ 

North 

Spector 

Richards 



BILLINGS ■ 
(000) 

$1,300 

$1,300 I 

$1,300 | 

$1,200 | 

$1,000 | 

$1,000 1 

$1,000 I 

$1,000 | 

$1,000 1 

$700 I 

$700 | 

$500 § 

$500 § 

$500 | 

$500 J 

$400 § 

$200 1 

September 1956.^ 

•hi mil :hI 



7. How much spot radio is needed to reach saturation levels? 



You need announcements totaling 
this number of rating points to. , . 



400 



140 



40 




. . .REACH 25% of radio homes .... 50% of radio homes 



75% of radio homes 



Chart above is based on formula developed by Colgate ad 
agencies. Reference to rating points in charts refers to 
simple arithmetic sum of ratings bought by client. Chart 



gives a rough indication, not exact measure, is slanted 
to use in major markets with considerable station competi- 
tion. Note rating points rise much faster than homes. 



mini i i ' ii 
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TV \NI> RADIO BASICS 



PLANNING A RADIO STATION? 




makes it easy to get equipment 
—as you need it 

By means of this flexible financing plan you can arrange 
for the minimum amount of equipment to begin operation. 
Then as you progress and require more equipment, it can 
be purchased easily, without the need for ready cash. 

Why not let the RCA Broadcast Representative fully 
explain the RCA Progress Purchase Plan to you? He can 
show you the basic equipment needed to get you on the 
air at minimum investment. He can help you plan now 
to meet your exact requirements, allowing for future 
progress and development. 




RCA 



For additional information write to RCA, Dept. 
FF-264, Building 15-1 Camden, A r . -J. 

your first source of help in station planning 



Tmk(s) ® 



RADIO CORPORATION of AMERICA 

Broadcast and Television Equipment, Camden, N. J. 



RADIO SPENDING, COSTS 



Where does spot radio money come from? 

i 111:111111111 iii iiikiiiiiiiuiiiinmiiihiiiiuiiiiiiiii i ■ 1 A, 1:1.1 milium ■ 11.10111 1 ihv^miii iiTUTiiinniJiiiiiiitii mi iinmi m mi iiiiiuinni iiiiiiiiiiiiiiiruHiiiiiiiHumumrrnnrR^ 

Spot radio spending by industry category 



Product category 


1st Quarter 1957* 


4th Quarter 1956* 


3rd Quarter 1956 


DOLLARS 


% OF TOTAL 


DOLLARS 



% OF TOTAL 


DOLLARS 


% OF TOTAL 


1. i uuti. jJiroccrx prouucis 


<T» O AA1 AAA 

$ 8,291,000 




1 ^ A 

17.0 


S ^,941,000 


17.1 


S 5,814,357 


17.3 


? I V fc O /"» 1 \ t \ Y* 4 \ 1 1 1 1 f" r- 1 1 »-v y\ 1 Y ^ 0 

j ODdcio pruuucib. supplies 


O 1 A t AAA 

8,141,000 


16.7 


<t 1 ^ A aaa 

4,1 (9,000 


9.0 


4,906,914 


14.6 


0. Mrug piouucis 


f P AAA 

5,375,000 


1 1 A 

1 1.0 


0 n An aaa 

3,803,000 


A A 

8.2 


2,856,765 


8.5 


(. y\ uionioi i\ c 


M AAA AAA 

4,020,000 


O A 

8.2 


4,040,000 


8.7 


2,991.201 


8.9 


0. Ale. beer, wine 


A AAA AAA 

2,902,000 


F" A 

5.9 


0 r* a a a a A 

3,529,000 


/.6 


2.621.502 


7.8 


u. uciiiui prous*.. loouipasie, eic. 


A A M AAA 

2,487,000 


5.1 


417,000 


.9 


302,481 


.9 


4. l^OMnei IC>, lOIlclricb 


A ICO AAA 

2,1 58,000 


4.4 


2,461.000 


5.3 


1.814,886 


5.4 


0. Gasoline, lubricants 


A 1 J A AAA 

2,149,000 


A A 

4.4 


2,1 86.000 


6.0 


1,949,322 


5.8 


v. i^oiij-umer services 


A A 1 A AAA 

2,01 9,000 


A 1 

4.1 


1,486,000 


3.2 


1,041,879 


3.1 


10. Keligious 


1 ilAA AAA 

1 ,420,000 


A A 

2.9 


743,000 


1.6 


504,135 


1.5 


11. i\ouons 


1 "» 1 A AAA 

1 ,31 9,000 


A "V 

2.7 


46,000 


.1 


33,609 


.1 


12. Agriculture 


1 AA1 AAA 

1 ,291 ,000 


2.7 


1,811,000 


3.9 


1,277,142 


3.8 


13. .Miscellaneous 


1 A f A AAA 

1 ,264,000 


2.6 


2,368,000 


5.1 


1 /-"no A O A 

1,613,232 


4.3 


11. Transportation, travel 


H AAA AAA 

1 ,098,000 


2.3 


696.000 


1.5 


974.661 


2.9 


15. Household cleaners, soaps, etc. 


AAA AAA 

998,000 


2.1 


1,346,000 


2.9 


1 All A — A 

1,041,3/9 


3.1 


Id. Confections, soft drinks 


£. A A AAA 

699,000 


1.4 


1,300,000 


A A 

2.8 


A A - /< AO 

90 (,493 


2.7 


1/. Household laundry products 


£ A A AAA 

644,000 


1.3 


— AAA 

5d/,000 


1.2 


A AO OAO 

403,303 


1.2 


lu. xiousciioiQ general 


j 1 9 AAA 

41 3,000 


.9 


A f a r\C\r\ 

464,000 


1 A 

1.0 




1.1 


\\). Publications 


/■AO AAA 

408,000 


.8 


603,000 


1.3 


AO OAO 


1.2 


iii. vjiouiing. accessories 


Apft AAA 

259,000 


.5 


18d,000 


.4 


134,436 


.4 


21. Amusements, entertainment 


A j A AAA 

240,000 


.5 


O C\ AAA 

32d,000 


.7 


23d.263 


.7 


22. Dairv. margarine products 


AAA AAA 

202,000 


.4 


185,000 


.4 


168,04d 


.5 


23. Household paper products 


«j# AAA 

146,000 


.3 


1 0 A AAA 

139,000 


.3 


1 A A 0 0*7 


.3 


2-1. Finance, insurance 


1 j a AAA 

142,000 


.3 


278.000 


.6 


i f 0 Air 

163.04D 


.5 


2d. Hotels, resorts, restaurants 


1 nU,UUU 


. j 


1 QQ AAA 


.O 


Cw 91 P, 


9 


26. Pet products 


138,000 


.3 


230.000 


.5 


201.654 


.6 


27. Household furnishings 


120,000 


.3 


93.000 


.2 


67.218 


.2 


28. Household appliances 


113,000 


.2 


417.000 


.9 


268.872 


.8 


29. Garden supplies, equipment 


108,000 


.2 


139.000 


.3 


100.827 


.3 


30. Bldg. material, fixtures, paints 


64,000 


.1 


278.000 


.6 


201.654 


.6 


31. Watches, jewelry, cameras 


59,000 


.1 


46.000 


.1 


67,218 


.2 


TOTAL 


$48,827,000 


100.0 


546,442,000** 


100.0 


S33.609.000 


100.0 



SOI RCE Station Representatives Assn., time costs only. * Figures are rounded, hence do 
'Total Includes unlisted categories: Tv , radio, phonograph, musical instruments, political. 



not add up to total. 
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TV AND RADIO BASICS 




KSAN . the only full time 

San Francisco radio station 
serving the ~ ' 
tremendous ' 
Bay Area ""^y ... 
Negro <r ( 

Market • — : 

100% 0/ *«*»eV 




PERPETUAL K 4 ^ A>j ' 




■ K 



Here's a full house that's hard to beat! 



don't try to improve on a hand like this . . . 



BUY KSAN 

(Proven most popular /ear-after-year by Pulse Negro Audience Survey.) 



and be sure! 



The KSAN signal goes where the Negro listener 
lives, works and buys! CFieid strength surveys show 
260,000 Negro listeners in the KSAN primary Market!) 



For more exciting details, such as rates and avails, contact: 



f 



Stars National Inc., East and South 
Tracy Moore & Assoc., Inc. Pacific Coast 
Bob Burris, General Manager 



july 1957 
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SIX COMPLETE 
BMI PROGRAM 
PACKAGES 



B' 



roadcasters are now receiving six important program 
scripts from BMI on a regular basis. These scripts are 
filling a vital role in the daily programming logs of stations 

in every section of the country. 

BMI scripts, ranging from daily five-minute shows 
to special-event programs of all types, are mailed to BMI-licensed stations 
monthly basis. They are written for commercial use and tailored to the 

needs of all types of broadcast operations. 

BMI scripts are perfectly suited both to the station with a small staff, 
limited facilities and curtailed budgets, as well as to the large operation with 

full orchestra and complete program staff. 



THE AMERICAN STORY 




Newest of the BMI scripts . . . prepared 
by BMI in association with the Society 
of American Historians. Each fifteen- 
minute program consists of a single nar- 
rative written by an outstanding Ameri- 
can historian, expert in the period or 
subject. Here are the fascinating and in- 
spiring stories of our country from the 
age of discovery to the age of the atom. 
Top prestige programming. 




THE BOOK PARADE 




MILESTONES 




Sparkling 15-minute scripts written by 
the most prominent of literary figures. 
This series is being hailed as "a conspir- 
acy against ignorance" and has sky- 
rocketed into national prominence. An- 
other BMI script for top prestige pro- 
gramming. 



Full half-hour presentations . . . 
simple to do, saleable, excellent 
listening. Usually four per month, 
sometimes five. Each script com- 
memorates a special date or event 
of national importance. 



STORIES FROM THE SPORTS RECORD 



Music and sports team up in this 
series devoted to eye-witness ac- 
counts of dramatic action on the 
baseball diamond, in the prize ring, 
on the gridiron and elsewhere. ... A 
complete script package available 
three times weekly as a 15-minute 
presentation. 



ACCORDING TO THE RECORD 

Timely facts about the unusual, 
with musical cues that fit neatly into 
a dynamic 5-minute show. . . . High- 
ly commercial. . . . Available 7 times 
per week for 52 weeks. Now in its 
13th successful year. 

MEET THE ARTIST 



Behind the scenes . . . three-a- 
week 15-minute scripts loaded 
with factual biographical mate- 
rial about recording artists in 
the public favor. Fills a vital need 
in areas where such data is not 
easily available. Highly commer- 
cial. 





BMI makes no charge to its licensees for this program 
service. Each script is designed as a practical program 
and its use for commercial sale is encouraged. 
Your program manager is receiving all of the BMI pro- 
gram scripts. Put them to work. If your script packages 
are not being received, write immediately to BMI Sta- 
tions Service Department. 



BROADCAST MUSIC, INC 



NEW YORK 



CHICAGO 



HOLLYWOOD 



TORONTO 



589 Fifth Avenue 
New York 17, N. Y. 

MONTREAL 
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1 1 N DUSTRY 

BASICS 



A refresher course on the fundamentals of the 
broadcast industry designed for both the new- 
comer and the veteran. Includes: radio and tele- 
vision coverage; audience measurement; how to 
read and interpret national spot rate cards. 




INDUSTRY 



BASICS: A REFRESHER COURSE 



// you're an air media buying or selling retertm ami find you 
leant a technical explanation for what yon learned hy "rul<> 
of thumb": or if you* re just start 'ng oat and need an casy-to-read 
primer, then this is for you. Includes: ctnerage. ratings, rati' basics 



Industry Unties lias itrittcn /n Daniel 
Denenholz. director research-promo- 
tion. The kntz Agency. Inc.. and Ken- 
neth Mills, associate director research- 
promotion. It is designed for new- 
comers to tr and radio time haying 
and selling as well as for veterans who 
icant a refresher course. 

Contents include an Introduction in 
uhich network and spot advertising are 
defined: a section on Coverage: a sec- 
tion on Audience Measurement : a sec- 
tion on ^pol Rate Cards and lioic to 
read and interpret them when buying. 



Introduction 



TllE VVEKVGE PERSON, if asked to 

the principal advertising media, would 
probably, sav : "T\. radio, new spapeis. 
magazines, outdoor, etc." Rut. when 
it comes to radio and tv. a more 
accurate classification would he: spot 
radio and network radio: spot tv and 
network tv. Spot and network, among 
broadcast media, are just as different 
as newspapers and magazines among 
print media. 

Network is analagous to magazine* 
where one order theoretical!) product** 
national coverage. An advertiser using 
network advertising hu\s simultaneous 
t'me I with exceptions I in a minimum 
number of markets las specified In the 
network) on stations affiliated with 
that network in each market. 

Spot broadcasting is a separate and 
distinct medium. It is more than 
"spot announcements. Il is a method 
of using radio and tv on a selective sta- 
tion basis. It is called "spot" because 
the advertiser can spot his campaign 
to fit his needs. It is "'non-network. " 

Spot advertising is analagous to 

Denenholz 1 standing > conduct* a 
nar on industry basic* at The katz 
•v. using lhe material covered herein 



l!-{)-r newspaper advertising, except 
that spot usually is sold on a ".speci- 
fied position" basis with discounts for 
run-of-station : whereas, in newspapers, 
rales are quoted on an li-O-l 1 basis, 
with premium* for preferred position. 

•\s with newspaper*, the essence (( f 
spot is flexibility ; flexibility in the 
choice of markets and stations: llexi- 
bilitv market l>v market as to fre- 
quency, time, duration, copy, cost. etc. 

Network affiliation: lo become affili- 
ated with a network, the station signs 
a contract for a period of up to three 
years, the maximum length of time al- 
lowed bv the KCC. This contract give* 
the network an option on certain time 
periods during which the station agree* 
to clear time for network commercial 
programs. The station-network agree- 
ment establishes a base rale leveniii" 



hour I. lhe ba*e i ate serves t\sn pur- 
poses. Kii'st. it is the rale, subject to 
discount*, al whii h the station's facili- 
ties arc offered to the advertiser. Sec- 
ond, it serves ii- i In- basis f<, r determin- 
ing the station's compensation b\ the 
network for anv network eonniiei cial 
programs carried bv lhe station. Com- 
pensation i» made on the basis () f a 
sliding scale of | eri entaues »enerallv 
u'eraging about ?.W < of the |>a-e rat<- 
a* the station's -hare. 

ill*' station representative: **pot 
advertising, that i*. non-network adver- 
tising, is sold either bv the station's 
own sales organization or b\ a station 
representative, depending upon wheth- 
er the advertising is "local or "na- 
tional. ' The representative i-. in ef- 
fect, an emplovee of the station and is 
usuallv paid on a conim's-ion has':*. 



Radio reach das s-. night i- *ho«n bs DenenlioU. ken Mill-. Carpenler rule jiiiini: up al 
angle is ilav signal. Night -ignal goe- up. hminces down anil uiiiwurd. henee irjvi-lin^ (under 
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which varies with the station and rep- 
resentative. 

I nlike the practice in network ad- 
\ ri Using, where the parties to the con- 
tract are the network on the one hand 
and the advertiser for his advertising 
agency) on the other, the representa- 
tive is not a party to the contract for 
spot advertising. The contract is be- 
tween the station and the advertiser 
(or advertising agency ) with the rep- 
resentative handling the negotiations. 
In the sale of spot advertising, the sta- 
tion is paid on the basis of its rate 
card, less applicable commissions to 
the advertising agency and the repre- 
sentative. The station generallv nets 
about 75$ of the advertiser's expendi- 
ture for national spot. 



Coverage 



\i:\Vsi'\i'KH COVERAGE is relatively easy 
to determine. You know the number 
of copies circulated and jou know- 
where then are distributed. 

In radio and tv yon can. of course, 
get a reasonable estimate of the num- 
ber of homes that have sets. I The most 
recent set count figures on a county 



basi> arc estimates as of spring 1956. 
The radio figures are estimates made 
by the A. C. Nielsen Co.: the tv figures 
by the Advertising Research Founda- 
tion, based on field work bv the LI. S. 
Census Bureau and the A. C. Nielsen 
Co.) Having a set count, the problem 
is to determine the number of sets that 
can be reached In a station's signal — 
in other words, the station's coverage. 

This leads us into certain engineer- 
ing terms and concepts. 

Let s start with "frequency. " 

Fvery radio-tv signal is made up of 
waves or cycles. The frequency of a 
signal is the number of cycles per sec- 
ond sent out by the transmitter. 
1,000 cvcles = 1 kiloevcle (kc) 

1,000,000 cycles = 1,000 kilocycles 
1,000 kilocycles = 1 megacycle (mc) 

The frequency of a station deter- 
mines its position on the dial. 

The whole range of frequencies used 
in radio-tv transmission is known as 
the radio spectrum. This is the por- 
tion of the ether that is subject to the 
authority of the Federal Communica- 
tions Commission (FCC). 

The radio spectrum includes not 
only commercial radio and tv — about 
3,500 stations — -but also amateur, po- 



lice, av iation, and other special and 
experimental sen ices. 

Each of the various services is as- 
signed "bands." The broadcasting 
bands are: the standard radio am 
band: low band vhf: fin band: high 
band vhf, and the uhf band. Fach 
band, in turn, is divided into channels 
for indiv idual station assignment. The 
whole am band, a span of 1070 kilo- 
cycles, would be approximately one- 
sixth the width of a single tv channel, 
which is 6 megacycles or 6.000 kilo- 
cycles wide. 

Factors in radio coverage: There 
are three principal factors that affect a 
radio station s cov erage: frequency . 
power, soil conductivity. 

All other things being equal, the 
lower the frequency, the greater the 
coverage. 

Radio stations are assigned channels 
10 kilocy cles wide within the am band 
which ranges from 535 kc to 1605 kc. 
Each station is identified by the fre- 
quency in the middle of its channel. 
A 660 kc station, for example, means 
that it is assigned a 10 kc channel be- 
tween 655 kc and 665 kc. A station 
at 550 kc. other things being equal, 
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You'll benefit by using this single source 
of equipment and experienced assistance 



For your complete equipment package, for 
help in planning, and for technical service — 
RCA can give you everything you need. 
From RCA you can get a full line of equip- 
ment — from microphone to antenna— de- 
signed to fill the widest range of station 
requirements. The practical assistance of 
RCA station-trained engineers is available 
for complete planning of your installation. 
And through the facilities of RCA Service 
Company, Inc., you can get technical field 
service in strategic locations throughout 
the country. 



RCA 



One source for all your station requirements 
means faster service and delivery to meet 
your specialized needs . . . pre-rdeasing if 
necessary. By coming to RCA, all your 
sources are coordinated automatically— 
you don't have to make all these time-wast- 
ing arrangements yourself. You can get 
on-air faster . . . stay on-air longer ... re- 
duce costly o(T-air time. And the many 
benefits will be reflected in increased profits 
throughout your entire operation. 

Or, for additional information write to RCA . 
Dept. FF-264, Budding 15-1 Camden, A'.J. 
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has a larger co\erage area than one at 
1500 ke. 

The second factor is power: the 
greater the power, the greater the cov- 
erage. 

Radio stations are grouped into 
three major power classifications: 
clear-channel stations of 50.000 watts 
(50 kul. regional-channel stations of 
5,000 watts (5 k\v) and local-channel 
stations of 250 watts. 

Soil conductivity is the third major 
factor governing radio coverage. 

Ground conductivity in the United 
States varies from "excellent" in the 
Midwest to '"poor" in New Kngland. 

Comhining these three primary fac- 



tors we find that it is entirely possihle 
for a 250 watt station to have greater 
daytime coverage than a 50.000 watt 
station. 

A 50.000 watt station, for example, 
broadcasting on 1500 kilocycles in an 
area of very poor ground conductivity . 
in theory sends out an acceptable day- 
tinre signal up to a radius of 27 miles; 
a 250 watt station broadcasting on 550 
kilocycles in an area of excellent 
ground conductivity can be received 
acceptabl) within a 99-mile radius. It 
is obvious, therefore, that a compari- 
son of stations on the basis of only one 
of these factors will not give a true 



picture; all the factors must be con- 
sidered simultaneously. 

There are charts available from 
which you can determine reasonably 
well the estimated daytime coverage of 
a radio station, if y ou know its power, 
frequency, and the soil conductivitv of 
the area in which the station is located. 

Day and night coverage: There are 
two types of radio waves: ground 
waves and sky waves. The ground 
wave, as its name implies, travels along 
the earth'3 surface and is affected b\ 
soil conductivity. 

W axes from stations on the same or 
adjacent channels can cause ''interfer- 
ence. For this reason, in assigning 
frequencies, the FCC does not assign 
the same frequency to two stations that 
are too close together geographicallv. 
Also, stations in the same locality must 
be separated by at least four channels. 

During daylight hours the sk\ wave 
travels upwards, is lost in space and. 
therefore, has no effect on station 
coverage. At night, however, there is 
a change in the earth's atmosphere 
which causes the sky waves to be re- 
flected back towards the earth. These 
reflected sky waves tend to extend the 
coverage of clear-channel stations and 
limit the coverage of regional and local 
stations. 

After sundown, the coverage of re- 
gional and local stations is restricted 
because of interference from sk\ waves 
from other stations sharing their chan- 
nels. There is no way to completelv 
remove this interference, but reduced 
nighttime power, greater geographic 
separation of stations on the same 
channel and directional antennas help 
to minimize it. (The use of direction- 
al antennas permits a station to control 
its signal in directions where it would 
cause interference and at the same time 
increase the signal in opposite direc- 
tions. ) Coverage of regional and local 
stations is. therefore, smaller at night 
than during the day. 

Clear-channel stations, on the other 
hand, find that their coverage is ex- 
panded by reflected skv waves. This 
is caused partially by the fact that lo- 
cal and regional stations must protect 
against interfering with clear-channel 
transmissions. Clear-channel stations, 
which might be heard in the daytime 
100 or 200 miles away, via ground 
wave, can deliver a program at night 
via reflected sky waves for distances 
of 700 miles or more. It is. however. 
onl\ the secondary coverage that is ex- 
tended; the sky waves restrict primarv 
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ABOUT VERY LOW FREQUENCY 

PROPAGATION ! Smaller antennas, 
lower transmitter power, and relative freedom from 
atmospheric noise are reasons behind our communication 
services' gradual migration to the upper end of the 
frequency spectrum. Lying fallow and awaiting rediscovery 
has been the very low frequency band below l>0 kc. 




LOW 

SBr* 



Now, because VLF offers a reliable means of com- 
municating over vast global distances, there is a 
marked revival of interest. It is now known that 
VLF has highly stable propagation characteristics 
which make it possible to transmit data to distant 



points with unusual fidelity and precision. Where 
greater accuracy is required, such as very long 
range radio navigation systems and international 
transmission of frequency standards, VLF promises 
to open doors to many new and important uses. 



June Proceedings of the IRE gives you the facts about VLF 

This year, the Boulder Laboratories of the National Bureau of Standards and the IRE 
Professional Group on Antennas and Propagation co-sponsored a Symposium at Boul- 
der, Colorado, on- the propagation of very low frequency radio waves. From the 
papers given at this important meeting the editors of Proct i dinys have chosen those 
of broadest interest for publication in the June, 1957, issue. 

Typical of the service offered members of IRE is this VLF report — to be used now 
and referred to for years to come. If you are not a member of The Institute of Radio 
Engineers be sure to reserve a copy of the June Proceedings of the IRE, today! 

Partial Contents of this VLF issue: 



"A Technique for the Rapid Analysis of Whistlers," by J. K. Gnerson, Defense 
Reserve Board, Ottawa, Ontario, Canada. 

"VLF Radiation from Lightning Strokes," by E. L. Hill, School of Physics, Univer- 
sity of Minnesota. 

"Some Recent Measurements of Atmospheric Noise in Canada," by C. A. McKer- 
row. Defense Reserve Board, Ottawa, Ontario, Canada. 

"Intercontinental Frequency Comparison by Very Low Frequency Radio Trans- 
mission," by J. A. Pierce, Croft Laboratory, Harvard. 

"The Mode Theory of VLF Ionospheric Propagation for Finite Ground Conductivity." 

by James R. Wait, National Bureau of Stardards, Boulder, 
Colorado. 

"The Geometrical Optics of VLF Sky Wave Propagation," by J. R. Wait & A. 

Murphy, National Bureau of Standards, Boulder, Colorado. 

"Characteristics of Atmospheric Noise from 1 to 100 Kc/s." by A. D. Watt & 
E. L. Maxwell, National Bureau of Standards, Boulder, Colorado. 

"The Present State of Knowledge Concerning the Lower Ionosphere," by A. H. 
Waynick, The Pennsylvania State University. 

"Noise Investigation at VLF by the National Bureau of Standards," by W Q. 

Crichlow, National Bureau of Standards, Boulder, Colorado. 

"Reflection at a Shapely-Bounded Ionosphere," by I. W. Yebroff, Stanford Uni- 
versity. 

"The Attenuation Versus Frequency Characteristics of VLF Radio Waves." by 
J. R. Wait. National Bureau of Standards. Boulder, Colorado. 

"The Waveguide Mode Theory of the Propagation of VLF Radio Waves," by K. G. 
Budden, University of Cambridge, England. 
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1 East 79th Street, New York 21, New York 

□ Enclosed is $3.00 

□ Enclosed is company purchase order for 
the June, 1957, issue on VERY LOW 
FREQUENCY. 
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coverage In creating a "fading zone" 
on the edge of the ground-wave area. 
This zone, shaped like a doughnut, av- 
erages 75 miles in width, depending on 
the tvpe of antenna used. Fading oc- 
curs when reflected sky waves re- 
turn to the earth at varying lo- 
cations as the reflecting laver of the 
atmosphere changes altitude. As sk\ 
wa\cs alternateh merge with and part 
from ground waves, volume is raised 
and lowered fading in and out. 

Radio coverage standards: The sig- 
nal strength necessary to produce ac- 
ceptable service varies in different 
areas because of man-made electrical 
disturbances. Signal strength is ex- 
pressed in millivolts per meter (MV/ 
M). The signal strength required in 
different areas is: 

Urban 5-25 MV/M 

Suburban 2-5 MV/M 

Rural... _.. 0.5 MV/M 

The average radio can receive a sig- 
nal as low as (J.l MV/M. 

Factors in tv coverage: In televi- 
sion, the principal factors affecting 
station coverage are frequency (or 
channel I. power, and antenna height. 
Other things being equal: 

• The lower the frequency, the 
greater the coverage. 

• The greater the power, the greater 
the coverage. 

• The higher the tower, the greater 
the coverage. 

But in television, the FCC attempts 
to equalize the coverage potential of 
all stations in the same market. They 
do this by limiting power in relation 



to antenna height and channel number. 

Tv stations are classified by channel 
into low-band vhf, high-band vhf and 
uhf. There are H2 tv channels, each 
6,000 kilocycles wide. 

Channels 2 to 6 are low-band vhf 
and are limited in maximum power to 
100 kilowatts. High-band vhf covers 
channels 7 to 13. with maximum al- 
lowable power of 316 kilowatts. Uhf 
channels 14 to 83 have a maximum al- 
lowable power of 1000 kilowatts. 

To minimize interference, there must 
be sufficient geographic separation be- 
tween stations on the same channel — 
about 175 miles under present regula- 
tions. Also, adjacent channel stations 
are never assigned to the same city. 

Antenna height, as noted above, is 
of considerable importance in tv sta- 
tion coverage. According to FCC reg- 
ulations, "tower height" is the height 
of the tower above the average terrain 
within a 10-mile radius. The tower 
structure itself is of little importance, 
for a low tower might be placed on a 
tall structure and a high tower in a 
valley. Its actual height above the 
ground is of importance only as it 
relates to height above average terrain. 
As tower height above the average 
terrain increases over 1,000 feet, the 
FCC requires a compensatory decrease 
in power to equalize coverage. The 
extent of the decrease varies with the 
three geographic broadcasting zones 
into which the country is divided. In 
general, it can be said that when a 
tower is less than 1,000 feet, an in- 
crease in tower height will have a more 
direct effect on coverage than will an 
increase in transmitting power. 



Tv coverage standards: What is 
"Grade B" coverage? Grade A and 
Grade B service are terms used to 
define signal quality. Grade A service 
means that an acceptable signal is 
received in 70% of the locations 90% 
of the time. Grade B service means 
that an acceptable signal is received 
in 50% of the locations 90% of the 
time. Grade A service generally is re- 
quired in urban areas to provide a 
clear picture in the face of electronic 
interference; Grade B service usually 
will provide a satisfactory picture in 
suburban and rural areas. 

The signal strength necessary to pro- 
duce these types of service varies with 
the band and, as in radio, is expressed 
in millivolts per meter. 

GRADE A GRADE B 
BAND (MV/M) (MV/M) 

Low-band vhf .. 2.5 0.22 

High-band vhf 3.16 0.63 

Uhf 5.0 1.58 

Stations also often produce an ac- 
ceptable signal beyond their Grade B 
coverage area — in the so-called "rural" 
or "fringe" area. The limit of this 
area usually is defined as the 0.1 
MV/M contour for low-band vhf chan- 
nels; 0.3 MV/M for high-band vhf 
channels; 0.5 MV/M for uhf channels. 

Other coverage factors: There are 
factors other than signal strength, 
principally programing, which have an 
effect on a station's coverage area. 
For example, some people will put up 
with an inferior signal in order to re- 
ceive popular programs. In other 
words, the availability of desirable pro- 
grams will cause viewers or listeners to 
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"reach"' for a signal, even though they 
are be\ond the theoretical limits of the 
station s effecthe co\erage area. 

Or take the case of an area which 
can recene signals from two or more 
station? located in different cities. If 
these stations are carrying the same 
programs, there will he the tendency to 
receive the station with the stronger 
signal. Or there might he a situation 
where an area can receive satisfactory 
signals from stations in different cities 
but will tune most often to those sta- 
tion:- located in the city towards which 
the area is traditionally oriented. 

Electronic "boosters. ' "translators ' 
and "satellites' also are used to extend 
a signal to areas not usuall) covered, 
by a station because of distance or 
topographical interference. In general, 
these transmitting antennae pick up the 
mother station's signal and rebroad- 
cast it. 

Methods of defining coverage: 
There are three principal methods used 
for showing radio and tv station cover- 
age: engineering, mail response and 
surveys. An engineering map shows 
measurements of signal strength, is re- 
ferred to as a "field intensity map. 



Engineering maps may be based on 
actual measurements of the signal in 
the field; or on an engineer's computa- 
tion, which he can calculate from a 
few spot checks of the signal; or it 
may be an "estimated" map, which 
shows the theoretical limits of cover- 
age as read from FCC charts. 

An engineering map shows where a 
signal can be received. It offers no 
proof that people do listen lor view). 
One method that has been used to 
show r where people do listen to a sta- 
tion is an analysis of mail response. 
But maps based on mail response have 
no common denominator and it is 
difficult to compare one station with 
another. Futhermore. a mail count 
gives no indication of the actual audi- 
ence size. The volume of mail can be 
affected by special promotions such as 
giveaways and contests. Also, letters 
are usually written by only a small 
number of people who cannot be con- 
sidered representative of the total audi- 
ence. The limitations of field intensity 
and mail maps led to the first industry- 
supported, nation-wide coverage study 
on a county-by-county basis made in 
the middle 1940's by the Broadcast 
Measurement Bureau (BMB). Previ- 



ous!), the networks, principally CBS, 
had experimented w ith this t\ pe of 
study. BMB was succeeded by Stand- 
ard Audit Measurement Service I SA 
MS), a private organization which 
made a study in 1952. The A. C. 
Nielsen Company made a similar 
studv, also in 1952. referred to as XCS 
( \ielsen Coverage Service). A second 
Nielsen survey (NCS ^t2) was made 
in spring 1956 and is the one cur- 
rently used by agencies and adver- 
tisers. Basically, here's what Nielsen 
does. The\ make a survey in each 
count) to determine the percentage of 
homes who report listening ( or view - 
ing) to a station at least once a month. 
They then list all counties in which, 
generally, at least 10 r c of the families 
say they listen (or view ) at least once 
a month. This becomes the basic area 
for the station. For this area they 
show, county by county, the percent- 
age (and number I of families w ho 
listen (or view) at least once a month 
and at least once a week. Further 
breakdowns show percent and number 
of families who listen (or view) at 
least once a week in the daytime, and 
once a week at night, on an average 
day and on an average night. 
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The NCS Report defines an area in 
which a station is listened to (or 
viewed) and the numher of families 
who receive the station on a regular 
basis. A coverage report of this type 
should not be eonfused with a rating 
report which shows audiences at spe- 
cific times of day or specific programs. 

Audience Measurement 

Hiiimn ii 

Radio and tv audience measurement 
is produced by a number of private 



research organizations. The principal 
ones are: ARB, Hooper, Nielsen, Pulse, 
Trendex, Videodex. Rut before we dis- 
cuss how they operate, some definitions 
are necessary. 

First, just what is a "rating"? 

In simplest terms, the research or- 
ganization asks a number of people 
what programs (or stations) they listen 
to (or view r ) at a particular time. 

A rating is, then, the percentage of 
all families interviewed who reported 
they were listening to, or watehing, a 
speeific program or station, fit is im- 



portant to know whether the rating is 
based on a sampling of all homes, tv- 
only homes, or radio-only homes. ) 

Sets-in-use or tune-in is the per- 
centage of families interviewed listening 
to all stations. Tune-in ean, therefore, 
he considered as the grand total of the 
ratings of the individual stations at 
a given time. 

Sliare-of-audienee is the rating of 
a station or program expressed as a 
percentage of the tune-in. 

You ean eompare ratings of differ- 
ent stations and ratings on the same 
station at different times of the day in 
order to determine relative audienee 
size. This eannot be done with share- 
of-audienee. This point may be illu- 
strated by the following example: 

TUNE-IN RATING SHARE 

6:00 a.m. 10 Station A 5 50% 
6:00 p.m. 25 Station B 10 40% 

In this example, at 6:00 in the 
morning the tune-in is 10 and Station 
A has a rating of 5. Station A's share- 
of-audienee. therefore, at 6:00 a.m. is 
50% (a 5 rating divided by tune-in 
of 10). Now, at 6:00 in the evening 
the tune-in is 25 and Station B has a 
rating of 10. Station B's share at 
6:00 in the evening is therefore 40% 
(10 rating divided by a 25 tune-in). 

Now station B, with a rating of 10 
at 6:00 in the evening, has twiee the 
audience of Station A with a rating of 
5 at 6 :00 a.m. But Station B has a 
smaller share, 40% against 50%. 

Techniques and limitations: How 

do the researeh organizations eonduct 
their surveys? They all use some type 
of "interview" : telephone, personal 
contact, diary, maehine. In the "in- 
terview" they "ask" questions about 
the listening to or viewing of pro- 
grams and stations. If the question is 
asked in the form, "What are you 
listening to now"? — that is, at the 
preeise moment of the interview — the 
survey is referred to as ''coincidental. " 

If the person interviewed is asked 
to reeall the programs or stations 
listened to for a period of time pre- 
ceding the interview, the term "recall" 
is used. If information is requested 
for a period of about 15 minutes pre- 
ceding the interview, the method is 
referred to as "immediate reeall,"' and 
where the interviewer presents a list 
of programs to aid the memory, it is 
known as "roster reeall." 
► The telephone intervieiv is used pri- 
marily by Hooper for radio and by 
Trendex .for tv. It is used either on a 
.. -'coincidental or immediate reeall basis. 




WTVP 

IS THE ONLY STATION 
WITH 2 in I GRADE A" 

COVERAGE OF 
THIS BILLION DOLLAR 

2 in I MARKET 



DECATUR' 
SPRINGFIELD 




WTVP reaches 160.000 
unduplicated ABC TV homes 



CONTACT GILL-PERNA INC. Babe 



In addition to information on .-la- 
lions and programs, t lie interviewer 
tries Ui develop information about tin* 
audience: number, age, ami sex of 
those listening. 

The telephone interview is, of course, 
limited to telephone homes. This means 
that non-telephone homes, usuallv low- 
ineome groups, are not ineliided in the 
sample. W ith the increase in the num- 
ber of telephone homes, however, this 
factor is becoming less important, but 
there are still some areas where there 
are more radios than telephones. Also, 
generally speaking, because of cost 
telephone interv iews are limited to the 
non-toll-call area of the city in which 
the survey is being made. Because of 
this, many suburban and rural areas 
are not included in telephone surveys. 

There are other problems with tele- 
phone surveys: 

a. A telephone survey cannot inter- 
view people with unlisted phones. 
These are, in most cases, people in 
upper-income brackets. 

b. In ninny instances calls are made 
to business phones such as those be- 
longing to doctors, lawyers, etc.. that 
are not identified as business phones 
in the telephone directories. 

c. Telephone surveys run into diffi- 
culty in the early morning and late 
evening because of resentment on the 
part of householders at being disturbed 
at these hours. 

d. There is always the question 
whether the person answering the 
phone can correctly report for all 
members of the household, particu- 
larly in the case of radio where there 
are often several sets about the home. 

e. It is difficult to measure the auto- 
mobile and other '*out-of-home" audi- 
ence — increasingly important in radio. 
► Personal interview is used princi- 
pally by Pulse on a roster recall basis 
for both radio and tv. Though the 
personal interview method can be used 
on a coincidental basis, the cost is too 
great for ordinary survey purposes. 

The principal criticisms of the roster 
recall technique are: 

a. Can people accurately recall the 
stations and programs, 'listened to over 
a period of several hours preceding the 
interview, sometimes even as long as 
a day? 

b. Since the interview covers a 
period of several hours, if the person 
is not at home at the time the inter- 
viewer calls, listening for the time that 
be had been at home is not measured. 

c. Do people distort their answers 
in a personal interview because of 



pre*ligtf factor*? In oihei words, do 
some people sa\ lhe\ listen to tin- 
New ^ ork Philharmonic when actu- 
ally thev have been listening to Mm k 
V Moll? 

The diary is used b\ the American 
Mew-arch Bureau (AMID, Nielsen and 
Videodex. It is one of the more popu- 
lar techniques, A diary form with 
spaces for program-;, Mati'mis, number, 
age, sex of viewers are listeners is left 
with or mailed to selected families who 
are asked to keep a record of their lis- 
tening or viewing, usual!) for a week. 



In theory, the diaries s| 1() n|i| be filled 
in on a coincidental basis, but, more 
often than not, entries are made oil a 
recall basis because of the time, 
trouble, and iiieouv enience of making 
entries whenever the dial is ( hanged. 

I he accuracy of the diar\ ma\ alio 
be impaired if children fill it in for 
parents and \ ice \ ersa. 

Distortion bei au»e of prestige, once 
again, is a possible sniine of error. 

AImi, the diary cannot adequate!* 
measure the out-of-home audience. 

7 he mm hmr technique is n-<-«| prin- 
cipally b\ \. (". Nielsen Co.. which 




* 12.3 average rating Monday thru Friday 

And be sure to check KTVR's 
newest entry - "THE LATE SHOW" 
which delivers a 9.4 average rating!, 

Represented by BLAIR TV ASSOCIATES 



HTV/P «rf 9 

l\ I W IV CHANNEL Ml 

550 Lincoln St. Denver, Colorado 
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tails its machine the Audimeter. The 
\udimeter is a device attached to the 
radio or t\ set which automatically 
records on a moving tape the stations 
to which the set is tuned. The tapes 
are periodical!) returned to Nielsen 
for decoding and tabulating. Phis is 
coincidental measurement. 

Criticisms of the technique are: 

a. It cannot develop corollary in- 
formation about the audience: number, 
age. sex. 

b. All it measures is whether the set 
is turned on. It cannot show whether 
anyone is listening. 

c. It is difficult to measure the out- 
of-honie audience with an Audimeter. 

d. The cost involved in manufactur- 
ing and maintaining the machines and 
tapes is quite high. Because of this, 
sample size is minimal. 

► Combinations of the various tech- 
niques are used on some occasions. 
\ielsen, for example, uses a combina- 
tion of machines and diaries; Hooper, 
a combination of diaries, coincidental 
and phone immediate recall. 



Why ratings differ: Many people 
cannot understand why there are 
differences in ratings produced by 
one service from those produced by 
another. One obvious explanation, of 



course, is the differences and limita- 
tions in the techniques themselves. 
But, apart from this, it is important 
to understand that two surveys made 
at the same time in the same area, 
using the same technique, may very 
well come up with different figures. 
How can this happen? 

It is the result of ''laws of chance" 
or what statisticians call "sampling 
error." Without getting into a lot of 
technicalities, the concept of sampling 
error can be demonstrated simply. 

Get 500 poker chips: 200 red.' 200 
white, and 100 blue. Put them in a 
bag and mix them thoroughly. The 
problem is to estimate the ratio of 
red. white, and blue chips in the bag 
without counting the whole 500. 

Make a "survey " by taking a 
"sample" of 20 chips out of the bag 
and seeing how man) of the 20 are 
red, bow man) white, and how main 
blue. The correct answer should be 
eight red, eight white and four blue, 
or 40'T red, 407 white and 207 
blue. Suppose this process were re- 
peated three or four times. The odds 
against getting the same result each 
time are very great. It would be 
highly unlikely that you would come 
out with the correct "measurement" 
of 407. 407. 20% on anv one at- 



tempt. In other words, there is a \ aria- 
tion from the true fact in an; survev 
based on a "sample." 

If you were to take samples of 100 
chips instead of 20 chips, the chances 
of coming out with the correct propor- 
tions would increase. 

An experiment of this t\pe shows 
that no matter how carefullv a survey 
is made, there is a "sampling error." 

There are statistical formulas that 
show the si/e of the sampling error 
based on the number of interviews in 
a survey. To reduce the sampling error, 
you must increase the sample (the 
number of interviews) in geometric 
ratio. Here's where \ou run into prob- 
lems of cost. To reduce the sampling 
error by half, you must increase your 
sample four times. The research serv- 
ices claim the\ use a sample that 
is large enough to produce ratings 
within a reasonable range of accuracy 
for all practicable purposes; that the 
refinements that could be made would 
not be commensurate with the cost. 

Other differences: Aside from prob- 
lems of the size and distribution of 
the sample and the limitations of the 
various techniques, there are several 
other reasons why ratings differ. 
Some surveys measure the "aver- 
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age" audience of a program while 
others measure I lit* "total" audience. 
Suppose, for example, a I .wtttiintt* 
program ha* an audience of HM1 
people, and an hour program ha» an 
audience of 101) dilTerenl people for 
each component (|iiarler hour. The 
"total" audience of the hour program 
is 100 and that of the l.i-minnte prti- 
grani is 100. Hut the ""average"* 
audience of each program is 100. The 
"average audience" concept permits 
uniform comparisons of audience -size 
for programs of dilTereut length. 
"Total audience" concept reveals the 
full M/e of a programs audience re- 
gardless of the length of the program. 
Some techni(|iies measure "total audi- 
ence." others "average audience." 

DilTeietices in ratings mav also re- 
sult when surveys cover different areas. 
Some an* national in scope. Some are 
local. (Beware of applying a national 
rating to a local area.) One survev 
mav measure the audience in a sta- 
tion's entire reception area, \uother 
ma\ cover oulv a part of that area, 
such as the home counts or the city 
in which the station is located. 

The date of a survey and the period 
of time it covers also affect ratings. 
Special events, weather, programing 
eliatmes ma\ cause differences in listen- 
ingor v iewing. Becau*e of such factors, 
surveys made in different weeks tnav 
come up with different ratings. Sim- 
ilarly, a survev covering an eight-week 
period will not agree with a survey 
that covers only one week. 

In short, in comparing and evaluat- 
ing ratings, you must know: 

1. The sample si/e 

2. The technique used 

3. The area covered 

I The dates of the survey 

5. The length of period covered hv 

the survev under consideration. 



Spot Rate Cards 



It's iwortvnt to understand, first, 
that the national spot rate card is dif- 
ferent from the network rate card. 

Network rate cards are issued by the 
networks and generally depend upon a 
certain minimum number of stations. 
Discounts are based on a varietv of 
factors: number of stations used, num- 
ber of program units, total dollar vol- 
ume, time of day. Ibis is a discussion 
of the rate card for national spot ad- 
vertising. What are some of the things 



to look for'.'' P'rine bracket*, time unit-, 
fmprencv and volume discount*, pack- 
age plans, special features, and "line 
pr int. ' among othei thing*. 

1. Time brackets: Matron* have 
different rale cla**i(teatioii* for differ- 
ent lime* of tin" dav. 1 be*e "lime 
bracket*." starting with the highe*! 
rate, are identified in alphabetical se- 
quence Mich as (da** \ \. \, H. etc. 

There i* no standardization among 
*lation* a* to the number of time 
brackets or the lime period* included 



in each biaikcl. When making i om- 
pari*on* between Million*, it i- iuipoit- 
a nt that *iii h comparisons \„- made l»v 
timr of dav. not b\ rttlr rlawifntitiim. 
I here are often dilTeient designa- 



tion- 



Iwample - 

STATION Y 

\ 
i: 



for computable time. 

STATION X 

Highest late < la— \ \ 
\e\t highest \ 

If voil Were to roillpaii 
lions on the hasis of Class \ rales, you 
would he comparing the highest rale 
of "station ^ with l''e next hiidie*! tale 
of Nation \. whith i* misleading. 
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For SPECIALIZED 



SELL IN ST. LOUIS! 

The only nay to roach 
this vast Country and 
Western mar Let 




ST. LOUIS, MISSOURI 



770 KILOCYCLES 
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Quite often you will find different 
hours labelled with the same rate clas- 
sification. For example, on one station 
Class A A time may run from H:00 p.m. 
to 10:30 p.m. But. on another station 
Class AA might run from 7:00 p.m. to 
9:30 p.m. A comparison on the ba- 
sis of Class AA time, therefore, might 
he talking about two different times. 

In radio the highest rate classifica- 
tions are usually found in the morning 
between 7:00 a.m. and 9:00 a.m.. and 
in the afternoon between 4:00 p.m. 
and 6:00 p.m. In television the highest 
rate classification is found in the eve- 
ning, generally 7:30 or 8:00 p.m. to 
10:00 or 10:30 p.m. 

2. Time units: The usual formula 
for program units is: 
Half-hour 60% of the hour 
Quarter-hour 40% of the hour 
Ten minutes 30 lo 35% of the hour 
Five minutes 25 to 30% of the hour 

In the case of five- and 10-minute 
units, these percentages would run a 
little lower in radio than in television. 

As for announcements, most stations 
quote rates for minute announcements, 
20-second announcements, and 10-sec- 
ond announcements, sometimes re- 
ferred to as I.D.'s. 

Announcements may be scheduled 
between programs, when they are re- 
ferred to as "adjacencies" or "station 
breaks': or within programs, when 
they are called "participations.' 7 

There is much more variation from 
station to station in the ratio of an- 
nouncement rates to the hour rate than 
in the ratios for program units. 

In television, minute announcements 
are generally about 20% of the hour 
rate, but Class AA time may run as 
high as 25% or higher; and daytime 
may run lower than 20%. 

In radio, minute announcements will 
range from 10 to 15% of the hour. 

The 20-second announcement rate 
will generall) be the same as the min- 
ute rate, at least in television. The the- 
ory behind this is that a 20-second an- 
nouncement receives a better position 
than a minute announcement. Twenty- 
second announcements are often sched- 
uled adjacent to the popular network 
programs which have large audiences. 
In radio, on the other hand, you find 
a greater proportion of stations with a 
20-second announcement rate different 
from the minute rate. 

Ten-second announcements, known 
as station identifications or I.D.'s, will 
usually run about 50% of the minute 
rate in both television and radio. 




Some of the 
Nation's leading 
advertisers who 
have made their 
buy on WLW-I ! 



Angel Flake 
A yds 

B C Remedy 
Butterfield Potatoes 
Colonial Stores 
Dream Whip 
Fall City Beer 
Fisher Cheese 
Folgers Coffee 
Instant FeVs Naptha 
Instant Maxwell House C 
Jello 

Kahn's Wieners 
Kools 
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Stand By! WLW I . . . f, vc . w ; r0 new mr . m[jer 
Of iho f am u Cr Ir.y Group i road/ to throw 
the swif h ani q , n the a,r in Ind 3 napoli,! 
And. already, many p „. r, ha,e g rr .d u n 
on WLW I f, r ih M good r-a n : 

WLW-I Top Programs Fu ABC Nm„ v [- 
affiliuf n wifh the f'ne.t program,. PLUS 
Cro r>y rrqlnjfng program |l e }h e one- 
and nly P ut h Ly ,n s 50 50 Club and the 
famous ■ Midwestern Hayride." both te e- 
v' ed in COLOP! 

WLW-I Top Audience Tcp program, mean 
tap audence. So WLW-I will be picking 
in a full hou.e of TVaud ence to really brng 
home the busine s for <pon crs — lite the 
other Crosley Stafons. 

WLW-I Top Promotion 

promotion department is turning on the 
current all over to cover the trade fronts 
with mighty unmatched merchandisi ng — 
tying in products, programs, persona 'ties. 
So it's no wonder a long list of sponsors has 
already signed up on WLW-I i n Indianapoli:. 
Get your products on WLW-I . . . NOW! For 
your best buy . . . best buy WLW-I! 



newest member 
of the famous 
Crosley Group 



WLW- 



indianapolis 

MAXIMUM POWER/ MAXIMUM TOWER 

channel 13 




Full ABC Network Affiliation 
Sales Offices: New York. Cincinnati, Chicago 
Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco • Bomar Lowrance & 
Associates, Inc., Charlotte, Atlanta, Dallas 

Crosley Broadcasting Corporation, a division of 
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3. Frequency and volume dis- 
counts: The vast majority of news- 
papers have flat rates, hut in radio and 
television the granting of discounts, 
usually, hased on frequency, is the nor- 
mal practice. 

Freqncncv refers to the total num- 
ber of units run during a contract 
\car. There are wide variations from 
station to station in the number of dis- 
counts and in the size of the discounts. 
Here's a typical formula : 

FREQUENCY DISCOUNT 

20 times 5% 
52 times 10% 



101 times 15% 
156 times 20% 
260 times 25%, 

But even on a single station, varia- 
tions will occur in the discount struc- 
ture. There are often different dis- 
counts for program units and for an- 
nouncements, also from one time 
bracket to another. 

A few stations quote discounts on 
the basis of "tiines-per-vveek" together 
with number of weeks: or on total dol- 
lar volume spent over a specified peri- 
od such as a week, month, or year. 



4. Package plans: "Package plans" 
are discounts which are based on a 
minimum number of announcements 
per week. A 5-Plan, for example, 
means five announcements per week; 
10-Plan, 10 announcements per week. 
Package Plans are most often confined 
to announcements scheduled within 
certain times of day or programs. 

The Package Plan rate may be ex- 
pressed on a rate card either as a per- 
cent discount or in dollars. 

When expressed as a percent, it is 
important to determine whether the 
discount is taken from the base rate 
; (the one-time rate); or from the 
earned rate I the rate based on earned 
frequency ) . 

5. Special features: Frequently 
there will be programs that have spe- 
cial rates. These are covered bv rate 
cards in a "special features" section. 

6. Fine print: In every rate card 
there is a varietv of clauses that might 

I be called "fine print," but which merit 
careful attention. These clauses cover 
such points as rate protection, com- 
binability for discount purposes, con- 
tinuing rate, etc. 

► Rate protection. Whenever a sta- 
tion increases its rates, it is industry 
practice to give "rate protection ? to 
advertisers who are running on the sta- 
tion at the time of the increase. In 
radio, 12 months' rate protection had 
been the rule but there is a trend to 
reduce this to six months. In tv. six 
months is the accepted period. This 
means that if a tv station increases its 
rates, advertisers on the station, as of 
the date of revision, will not be affect- 
ed by the rate change for six months. 
A decrease in rate would take effect 
immediately. 

► Combinability. One of the problems 
covered in the "fine print" involves 
station policv regarding the combin- 
ability of different types of units for 
discount purposes. 

In almost everv case, program units 
are not combinable with announce- 
ments for frequency discounts. Minute 
and 20-second's are usually combinable. 

Occasionally, however, a station may 
stipulate that announcements in a low- 
rate classification may not be counted 
to help earn frequency discounts on 
' announcements in a high-rate classifi- 
cation; although counting high-rate 
announcements for frequency dis- 
counts on low-rate announcements 
might be permissible. ^ 
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HOW DO 

YOU GET 

ATTENTION 



FOR YOURSELF? 



This method might work - at least tem- 
porarily. But if yours is a quality television 
station, proud of a distinguished local 
record ... if it has developed an individu- 
ality respected in your market — this 
isn't recommended. 

Establishing a clearcut identity for your- 
self in advertisers' minds is becoming in- 
creasingly harder. (Since 1952, the nation's 
total of TV stations has increased from 108 
to almost 500.) Interpreting your local 
stature, selling your local identity against 
such competition — demands specialized 
representation. 

Representation burdened with over-long 
station lists, forced to use mass-produced 
methods, simply can't do the best job. 
That's why Harrington, Righter and 
Parsons concentrates full manpower and 
skill on a limited number of quality stations 
. . restricts itself to television only . . and 
tailor-makes a plan of specialized repre- 
sentation for each. Delivering the most to 
a few brings outstanding rewards. The 
stations listed here know (and are known). 




HARRINGTON, 
RIGHTER 
Sc PARSONS, Inc. 

NEW YORK • CHICAGO 
SAN FRANCISCO 'ATLANTA • BOSTON 



television — the only medium tee serre 



WCDA-B-C Albany WABT Birmingham WBEN -TV fl u #a/o 
mm Flint WFMY-TV Greensboro/ Winston-Salem 
WTPA Uarrisburg WTIC-TV Hartford WDAF-TV Kansas Cit\ 
WHAS-TV Louisville WTMJ-TV \filuaukee WMTW \It. Washington 
WRVA-TV Riehmond WS YR-T V S^raeuse 
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SATISFACTION 



Sponsor's 29 June article "Timebuyers Rate 
the Reps" gave us a good deal of satisfaction. 

Sometime ago a leading public opinion re- 
search organization made a strikingly similar 
survey for us. We conducted it to see how 
we could improve and expand our services. 
It covered the field ... comprehensively. 

The results of our survey put us in the top 
five of the more than fifty national represent- 
atives. We believe the results of Sponsor's 
and our survey were ... strikingly similar. 

There is deep satisfaction in knowing we are 
providing better service. And it makes us 
want to work that much harder to maintain 
and improve this record. 



AVERY - KNODEL 

INCORPORATED 



NEW YORK ATLANTA DALLAS DETROIT SAN FRANCISCO LOS ANGELES CHICAGO SEATTLE 



9 TIMEBUYERS 
OF THE U.S. 



A state-by-state listing of agencies active in 
spot buying, principally on a national add a 
regional basis, including: address and phone; 
names of timebuyers; names of accounts. In many 
cases accounts are grouped with buyer in charge. 
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HOW TIMEBUYERS OF THE U. S. WAS COMPILED 



The list of timebu\ers and their accounts which starts at 
right is prohabl) the most extensive such list \et published. 
The list has two sources: Primarily it is adapted from I 1) 
the summer 1957 edition of Time Buyers Register, published 
h\ Executives' Radio-TV Ser\ ice of Larchmont. \. ^. In 
addition the list contains (2) names which were reported 
directl) to sponsor. 

Time Buyers Register, which furnished its list to sponsor 
with permission for use here, is published three times a }ear 
and sells for 815 a copy. It has been issued for six years 
and is based on a nationwide survey of agencies. 

James Boerst. president of Executives" Radio-T\ Service, 
states that he uses as a basis for his survey all agencies 
listed in the Standard Advertising Register Agency List. 
Thus even agency so listed has had an opportunity for in- 
clusion here. In addition. Mr. Boerst has supplemented his 
mailing list from time to time with names of agencies who 
wrote and asked to be included. 

i>PONSOR in past years bad compiled its own list of U. S. 
timebuyers. This spring in preparing for this edition's 
publication, SPONSOR surveyed its own list, asking for up- 
dated information. Returns of agencies who replied by the 
deadline necessary were used as a check and supplement to 
the list furnished by Time Buyers Register. 

The Time Buyers Register list was modified In sponsor 
as follows: First, client lists at many agencies were 
shortened for space-saving purposes and in order to throw 
the emphasis on national and regional accounts. Accounts 
which appeared to be strictlv local in their distribution or 
the services they render were most frequently eliminated. 
Obviously it is not possible in all cases to tell the nature of 
an account s operation from its name. But in many cases 
the Register included a descriptive note which aided in 
selection. An asterisk 1*1 after the agency name is used 
to indicate that the agency s client list has been shortened. 



A dagger If I indicates this agency reported directly to 
SPONSOR. 

The listing is alphabetically by states with cities appearing 
alphabetical!) within the states. Names of agencies are listed 
alphabetically within the cities. 

Each agenc\ 's listing includes the agency name, address 
and phone number. Then in bold face appear the names of 
media executives (if they were reported to Register) and 
timebuyers. 

Accounts are then listed, followed b\ the name of the 
buyer assigned to that account. In cases where agencies 
prefer not to report which buyer handles which account 
I because it s a team operation or there are frequent rota- 
tions) buyers and accounts are listed separatelv. 

In describing accounts listed James Boerst states: ''All 
of the agencies listed . . . are represented to be active in the 
buying of radio and/or tv time, but there are some listings 
in which no accounts appear. In most cases this indicates 
that the agency s radio-tv accounts are inactive and had not 
resumed activity in time for the deadline for this issue. In 
a few scattered instances the agency has stated that policy 
forbids the listing of accounts, but these are definitely ex- 
ceptions to the rule. ' 

SPONSOR in most instances has eliminated listing of 
agencies which mentioned no accounts. Agencies so omitted 
which have since returned to active use of national or 
regional spot tv or radio, should so report to SPONSOR at 
40 E. 49th St., .New York 17. N. Y. SPONSOR plans to re- 
print the list in a convenient booklet and will be glad to 
expand its list to cover agencies which have not previously 
reported or which have recently become active on the air. 

The list starting at right will be continued in regular 
issues of SPONSOR during August and an addendum, if re- 
quired, will be published with the final installment. 

The next edition of Time Buyers Register will be pub- 
lished in September. 
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ALABAMA 

HiuMivi.ii ni 

ROBERT LUCKIE & CO. * 

II Offitr I'ark, /'. (>. Ituv 22."> I, Birming- 
ham i, Ma. Tremont 1-73.35 

Bcttc Wilson, John Forney, Robert Luckic 

\|jl>iiin;i Flour Mill- ( Mother- B<*-t Flour 
& Corn Meal), Forney, Wiison; lU'n.a Co. 
(jam-, jellies, pre-ene-l, Forney; II. F. 
Bird, Inc. (apple*, apple -aiirei, Wilson; 
Dixit- Coffer Ik, Forney; l)reiineii Motor 
Co. I Ceii. Motor- ag* . C Forney, Luckie, 
Wilson; Cold Seal Product* (dog food). 
White Pair> Co. (milk, cottage rhee-el, 
Forney, Wilson; H. I.. Zeigler, Inc. (meat 
product* I , Luckic, Wilson 

PARKER & ASSOC.* 

2().i (timer Bldg.. Birmingham, .tin. 51- 
aV>7, 51-8568; tbratuh office) 311 Moore 
Bhlg., Montgomery, Ala. Amherst 1-0721 

Woync Porker, Howord Sadler, Fronk J. 
Sego, Clifford Giles, John C. Hughes 

\la. Farm Hureaii I u-uraiicr Co.. Sego; 
Urniitc Co. of Ma. < lubricant- > , Sego; 
\zar Moat-. Giles; MulTalo Rock I'ep-i Cola 
Buttling, Sadler; C(donial Bakeries, Hughes; 
J. F. Dav ( Flexaluoi Mind-, awning*). Sod- 
Icr; Fred Goad Motor-. Sego; Royal Cup 
(toffee, tea. -pice-), Porker; \\ . L. Smith 
Poultry ("Smith's I'ride" frozen turkey*, 
rlliekew*). Parker; R. I.. Zeigler, Inc. (meat 
product-!. Porker 

YttUHLF. 

HOWARD BARNEY ADV. * 

306 St. Francis St.. Mobile. Ala. Hemlock 
3-6563 

Howard Borney, Autry Greer, Adele Hull, 
Lomor McLeod 

Ci)ina Doll (rhe & hratis) , Hull; Delrlrauni- 
( grocery chain). Hull; Fairliope Creamery, 
Greer; Mobile Gas Service Corp., Barney; 
Quality Southern Pine .\--oc. McLeod; 
Smith** Rakery. Hull 



ARIZONA 

PHOl.MX 

CHARLES H. GARLAND & ASSOC.* 

1309 Sorth Central Ave.. Phoenix, Ariz. 
Alpine 8-6928 

Charles H. Garland, pres.; Robert C. Gor- 
land, v.p.-rodio-tv; Avis P. Garlond, sec- 
retory-treosurer; Fran Brio, Al B. Pote, 
Paul Reeves 

\I\arado Tele\i:-i<>n. Inc.. Garland; \uieri- 
can Linen Supply. Pote; Bill Burn- Buick 
Co.. Garland; Butane Corp.. Pote; Crigler 
Mfg. Co. ( Decore-qne -hutter-C Brio; C & 
S Manufacturing Co. (car coolers). Pote; 
Cencral Tire Co. of Phoenix (distrilO. 
Gorlond; Hydraulic Brake Supply Co.. 
Pote; Tronrite Phoenix Co. (automatic iron- 



rr-t, Brio; Madi-oii Motor- I Find I, Brio; 
Ponieroy ^.-rta PlodllCt- ( o. ( lll.ll 1 1 ■■«-!■« ) . 

Brio; Miauge-I.anoloil, In. . <ro-uietie-i , 
Brio; /cli Pear..- X -mi- H urn. beer), 
Reeves 

II t -ON 

CABAT-GILL ADVERTISING AGENCY 

I'M \. ( hunk St., Tucson, triz. Maui 

2- 6262, Main 3 6101 

Ernest Cobot 

Montr Mau-ficid Motor- (Ford). I'i.uie.r 
Paint & \ arni-h ( 

SCOTT HENDERSON AGENCY' 

Santa Rita Hotel, Tucson, triz. Main 

3- 5 125 

Jean Hcndcrcr, Scott Henderson, Bill 
Pcglcr 

\nto Plain- HIeetric Co., Buxton-Smith (beer 
distrib. I, Ca|)iii'- Department Store. Gold 
Arrow Maillps (trading stamp-). Creyhoiiud 
Parks of Ariz.. \uway Cleaners. >nu Wran- 
gler- (alum, awuing-l 

S. J. KOSSACK & ASSOC.* 

218 l( est Elm, Tucson, Ariz. Main 3-1731 

Mary Ann Aboskctes 

Reandry Motor ( Chrysler. Plymouth). Bur- 
den Co.. Lucky \Vi-hl>one (food). Roman 
Metal Products (-liding gla-s door-), Sol 
Lite (\enetian blinds & awning*). \\ alli- 
Cleaner* (dry cleaners) 

ARKANSAS 

l.tTH.h HOCK 

S. M. BROOKS AGENCY* 

\th Fl., I nion Xational Hani; Bldg.. Little 
Hock, Ark. Fr. 2-1874 

\rkan-a- Foundry Co.. \rkan-a- Power &■ 
Light Co.. Black & White Fowl "More-. Critz 
Chevrolet. Colonial Baking. M unary Oven 
Toaster. Merling Store- (department stores). 
Stebbin- & Roberts (paint mfg.) 

THOMAS C. HOCKERSMITH & ASSOC.* 

1012 Pyramid Bldg., Little Rock. Ark. 
Franklin 5-7289 

Thomas C. Hockersmith, R. P. Nestlebush 

\rk. Frozen Food-. >o. F<|uitable Life In-.. 
Western Meats l whole-ale meat prod-.! 

CALIFORNIA 

KiVKBt.\ HILL- 

BOZELL & JACOBS 

310 \ . Rodeo Driie. Beverly Hills. Calii. 
Brailshaw 2-2081 

David R. Brown 



C. B. JUNEAU* 

KII7 Itthkir* lllnl. Ileterh Ihlh, ( nhj. 
(Hue .1 1 770 

Anona D. Hansen 

Brian < )ld-i i dole. Wilkin- Puniue 

I.I 1(11 \ N K 

DAVIS & BLACKV/ELL 

!Ml7 It est Mannolra Mid., Burhanl . 
( all I. / (i tortu 9-2% \ 

Walter Davis, pres.; Frank Blackwcll, v. p. 

IH1--NO 

RUSSELL W. LAKE AGENCY* 

1260 1/. .S/recr, .Sm/e 207, I re\rio 21, 
( alif. tmhrrst 8.7039 

Cecil Lake, Russell W. Lake 

lie-e & I- ir~t.-nli.-r-. r 'pump-, farm imple- 
ment-), rre-m, M.oanuu Mfg. ( ,,. 

GERALD F. THOMAS ADVERTISING' 

112 Patterson Hide, Fn snt,, < alii. I '.OTI 

George L. Thomas, Alberta Duvall 

Vila \in.-yar.l- (C\C Win.--), Borden's 
Dairy Descry (...., (Vila Vineyard- ( Ri-t-\ 
Ro- Crape J litre; Cella. Parma Wine-), 
>an Joaquin Baking, Finland Industries 
(sulphur, -eerl-, fertilizer-, in-e. tieide-) 

(.l.KNDM.K 

TOM WESTWOOD AGENCY* 

105 F. Lexington, Chmhile. (alii. ( ka/i- 
man 5-5051 

Tom Westwood, pres.; Norman M. Blancy 

Bible Trea-ury Hour, Lutheran Hour "»n. 
Calif.), \ nice of China and \-ia 

IIOt.t.*l WOOD 

BROOKS AGENCY* 

1610 A r gyle Air., llolhuood 28. (alii. 
Hollywood 4-1158 

Jeon G. Shoy, medio dir. and timebuycr 

Bekin- Nan & Morage. I'p.rt of l.o- \ngelc. 
W e-tern Holly \ppl-an.e I'm. 

GRANT ADVERTISING 

1680 \. ( inc. llolhuood 28. (alii, llolh- 
uood 1-9231 

Lois Green 

Vuto-l.ite. ( oppert.me. Dr. Pepper (-..ft 
drink- 1. Dodge Dealer- of I."- \ngele-. 
Dodge National i> (.alif. region). (,. M. 
Gijimini X Co.. .1. \. Ilogle \ ( r... Mar- 
(piardt \ircraft < .o. 

KENYON & ECKHARDT* 

6253 llolhuood Blul.. llolhuood 28. 
(alii, llolhuood 3-2101 

James W. Staples, media dir.; Karen 
Lo Porte 

Cla— Container Manufacturer- In-titnte. 
Pep-i Cola Bottling C«. (Los \ncele-. *-anta 
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\na, Tulare), Lincoln-Mercury Dealer 
Assoc., Quaker State Oil Refining Corp. of 
California, Shell Oil Co., Staples; RCA Vic- 
tor Distributing Corp. (Southern Calif.), 
La Porte 

RAYMOND R. MORGAN CO. 

6233 Hollywood Blvd., Hollywood 28, 
Calif. Hollywood 3-4191 

Terri Brady 

J. A. Folger & Co. (coffee), Nchi Beverages 
of L. A., Paul Klein Industries, Inc. (42 Oil 
Shampoo, Lemonized Creme Shampoo, Hair 
Oil Tonic, 42 Hair Spra) ) , Planters Nut & 
Chocolate Co. 

ROSS ROY, INC. OF CALIFORNIA 

1680 A. Vine St., Hollywood 28, Calif. 
Hollywood 9-6263 

Jos. G. Mohl 

Aseptic Thermo Indicator Co., Bugs Bunny 
Frozen Juices, Dad's Root Beer Bottling Co. 
(L.A.), Dodge Div., Chrysler (trucks), 
Exide Batteries (L.A.), The Honey Co., 
Prepared Products, Willard Storage Batten 
Co. (L.A.) 

STODEL ADVERTISING CO. 

5611 Melrose Ave., Hollywood 38, Calif. 

Hollywood 9-7163 
Edward C. Stodel, Clifford Levine, Ralph 
Pollack, Charlotte Stodel 

Columbia, Long Beach (dept. store), Bar- 
nett Buick, Crown Finance Corp., DeWalt 
Power Shop (power tools), Eastern Colum- 
bia Dept. Store, Eclipse Sleep Prods, (mat- 
tresses), Knapp-Monarch Co., West Coast 
(electrical appliances), United Artists Pic- 
tures, S. Cal. 

WADE ADVERTISING AGENCY* 

6381 Hollywood Blvd., Hollywood 28, 

Calif. Hollywood 4-7457 
Snowden M. Hunt, Jr., v. p.; Edgar C. 
Pierce, radio-tv dir. 

Aireloom Bedding Co. (llollandaire, Vita- 
genic & Rip Van Winkle Mattresses), Calu- 
sa Chemical Co. (Diasof, Woolyn, dye prod- 
ucts), L. A. Smoking & Curing Co. (smoked 
fish), Joe D. Maggio. Inc. (fresh carrots), 
Miles Calif. Co. (Alka-Seltzer, One-A-Day 
Brand Vitamins, Tabcin, Bactine), National 
Van Lines, Inc., Paper Products Co. (shelf 
paper, napkins), Sebastopol Apple Growers 
Union (Appleland brands). See's (candy 
shops), Tappan Stove Co. 

LOS ANGELES 

R. H. ALBER CO. 

439 A'. Larchmont Blvd., Los Angeles 4, 
Calif. Hollywood 9-8273 

Pauline Hagen, v. p.; Fred L. Allen, a.e. 

Christian Science Comm. on Publications for 
Southern Calif., Allen; Christian Science 



Radio Comm. of Los Angeles County (lec- 
tures), Allen; Gospel B'casting Assoc. 
'Evangelical talks and publications), Ha- 
gen; Unity School of Christianity (radio 
talks and publications). Hagen 

BANNING CO. 

3142 Wilshire Blvd., Los Angeles 5. Calif. 
Dunkirk 8-3156 

Marilyn J. Page 

Minthorne Music Co. (Telefunken radios), 
Phelps-Terkel (retail apparel), RCA Dis- 
tributing Co. (Hoover Steam Irons) 

BARNES CHASE CO.* 

3150 Wilshire Blvd., Los Angeles 5, Calif. 
Dunkirk 4-1193 

Ashby Starr, v. p. & mgr.; George McPhail, 
marketing mgr.; Charles Smullen, prodn. 
mgr.; Bianca Magoffin, acct. exec; Patti 
Higgins, publ. dir.; Marion Vilmure, me- 
dia dir. 

Charm of Hollywood, Counsellors National, 
Inc., Interstate Engineering Co.. Lov-e' 
Brassiere Co., Martin Manufacturing Co., 
Frank B. Miller Mfg. Co., Inc., Rohr Air- 
craft Corp. (recruitment) 

BBDO 

6363 Wilshire Blvd., Los Angeles 48, Calif. 
Webster 1-1234 

Jack Newell, media dir.; Murray Don- 
nelly 

American Broadcasting Co. (L.A.), Newell; 
North American Aviation (employment), 
Donnelly; Rexall, Newell; Treesweet Prods, 
'orange juice), Donnelly; Vitamin Corp. of 
America (Rybutol, Intracel), Newell; West- 
ern Airlines, Newell 

BECKMAN, HAMILTON & ASSOC. 

365 S. Fairfax Ave., Los Angeles 36, Calif. 
Olive 3-0910 

Alan Harvey, Milton J. Beckman, Harry 
Walstrum 

Alpha Chemical Co. (Fix-So). Beckman; 
Atlantic Fur Co., Harvey; Big Four G. M. 
Dealers, Walstrum; Calif. Commissaries 
(coffee service), Harvey; Hub Furniture 
Stores (appliances), Beckman; Orange Jul- 
ius Sales Co. (Orange Julius Drink), Beck- 
man; Reliable Mortgage Co.. Harvey, Beck 
man 

BERGHOFF ASSOC.* 

511 A r . LaCienega Blvd., Suite 201, Los 
Angeles 48, Calif. Olympia 2-2850, Olean- 
der 5-7536 

Jerry Berghoff, pres., timebuyer; Jeanne 
Shaeffer, media dir.; Annette Michaels, 
ass't. timebuyer 

Vlladin Plastics (housewares). Annette of 
Hollywood (maternity bras). Beverly Mfg. 



Co. (plastics), Bra-NV Brands (brassieres), 
Kernels Cigar Co., Klasco Products Co. (de- 
odorants) , Stanley Chevrolet 

THE BOGERTS, INC.* 

842 Seward St., Los Angeles 38, Calif. 
Hollywood 3-6871 

E. V. Bogert, Zepha Bogert 

Cal-Dak Co. (housewares), Z. Bogert; 
Calif. Consumers Corp. (Prime Froz-n fruits, 
vegetables), E. V. Bogert; Derm Medical 
(ethical drugs), Z. Bogert; Flexnit Co. (gir- 
dles), Z. Bogert; Grace Corset Co., Z. Bo- 
gert; Miller's Money Co.. E. V. Bogert. 

CALKINS & HOLDEN 

712 South Curson, Los Angeles 36, Calif. 
Webster 6-5145 

William A. Chalmers, v. p., mgr. 

Littoii Industries, Inc. (electronics), The 
Rand Corp. (research and development) 

THE CAPLES CO. 

301 S. Kingsley Drive., Los Angeles 5. 
Calif. Dunkirk 7-4255 

Nina Dallair 

Aeronaves de Mexico, Aim Products Corp., 
Congress of Motor Hotels (motel assoc.), 
Queen Shops, Rupert Brand Fish Co., Union 
Pacific RR 

MILTON CARLSON CO.* 

3450 Wilshire Blvd., Los Angeles 5, Calif. 
Dunkirk 8-9464 

Ruth E. Johnson 

Art Frost. Circus Foods, Inc., Desmond's, 
Inter-Am Div., S.D.A. (religious, Spanish) , 
The Laymen's Hour, Sleep-Eze Co., Inc., 
Southern Calif. Plastic Co., Superior Optical 
Co., The Voice of Prophecy, Inc. (religious) 

COMPTON ADVERTISING 

8733 Sunset Blvd., Los Angeles 46, Calif. 
Olympia 2-7180 

Myro Milgrom, media dir. H'wood office 

CONSOLIDATED ADVERTISING DIREC- 
TORS* 

8762 Holloivay Drive. Los Angeles 46, 
Calif. Olympia 2-2331 

Bentley Morriss, Mitchell Neal 

National Pharm. Co. (drugs), Neal; Saw- 
yer Schools of Business (speedwriting short- 
hand instruction), Morriss 

DOYLE DANE BERNBACH 

606 Hobart Blvd., Los Angeles 5. Calif. 
Dunkirk 8-2233 

Jerome Howard, Claire Koren 

Cole of California (women's swim suits), 
Max Factor & Co. (cosmetics). E & J Gallo 



TV AND RADIO BASICS 



Winery, Lear. Inc. (airplane pari-), Mi--ii>u 
\pplianrr Corp. (water heater*). Ohrbi.cli'* 
((li'partiin'iit store), Polaroid I orp. (cam- 
era-.), lvevrll, 1 lie. iiip> & hobby k. it uifg.), 
Sav-Ou Drug More-, \\ tl-ltir*' Oil Co, (ga-, 
oil) 

THE EDWARDS AGENCY 

Kdivurds Bldg., 91a \. LaCU-nega Mid.. 
Lox -tngefes l(\ Calii. Oleander 5-7H.">() 

Edward L. Kablitz 

City National Hank. Lee Hotel- of Califor- 
nia. Mirror Bright Poli-h Co. (auto gla/e). 
Sanitary Maltre— Co. 

ERWIN, WASEY & CO.* 

5(>k"> Wilshire Blvd., Los Angeles 36. Calif, 
Webster 1-1211 

Charles J. Hclfrich, radia-tv media dir.; 
Muriel Bu Mis, ass't. radia-tv media dir.; 
Raland Gallman, June Kirkpatrick, time- 
buyers 

Albcr* Milling Co, (Fri-kie-, Carnation Cum 
Flake-. Mber* Oat-. Mber* Flapjack Mix. 
Alber* Feeilt, Gallman; \ri/ona Brewing 
Co. ( \-l Pilsner Beer). Kirkpatrick; Con- 
solidated Cigar Corp. ( Dutch Master Cigar-, 
Western state- only). Kirkpatrick; Carna- 
tion Co. («**ap. milk. Topic), Gallman; 
Carnation Co. (Simple Simon Fro/en Foods) , 
Kirkpatrick; Carnation Co. (frc-h milk, ire 
cream, malted milk). Kirkpatrick; Instant 
Milk Co. (Carnation ln-tant Milk. Carna- 
tion Instant Chocolate). Kirkpatrick; Nor- 
he-t Canning Co. Spirit of \nr\va> Sar- 
dine-), kirkpatrick; L. Ho-e & Co. I Bose's 
Lime Juice), Kirkpatrick; \ an Camp Sea 
Food Co. I Chicken of The S,. a Tuna. White 
Star Tuna). Kirkpatrick; White King Snap 
Co. ( While King Detergent. White King 
Soap, 11 Western -tales only). Bullis 

FOOTE, CONE & BELDING* 

900 Wilshire Blvd., Los tngeles 17. Calii. 
Madison 9-3611 

Gene Duckwall, v. p. -dir. af media; Lydia 
R. Reeve, chief timebuyer; Helen Maare, 
ass't. timebuyer 

Brea-tO'-Chicken Tuna, Inc., Bnllock's 
Downtown (dept. store). Cala\o Grower? - . 
Inc. (avocados), Lockheed \ircraft Corp 
(institutional). Pacific Mutual Life Insur- 
ance Co., Pnrex Corp.. Ltd. (bleaches, deter- 
gents), Rbeingold Brewing Co. (beer), 
StanlTer System ( Reducing Salon-), s unki-t 
Growers l-belf. frozen & fre-b) 

HEINTZ & CO.* 

611 Wilshire Blvd., Los Angeles 17. C.alij. 
Madison 9-3181: 240 Stockton St.. San 
Francisco. Garfield 1-0177 

Diana M. Wear, media dir. 

Flotill Products. Girard's (salad dressing). 
Hancock Oil Co.. KmmWn Creamery Co.. 



I . ii / 1 .i it i j < - I .ollee, Oiieiital I' (mil-. Inc. (Ja.i 
I -\\ ine ( liinese Foods) 

HIXSON & JORGENSEN' 

3237 II ihhire Blvd., Los lngrlr\ .>, ( ahl. 
Dunkirk 8-3121 

Harriet M. Weigand 

Mpb.i Beta Markets, Inc. (chain), \rms\ 
bead and Pniila- Waters, Beanie \ ne- '.nip. 
(NutriTmiic biir preparatu r.«) , Carrii r 
Corp., Day X Night Di\. 'water, -pace and 
forced air heating, air enndil inning ) . Pavue 
Flirnaei- Div. i furred air heating, air rnudi- 
tinning). Challenge ( ream & Butter \s-n.. 
Cinch Product- (cake mixes), Finn Fund* 
Pi ires-ing Co. (eoITre blender), KierulfT & 
Co. (Motorola X Webcor di-lr. ). Mae'- >n- 
per Gin-- Co. (auto pnli-be-). O'keefe & 
Mcrritt i ga- range-, wa-her-dr>rr) , Ileal 
Gold Cn. (citrus ennrrntrate-. wine vine- 
gar), Hichfiebl Oil Corp., Behrig Manufac- 
turing Co. I White llon-e all-pnrpnse dress 
and French dre— ing), Knl-Bite Pen Co., 
\L.NT Spani-h Food Co. (fre-h laniale-. 
enehilades, Spanish food-) 

HONIG-COOPER CO. 

6399 II ihhire Mid.. Los Angeles 18, Calif. 
Webster 8-2131 
For accounts see S. F. li-ting) 

HOWARD M. IRWIN & ASSOC. 

2806 If est Seventh St., Los Angeles 5. 
Calif. Dunkirk 8-1219 

Howard M. Irwin 

1 nited State- Borax & Chemical Corp.. Pa- 
cific Coa*t Borax Div. 1 1 reahor. Bora-cu & 
Pol) bor-Chlorate Weed Killers) 

JOHNSON & LEWIS ADVERTISING 

6399 Wilshire Mid.. Los Angeles 18. Calif. 

Jean Replaglc, media buyer 

Nic L-Silver Battery Co.. Bob Baer Chev- 
rolet 

LEE & ASSOCS. 

8237 Beverly Mi d., Los Angeles 18. Calif. 
Webster 3-9349 

Leo Pcarlstein, Caralyn Larentzen, H. H. 
Roberts 

Calif. Turkey Advisory Board, Peorlstein; 
Kohl Gold of California, Peorlstein; So. 
Calif. Poultry Co. ( Poppy brand turkeys), 
Larentzen; Superior Honey Co.. Roberts; 
W illard-on Co. (Norbe-t turkeys). Pearl- 
stein 

LITTLE AND CO. 

3719 Wilshire Bird.. Los Ingeles 5, Calii. 
Dunkirk 91267 

Gayb Little 

\dobr Milk Farm-, Ol-nn Brothers Inc. 
1 rges) 



THE MAYERS CO.* 

2.(01 // . Third S/., Los inurles r ,7, < ahl. 
Dunkirk K-2111 

Beth Brobcrg, media dir. 

Bauduii Fritili/iT ( <>., I liillni.in < and} Co., 
Midler Urn-., N-,ir*. Kin-Inn k ll.\. iirnl 

CHARLES H. MAYNE CO. 

KW7 // Melrose l'la> r, Los Uti les 16, 
( ullf. Olive 3-09% 

Eugene P. Ramsay 

Mutual <.ilrus Product- Co. (M.(..P. hranil 
pei tin, ( aiiueil and fro/mi citrii- juices, cnu- 

eelltrate- ) 

MC CANN-ERICKSON* 

332.") Wilshirc Blvd.. Los Ingelrs .">. Calif. 
Dunkirk 3-3301 

Mary Kay Cain, media dir.; Patti Mc- 
Donald 

\dnlpb'- Ltd. (meat tenderizer, -alt sub-ti- 
tute), Bell Brand Foods (potato rhips, pea- 
nut butler, corn chips). Broadway Depart- 
ment Stores, Coca Cola Bottling Co. of Los 

\ngeles, Coca-Cola Bottling Co. of San 
Diego, and varinn* regional bottler*, Gordon 
Bread Co., Lemon Produrt- \ilvi-ory Board, 
So. Calif. & So. Counties Ga- Cn. d'tiliiy), 
Technicolor Corp. 

ARTHUR MEYERHOFF & CO. 

84f>7 Beverly Blvd., Los Angeles 4fl, Calif. 
Olive 3-1633 

James J. Ward, Lyle E. Westcatt, Hugh 
Mackenzie 

Louis Milani Food- (salad dressing*, mixes, 
mi-c. sauce-), Ward, Westcatt; Midwest 
Fruit Flavors Oonny Boy fruit flavor-, soft 
drinks). Mackenzie; Sumy Boy Chocolate 
Milk Fortifier 

DAN B. MINER CO.* 

301 S. Kingsley Drive, Los Ingrlcs 5, 
Calif. Dunkirk 8-3301 

Kay Ostrander, exec, timebuyer; Sylvia 
Schultz, timebuyer 

Mnerican Beauty Macaroni (macaroni prod- 
ucts). Schultz; Blue Cross of Nuitliern Cali- 
fornia. Schultz; Buirk Dlr*. \s#n. (1„ A. 
Metropolitan), Schultz; Bu-Tay Product*. 
Ltd. I Bain Drop- water conditioner. George 
wall and linoleum cleaner. Diaper >weet), 
Ostrander; Freeman's Certi-Fre-h Foods 
(frozen fish), Schultz; Green "'pot (orange 
drink* . Schultz; Hoffman Televi'ion <.orp. 
i tv -e|s), Ostrander; Interstate Bakeries 
Corp. (Log Cabin. Roman Meal. Weber's 
Blue "*eal Bread-). Ostrander; Kerr Glass 
Mfg. Corp. (home canning equip.*. Os- 
trander; S 3n t a Fe \ inlage l.n, (wines). 
Ostrander; Thrifty Drug "store*. Schultz; 
\ on's Markets (supermarkets), Schultz 
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MOGGE-PRI VETT 

712 >'. Cursor/ Ale., Los Angeles 36, Calif. 
ITebster 6-7213 

Jane Lcider, media dir. 

\mcrican National Foods, Inc. (Blue Goose 
fresh produce). California Lima Bran Grow- 
er* \ssoc, Fradelis Frozen Food Corp. 
(Fradelis frozen dinners). 1 1 < > 1 1 > Sugar 
Corp.. Jeivc) maid Milk Prods. Co.. Lindsay 
Ripe Olive Co.. Seven-Up Bottling Co. of 
1 .()> Ingelos, Sturdy Dog Foods 

ELWOOD J. ROBINSON & CO. 

1111 II il shire Bird., Los Angeles 17. Calif. 
Mutual 6293 

Robert C. Neuman 

Calif. Dried Fig Advisory Board, Dept. of 
Water & Power, Los \ngeles, Loma Linda 
Food Co., Paekard-Bell Co. (radio-tv sets). 
Utility Appliance Corp. (gas ranges, heater, 
air cooler equip.), Wilco Co. (household 
products) 

ROCHE-ECKHOFF & LEE* 

8721 Beverly Bird.. Los Angeles 48, Calif. 
Oleander 5-7670 

Irving Eckhoff, Frank Roche, Bob Lee, 
Martin Barcon, Bill Garr 

Bar M Meat Prods., Barcon; Calif. Shopper. 
Eckhoff 

RUTHRAUFF & RYAN 

3410 Wilshire Bird., Los Angeles 5, Calif. 
Dunkirk 8-0571 

Betty J. Llewelyn, media dir. 

Pacific Finance Corp., The Frito Co. — West- 
ern Division, Llewelyn 

SMALLEY, LEVITT & SMITH 

6 13 5. Olire St., Los Angeles 14, Calif. 
Mutual 5336 

Helen Sullivan 

Los Angeles "Times", Lyon Van &• Storage 

BARTON A. STEBBINS 

3142 Wilshire Bird., Los Angeles 5. Calif. 
Dunhirh 8-8183 

A. W. Gudelman, Nat Jeffras 

Brewster's Food Supplement, Jeffras; Cer- 
tified Grocers (coffee), Gudelman; Shontex 
(shampoo and hair conditioner), Jeffras; 
Signal Oil Co. (gasoline), Gudelman; 
\ogerall Prods, (pharmaceuticals), Jeffras 

STROMBERGER, LaVENE, McKENZIE 

600 S. Lafayette Park PI., Los Angeles. 
Dunhirh 5-221 1 

George Anthony, media dir.; Marguerite 
Nash, Helene Sellery 

General Petroleum, Nash; General Electric 



Appliances, Plymouth Dealers of S. Calif., 
McCulloch Motors, Sellery 

J. WALTER THOMPSON CO. 

6505 Wilshire Bird., Los Angeles 18, Calif. 
Olire 3-0300. Teletypes LA 112 

George Weaver, media dir.; Ralph Stark- 
weather, assoc. media dir; Eileen Henri- 
quez, Joy Mallicoat 

Boyle-Midway (household & garden aids.) , 
Mallicoat; Douglas Aircraft Co., Stark- 
weather; Ford Dealers advertising \--oc 
of Southern California, Henriquez; Ford 
Dealers \dverlising Assoc.. Salt Lake City. 
Henriquez; Schlitz Brewing Co., Mallicoat; 
Shell Oil Co. (gasoline, motor oil), Malli- 
coat 

MILTON WEINBERG AGENCY* 

6523 Wilshire Bird., Los Angeles 18, Calif. 
Olire 3-2300 

Joel W. Stearns, Bf bbie Carrillo 

Butler Bros. Dept. Stores, Capitol Milling. 
Comar's Shoe Stores, Graysons. May Co., 
Pep Boys. Progresso Food Prods., Star-Eye 

WEST-MARQUIS* 

1220 Wilshire Bird., Los Angeles 17. Calif. 
Madison 9-2214 

Marie Maier 

E. F. Ilutton S. Co. (stockbrokers), \orris 
Thermador Corp. (Xonteware), \orthrop 
Aircraft. Inc. (personnel), Thermador Elec. 
Mfg. (kitchen ranges) 

WESTERN ADVERTISING AGENCY 

4848 Wilshire Blvd., Los Angeles, Calif. 
Webster 8-2681 

Edward E. Keeler, Norine Freeman 

Librascopc, Inc. (instruments), Ontra Cafe- 
terias 

OAKLAND 

AD FRIED ADVERTISING AGENCY 

160 Santa Clara Are., Oakland 10. Calif. 
Olympia 4-3773 

Ad Fried, radio & tv dir.; Mary Lynch, 
chief timebuyer; Kay Bachrach, Gerhard 
Jacobi, Eileen Erbe, timebuyers 

ASSOCIATED ADV. COUNSELLERS* 

610 - 16//, St., Oakland 12. Calif. Tern- 
plebar 6-2952 

J. Ward Wilkinson 

Ed Deemer Buick Co.. Good Chevrolet (deal- 
er). Holly Meat Packing Co., Montgomery 
Ward, Nordic DUlrih-. (Scandinavian food) 

REINHARDT ADVERTISING 

1736 Franklin St., Oakland 12. Calif. 
Tern plebar 2-2408 

Leo Bowman, Adeline Schow 



Cardinet Candy Co., Walter N. Boy sen Co. 
(paint), Kilpatrick's Bakeries, Pai-T-Pak 
Beverage Co., W illiam's Bakery 

GEORGE E. S. THOMPSON, ADV. 

1006 Pierre Bldg., Oakland 12, Calif. 
Twinoaks 3-9193 

George E. S. Thompson 

Controlador Co. (garage door hardware). 
Dick's Home Furnishings (carpets, furn.) 

kiu.ksiih: 
JIM SMUTZ* 

3859 Main St., Riverside, Calif. Overland 
4-3305 

Jim Smutz 

Huffman's Furniture, Warren-Anderson Co. 
( Ford dealer) 

s\\ cMfl.Os 

STURGE5 AND ASSOC.* 

1107 Industrial Road. San Carlos, Calif. 
Lytell 3-8071 

Helen Grace 

Rod McLellan Co. 

SAN DIEGO 

THE ARMSTRONG CO.* 

548 Spreckels Bldg., San Diego 1, Calif. 

T. G. Armstrong, G. E. Vinson, Don 
James, Ray Garcia 

Peck Buick Co.. Vinson; Radio Station 
KSDO, Vinson; San Diego Insurance Agents 
Association, James; Station KFSI). radio-tv, 
Vinson; U. S. Grant Check Exchange. Arm- 
strong 

DAN LAWRENCE CO.* 

339 W. Broadway, San Diego 1, Calif. 
Belmont 3-1171 

Lucie S. Steed 

Cantor Bros, (self-service gas chain). Dis- 
tributors, Inc. ( \\ estinghouse ) . Emerson of 
So. Calif, (distrib. ). Fuller Ford. Alary 
Monroe Stores (retail clothing). Mexican 
\ illage (Mexican food brokers). Morrison 
Supply (bldg. material distrib. I 

PATTEN-HOLLOWAY AGENCY* 

417 Bank of America Bldg., San Diego. 
Calif. Belmont 4-5106 

William H. Patten, Jos. P. Holloway, 
Winkie Leifeste 

American Cleaners (dry cleaning), Patten; 
Dr. Campbell, dental. Holloway; Hai/lip 
Pharmacies. Patten; Marsi's Dress ->hops. 
Leifeste; San Diego Fertilizer Co., Patten; 
San Diego Gas & Flee. Co., Holloway; Na- 
tion KFMB-TV, Holloway; Streicher's <hoe 
Stores. Patten; Tyson Pontiac. Holloway; 
Yerdee Products. Patten 
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THE PHILLIPS-RAMSEY CO' 

.501 h\ St., San / Ht'ffo I, ( alii, Itrlmvnt 
16 101 

R L. Phillips 

\rtlmr Munu) S*iidius of \m Diego, ( itv 
( ilirvrolet Co., Food lta*kct i >u{mt market 
chain), ('olden Tulip Food-, (potato chip*.l, 
Imperial latui X Jellies I food packer). 1 - ii 1 1 n - 
lev Cmp. ifi-diiug r<[!iipinr ni > . Mt*\ieali 
Brewiug Co., I \ a > • ( )- 1 ti «• Corp. of \merica 
I Fiborgla- awning-.), s an Diego Milk Coun- 
cil, \\ alkiT-St nil < o. (dept. -lore) 

THE TOLLE CO.* 

.1.55.1 Kettner liltd.. Sun tiicgo 1, Culil. 
(.\ press 8-7101 

Muriel Tollc 

I!-/ Window-, (alum. ey»einoul win- 

dow-), Mauhcr-Waiigeiiltcim Co. i Point 
I, tuna canned food-), Qualilee Dairy Prod- 
net-, \— n.. \\ ilbnr-Kllis Co., >an Diegti Div, 
(fertilizer-. in-eeticidt*«. garden -npplie-) 

BBDO* 

120 Uontgomi'rv St., San Francisco 1, 
Calii, Fxbrook 7-1122 

Betty Share, chief timebuycr; Frances 
Lindh. Laurie McCagg, Pat Flynn 

Hank of Vnieiiea. Flynn; Riirgermei-ler 
Brewing Corp., Lindh; Cling I'each \dvi — 
ory Hoard, Share; Furenioxl Dairies, Share; 
M.J.B. Co. 'coffee, lea & rice). Share; 
"Norllimp kins & Co. (seed-). Share; Pa- 
rifie Ca* & Klec. Co.. Share; Pacific Tel. & 
Tel.. McCagg; Spreckel- Sugar. Lindh; 
Standard Oil Co. of Calif., Share; SuillilP 
Bakeries, Share; l'. S. Steel. Coal Chemical 
Sales l)iv„ Share; I 1 . v teel. Columbia- 
Cene\a Div., Flynn. 

BOTSFORD, CONSTANTINE & GARD- 
NER* 

61) Market St., San Francisco. Calii. Ex- 
brook 2-7565 

Mary C. Ferriter, media mgr. 

Calif. Prune \dvisory Hoard. Hawaiian 
Steam-hip Co. (travel). Japan \ir Line Co., 
I.illi \nn Corp. (women's clothing). Lucky 
Stores t-nper market*). Pope & Talbot 
<»teaiu-hip eo.C Poultry Producer* of Cen- 
tral Calif,. Sego Milk Products (canned and 
dried milk). The ^coll Co. i construction) 

BROOKE, SMITH, FRENCH & DORRANCE 
OF THE PACIFIC COAST* 

149 California St., San Francisco, Calii. 
Yukon 6-6836 

Doris E. Williams 

Boas Pontiae. Brighton Fi-h Co. I frozen -ea 
food div. of Safeway Stored. Folger- In- 
stant ColTee, \V. P. Fuller Co. I glass div.). 



(>ranu\ (.oo-e Food- I potato arid coin i hip-, 

kr.in Komi, ( . n 1 1 ( ai ■ I I li I. it'- ( o., Tulv 

I Ileum al I .<•. iTj-D II.. I > 

BUCHANAN & CO. 

155 Montgomery St., Sun k rum 1st o, ( ulit. 
) ukun (> 2V27 

Gertrude Macllcr, media dir. 

DON L. BURGESS AGENCY' 

I .">/>- 2"//i St., Sun Frani t%< i>, (ulif. Mis 
si on 8- 22.57 

Don L. Burgess 

Pano la Nylon lln-iei) I .i»„ I tiited Jet ln-1. 
i jet aircraft training school) 

CAMPBELL-EWALD CO. 

2*1.1 Montfiorncn, San Frundsco I. (alii, 
hxlirauk 2-0115 

Bcrnicc Rosenthal 

L. C. COLE CO.* 

106 Sutter St., San Frundsco, (.alii. Fx 
brook 2-2565 

W. E. Habcrman, K. D. Spann 

lle.vol. Inc. (Ilexol disinfectant) Habcrman 

CONNER CO. 

17.16 Stark/on St., San Francisco 11. Culij. 
Cur held 1-3726 

Audrey Janisen 

Keating Mfg Co. (floating -inkir-). The 
Kringfi-hor Co. < Trail- A- Bail ) 

D'EV ELY N -GUGGENHEIM * 

155 Montgomery St., San Francisco I. 
(ulif. Sutter 1-5561 

Norman F. D'Evelyn, Richard F. Guggen- 
heim, Kenneth D. Shupe 

Baer With Weiler (toys), D'Evelyn; Dale 
Dance Studios. Guggenheim; Pacific Trad- 
ing Co. (Kikko-Man Sauce). Petrich Motor 
Co. (Chrysler-Plymouth Dir.), Guggen- 
heim; R. D. Schwall) Co. I Republic Meel 
Kitchens, Sentinel Television, I ni\er-al 
\ppl~.) . Guggenheim 

ALBERT FRANK-GUENTHER LAW* 

425 Hush Street. San F rancisco 8. Calii. 
Yukon 6-1641 

R. E. Cruikslvjnk, J. de Pauli, L. Kemper 

Mi-- ^aylor'- Chocolate*. Inc. Kemper; 
\\ e-i\ Fleclric Healf r Co., Cruikshark 

JEAN SCOTT FRICKELTON 

1355 Market St.. San Francisco 3. Calit. 
Klondike 2-0232 and 2-2311 

Jean Scott FrickcPan, Charles Gadsby 

Gas Appliance >oe. of Claif.. North Calif. 
Electrical Bureau. •Me-ripeF- Bakery Co. 



GARFIELD ADVERTISING 

26 O'l-urrrll V., Sua tmtni\ni H. ' ulit 
I \ brook 2 5120 

Thurston G. McGufhck, media dir. 

11. I Bah nil hit, < \ .iiio I Ion hold 
I'riuK.), ( ri-pir Potato ( hip ( u., |- m •-iim-i 

I I & ( Ileum al ( n. . 11 Dorado (oil-). 

Crow I .ahoralorie-, lin. 'No Do/, Hut 
Lvil. ka\ 1 1 - \\ i - 1 < - r - . ( alifur iii.i. I angi udoi I 

I iiit'-d Bakine- 1 1 • 1 1 - ti 1 1 1 I'n-ad Div, Mailo 
Packing Corp. I prim ->d food-). On Ida 
Potato I'rodiu I- (fro/i'ii patties), Pai llu 
\egi-talde Oil I orp, Pratt -Low Pn-cmiig 
(.nip. ( Diet ^m-i-i foo.H), Ifioijdi Biiler, Iiu . 

I I lolhiug i , s iuith- 1 nun'- -tori-) 

GUILD, BASCOM & BONFIGLI 

nO Krurm St.. Sun ktumivo 8. ( ulil. 
) uLon 2-6010 

Rod MacDonald, v. p., media dir.; Dick 
Tyler, media dir.; Peg Harris, media dir.; 
Janice Carrel, Marccllcc Sanders 

Clouglnity Packing Co. (larnur Join ham, 
hacon. -au-agc-. ueiner-). Harris; llarrv & 
Da\id (Fruit of the Month Hub). Harris; 
Mother'- Cake & Cookie Co.. Harris; Nueoa 
Di\. of Be-| Food-, Inc. (Nueua). Sanders; 
Kal-ton Purina Co. (Uice (h>-\. Wheal 
('hex. lu-tant Hal-ton. Hy-Kri-p). Harris; 
^kippy Peanut Untter Di\. of Hi -I l ond- 
(Skipp) Peanut Hiilleri. Sanders 

HARRINGTON -RICHARDS 

Dir. of Fletclur l>. Richurds, ln>.) 58 
Sutler St.. Sun '.'ram isio 1. (ulit. t \- 
brook 2-6025 

Janet Lindsay 

Bank of California. Morri- Plan of ( ali- 
fomia (bankingi. \\ e-tern Paeilic liailrnad 

HONIG-COOPER CO. 

1275 Colutnbus dr.. Son Frunnsio 11. 
Calif. Ordicay 3- 

John W. Davis, media dir.; Clarice Mc- 
Creary, tlmebuyer; Anita Kennedy, Wini- 
fred Wagner, Jaan Kalla, assistants 

\\o-el Co.. C & II ^ugar Hefillinc < orp.. 
Denalan ( o., (. & D Wine & Xerniouth. 
Italian *-\\i— (.nlonv. l.anzendorf Bak>ri>- 
i Butternut Dh.'. I.ejon \ erinoul! . I e-lie 
■*all ( .o.. Uiviera Packing ( ».. ~* & \N Fine 
I'ood-. Nar-ki-l Tuna. W ell--Far_o Hank 

JOHNSON & LEWIS ADV.* 

625 Market Street. San Fran-itu 5. (alii. 
Douglas 2 0050 

Marge Sollom, media buyer 

Fir-t California ( o. i in\p-tm« ni -e untie-). 
The I^nsfield ( o. i fro/en food-: Donald 
Dili k Oranje Jntce. River N allev \ egetahh - ' 
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This is 
nighttime radio 
as you 
know it . . . 




Here, at last, is a brand new approach for reaching and sellir v 

nighttime radio audiences ... a revolutionary concept of wh v 

nighttime radio should, and can, be when programmed with ima< . 

ination. We call it "Program PM." T , 

"Program PM" gives listeners an exciting, new kind of ente . 
tainment. It takes them Behind The Scenes . . . tells them the Insic 

Story of the world around them ... in music, sports, theatre, nev . 




Ml you have? You name it; Lateral Programming has it! 
Ueral Programming is the greatest upgrading in radio for- 
i in years, and it's planned to give plenty of selling impact to 
U product message. Let the sound difference in nighttime radio 
**> a sound difference in your sales figures. "Bink" Dannenbaum, 
EC V-P for Sales, or your PGW "Colonel" can tell you all 
m Lateral Programming and "Program PM." 



WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 



i 
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RADIO 

boston. vib;-wb:a 

PITTSBURGH. KC>« 
CLEVELAND, nrw 
FORT WAYNE. WOWO 
CHICAGO, w SO 
PORTLAND, r.lx 

TCLEV SIO'I 
BOSTON. V.BZ TV 
PITTSBURGH. *D**TV 
CLEVELAND. HTV. TV 
SAN FRANCISCO. CPU 

WIND WBMK! t T A M B,t <, Sj n 
KP1X represented by T*e Kjm A^eflcy. Iftc 
AJIot^et vsBC sta*on* represented t/ 
Peter*. Gn'n. woo£*»*'fl. I*c 



KENYON & ECKHARDT 

620 Market St., San Francisco, Calif. Ex- 
brook 7-0900 

Ruth Power 

Uneriran President Lines, Ltd. (steamship 
& tra\eD. Lincoln-Mercury Dealers (western 
region I. Leo J. Mcyberg Co. (RCA Dis- 
tributor!, Pepsi Cola Bottling Co. of North- 
ern California 

KNOLLIN ADVERTISING AGENCY* 

391 Sutter St., San Francisco 8, Call). 
Sutter 1-6110 
I \ddiess material directly to agency I 

Manning's, Inc. (coffee, restaurants) , Warm 
\ir lleating Inst, oi No. Calif. 

RAYMOND I. LANG* 

116 \ew Montgomery, San Francisco 5. 
Calif. Yukon 2-5028 

Raymond I. Lang, Beatrice Eymard 

Sierra Nevada Travel \gency 

McCAN N-ERICKSON 

111 Sansome St., San Francis o \, Calif. 
Douglas 2-5560 

Allen G. Janes, media dir.; Keith Lan- 
ning, Jae Narcissa, Frank Rcgalada 

Calif. Packing Corp. (Del Monte Foods), 
Calif. Spray Chemical (Ortho Prods.), Coca- 
Cola Bottling Co. of Calif., Diamond Wal- 
nut Growers, Inc.. Lucky Lager Brewing 
Co.. National Lead Co. (Pacific Coast Div.), 
S.O.S. Co. (Scouring Pads, Tufly) 

RICHARD N. MELTZER ADVTG. 

785 Market St., San Francisco 3. Calij. 
Yukon 2-5877 

Mildred P. Wrenn, media dir. 

Franco- Italian Packing ( Pet una Pet Food. 
Sea Boy Sardines), Gray Lines (tours, auto 
leasing). Larry Blake Food Prods, (salad 
dressing I, Sealy Mattress, Trewax, Inc. 
(household wax) 

RUTHRAUFF & RYAN 

235 Montgomery St., San Francisco 4, 
Calij. Ex brook 2-4616 

Virginia Crawford, media dir. 

D wight Edwards Co. (Canterbury tea). Fair- 
fax Baking Co. (Skylark bread), Gtitbii" 
Biscuit Co. ( Busy Baker Cookies, Busy Baker 
Crackers. Busy Baker Grahams). Lakeside 
Butter Co. (Lac-Mix Instant Dry Milk. Lac- 
Mix Choc Drink), Simon Mattress Co. 
(S-rta). \. E. Staley Mfg. Co, No. Cal. 
(Sta-FIo starch) 

J. WALTER THOMPSON CO. 

320 California St., San Francisco !. Calif. 
Garfield 1-3510 



Frederick B. Wilmar, media dir; Frances 
Austin, chief timebuyer; Leslie Wallwark, 
timebuyer; Jean Griffith, assistant; Ele- 
nare Nelsan, assistant 

Calif. Raisin Advisory Board, Ford Dealers 
Adv. Assoc., Kraft Foods Co., Pan Am. 
World Airways, Safeway Stores. ^hell 
Chemical Corp., Shell Oil Co. 

WANK & COURT & LEE* 

425 Bush St., San Francisco, Calif. Ex- 
brook 2-6545 

Norma Lamberg 

Doherty Bros. (Ford cars), Dry' Mix Prods. 
Co.. Inc. (cements and adhesives for Do-It- 
Yourself Market) 

J. J. WEI NER & ASSOC. 

149 California St., San Francisco, Calif. 
Yukon 2-2700 

Marilyn Jahnsan 

Belfast Beverages. Inc. (soft drinks), Bel- 
Air Frozen Foods (Whitney Fiozenfood Co., 
Div. of Safeway Store s I . Blitz- Weinhard Co. 
(beer). Cresta Blanca Wines 

LEE WENGER ADV.* 

1005 Market St., San Francisco 3. Calif. 
Vnderhill 1-3276 

Lee Wenger, Dick Levine 

Mbrite Mfg. Co. (plywood). Calif. Motorists 
Insurance, Calif. Tire Co., Contour Chair 
Stores, Edwards Shoe Stores. Jacuzzi Whirl- 
pool Bath, Luchetti Meats (frozen meats), 
Remensperger Bros. (Buicks). Wyandotte 
Olives 

WYMAN ADVERTISING 

278 Post St., San Francisco, Calif., Doug- 
las 2-2435 

Ruth J. Wyman 

Bud Anderson Ford (Ford Dlrs.). Golden 
Gate College, Hermann Safe Co.. -Mutual 
Fund Associates. Sa>s\ Cat Food 

YOUNG & RUBICAM 

120 Montgomery St., San Francisco 4, 
Calif. Exbrook 2-1838 

E. Patrick Hea!y, supervisor; Nancy Cum- 
mings, Eugene McCarthy, Robert Welty 

Borden's Dairy Delivery. Borden's Pacific 
Chee-e, Welty; CaLo Water Co. (Calso 
Water), McCarthy; W. P. Fuller & Co. 
(paints), Welty; Kai>er Alum. & Chem. 
Corp. (consumer prods., househol 1 foil), 
I lilted \ intners (Petri W ine. Signature 
Wines). McCarthy 

sAN JOSE 

BENET HANAU & ASSOC. 

1011 Park Are., San Jose, Calif. Cypress 
3-1513 



Benet Hanau, Gretchen Vandivert 

Drew Canning Co. (fruit, vegs.), Eggo Food 
Products, Hanau; Mission-Meadow Gold 
Creameries, Vandivert; Stephen's Meat 
Prod*.. Vandivert; The Old English Com- 
pany, Inc. (dog & cat food), Hanau; Travel 
\dvisors (travel agency), Vandivert 

TODD AND ASSOC.* 

84 S. First St., San Jose 13. Calif. Cypress 
2-6745 

Frank M. Eicher 

Ru>s Meat Co. (meat packers, Rockin'R 
Brand) 

>(>ITH I'AsM)ENA 

ANNE D. MATTHEWS ADV.* 

1101 Columbia St., South Pasadena, Calif. 
Sycamore 9-6504 

De>truxoI Corp. (insecticides, etc.) 

STOCKTON 

OLYMPIUS ADVERTISING* 

311 E. Main St., Stockton, Calif. Howard 
4-7736 

S. K. Olympius 

Dr. Pepper Bottling Co.. Franzia Bros. 
Winery. J. C. Penny Co. (retail ready to 
wear) , Port of Stockton. Squirt Bottling Co. 

W. LOs ANCtI.Es 

NEALE ADVERTISING ASSOC.* 

8462 Sunset Bird., W\ Los Angeles, Calif. 
(46). Hollywood 1-9955 

C. A. Ray, timebuyer 

Food Machinery & Chem. Corp. (John Bean, 
Western Div.: Sprayers and Shur-Rane Port- 
able Irrigation). D. E. Sanford Co. (Desro- 
ware utensils), Virtue Bros. Mfg. Co. (metal 
dining furniture. 



COLORADO 

DE.N\ EK 

BOCCARD, DUNSHEE & JACOSSEN 

1339 Delaware St.. Denrer 4. Colo. Tabor 
5-5339 

Emma L. Jordan, media dir. 

THE BROWER CO. (Denver Branch) 

228 Commonwealth Bhlg,. Denver 2. Colo. 

Warren V. Huskie 

Gamble Skogmo. Inc.. Jenkins Hardware 
Stores 

BYRUM ADVERTISING AGENCY 

924 Broadway. Denrer 3. Colo. Tabor 
5-7745 

R. H. Byrum 

O. M. Franklin Serum Co.. International 
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K\anu<.*Ii«ti(' \— n., Prairrtinie Broadci-t, 
Radio Co-pel Fellow -hip. We-trni N-cil ( u. 

TED LEVY, RICHARD LANE AND CO. 
AGENCY 

1537 Marion St., Denier II! < afv. 

Barbara Aiton, Richard Lane, 
Jerry Epstein 

Bluhill F 1- Inc. < drr««iiig-, -iiin i--. 

i \wr -c-, e.iinli 1 , Airon; F.lli- ( .aiiniujj l.n. 
iiliile, tauulc-, mined beef ha-Iii, Airon; 
>«-»ly Mattress Co., Aiton 

PRESCOTT & PILZ* 

1765 Slimnuti St., Denver 3, Colo, ■tljiine 
5-286'> 

Bill Prcscoff Gene Pilz, Cill Whitworth 

Ikvl) Mfp. (.ii. (work clutllinf!), Pilz; FX I 
Fund Product- Co. (potato chips-), Prcs- 
cott; l.nl»> Cheimlet Co.. Prcscott; Manco 
Chemical Co. I iu.-ecticitle< f , Pilz; Wore}' 
Mercantile Co. I coffee, food- 1 , Prescott; 
Fa> Way Feed Mill-. Pilz; Tivitli Brewing 
Co.. Prcscott; ToiiineC- Mill- Itliuirt. Pilz 

MARSHALL ROBERTSON AGENCY* 

1550 Sjieer liotilertirtl. Denier 3. Colo, 
keystone 1-6268 

Mory A. Robertson, Morshall G. Robert- 
son, James Briggs, John Eby, Ncncy Mc- 
Coig, R. W. McWilliams, Morgarct Pier- 
son 

Blue Cro— Blue Shield I Med. In-.). Eby & 
Briggs; Ca-*idy flick- (Wallpaper Co.). 
Eby; City Flite (cleaner-, laundry), Eby; 
Clinton \vjation. Robertson; Colorado "-eed 
Co. ( land-capin<: suppl*. I. Pierson; Dale 
Dance Nudio* (dance in-trnction ) . Eby; 
Gray-on'- (apparel). Robertson; klM.N. 
Eby; KT\R. Eby; KW VI. Faint Co.. Robert- 
son; O'Fallon. Gene. & Son*. Eby; O'Meara 
Motor Company 'Ford dealer), Eby; Pio- 
neer >aiin«* Mamp-, Robertson 

MARK SCHREIBER ADV. 

506 'look liltlf!.. 431 Colfax St.. Denier 
I. Colo. Alpine 5-2088 

Mork Schreibcr, Jeanne Ditmor, Jim Far- 
quhar, Bob Hohn, Pete de Longchomps, 
Jr., Joe St. Denis, C. L. Tune 

Better \ i-ion Conn -il. Tunc; Biiehler-Way- 
llower Tran-fer & "Morale. Hahn; Capital 
Cheirolet. Schreibcr; Clear-N ne Corp. ( Clit- 
ti r \rt Div.t. Schreiber; Colorado Nnr-ery- 
man- \--n.. Longchomps; Colorado Onto- 
nietrie \--n.. rorquhar; Denier Chevrolet 
Dlr-. \--n.. Schreiber; Dual Malic Product? 
Corp.. Tune; KO \-TV. Schreiber; \rthur 
Murray ' Denver). Longchomps; Plymouth 
City i Ply mouth-) . Farquhar; Plymouth 
Dealer- \--ociation. Farquhor 

HARRY E. SHUBART CO.* 

718 ( oloraJo Hhls.. Denier. Colo. Aeonia 
2-161d 



Carolyn Shubart, Owen A, Robcrti 

1.1 K.N. i hih id i i • 1 1 1 r .i 1 1 ■ > 1 home (uru.i 
l.iiriiin i Noiatioiuil x < limil. 1)j\i- Bio-., lin . 



WAYNE WELCH* 

1100 If. \inth he, Denier 1. ( »/./. Main 

3 .»;«.» 

Wayne A. Welch, John P. Morwin, A. J. 
McKcnna 

hllipire ( (Icl-inoliile (()lil-. car-), Marwin; 
Bill Beiio i Ford ear- 1. McKcnno; Vi uriu 
life i\ \icident I. h, lin-.). Welch; Ninth- 
\m -t Mattre— ( .u. (-prill-; air inaltri— e- 1 . 
McKcnna; Ta-ty Food- ' koliey Potato 
(hip- X "dine-triii-: l'otatoe- 1 . Welch 



CONNECTICUT 

ti vtnuiitt) 

THE HAMMER CO. 

171 Cliunh St., Ilarttord. (.onn. Juihsou 
7-0183 

M. H. Hammer, B. English, Irene Burton, 
George Ewing, Patricia Holl, H. Shcrmon 

Cmiih-Cuil, Inc. I ha— nek-), Shcrmon; Du- 
Mont of Connecticut Ui -et-». Holl; Kllen- 
lice Product-, Hcmmer; Mac Shop ( o.. 
Hall; Panta-otc Co. (pla-tic-1. Hammer; 
Shelton l ack ! "n„ Hammer; 1 nitcd Pla-- 
lic-. Hammer 

THE RANDALL CO.* 

75 I'earl Street, Hartford, Conn. Jarl.son 
7-1179 

Florence F. Grady 

Country Cluh >oda Co.. Crown Pctrnlcni i 
Cor|i.. Hartford Ga- Co.. Hartford -iipar 
Co.. Hoffman W all P; per Co.. Sir \llo Hun- 
Clinic. Stack|iole. Moore & Try on Co. inien'- 
and women'- outfitter- & importer- 1 . ^tate 
Line Potato Chip Co.. W'achteF- Department 
"-tore 



\nv u \\ kn 

E. J. LUSH* 

207 Oranse St.. Sen- liarett 10. ( onn 
Main 6-1257 

E. J. Lush 

B & "» Co. ilianluar"). (onn. ( oke -.ih- 
Div. i fuel i. Dairy Qw n of (onn.. -hip- 
niate. Inc. ( boat- 1 

-T \ M FORD 

MOORE & CO. 

1700 >ummer >/.. >ttim'ort . I onn. hirr- 
stile 8-5351. V ) < ■ I'hane: L ' c ■■ 
5-1680 

Williom E. Bolster 

Tilo Roofing ( o. 



\\ i - 1 i'i >n l 

WOODWARD & BYRON 

"id II i \l Vur> V II ft),, it_ t inin I n n 
till 7 >') 1 

Mark B. Byron, v. p.; Thomai F. Cojgrovc, 
v.p. 

\tl nth ( iii-t I i-lu ne- i \i nli. 1 tut i 

I I- Y\ h *.» 1 1 1 k — * . Biolir r W.i uc r 'IB 

h -- \i i i --orie- 1 . I.ini.i ^ \- 'j lu . ''l 
I ir- i , K. • in PI. i -t ii I 'I a tin;: <anl- I I Hi- r 
(■r.uii ( ■>. iiliif. i .it in wild I rd loo i i 



DIST. OF COLUMBIA 

KAL, EHRLICH & MERP.ICK ADV. 

l-.ivmng s tur Hlil'.. I! a J in i,n 1. I) I 
kwnitue '.{7(H) 

Alvin Q. Ehrl'ch, cicc. v.p., Nclla C. 
Manes, timcbuycr, David P. Thomai, 
radio-tv dir. 

HENRY J. KAUFMAN & ASSOC. 

111'J // Street. \. II . K a\luni>t»i ,. D.I 
Dhiriu 7-7100 

Jeffrey A. Abel, radio timcbuycr, Robert 
S. Maurcr, tv timcbuycr 

American Bottler- of Carlionateil l!e\ era"e- 

( trade a--nciat ion ) . (iiant r 1 v ton -. I lie 

lleiht Co. I ili-part iiii-ni -torei. I ri i t • - • 1 \u)o- 
mohile Worker- ( Trade 1 nioni. Dnw'town 
Park X s lmp. Inc.. Fir-t Federal ^awiv-. 
Oil Heat ln-titiitc. Old Dominion -imij- 
Bank 

J. GORDON MANCHESTER ADV. 

1726 /Vn«M llama lie. V1T.. It ashine- 
ton. D. (.. Ml. 8-0060 

Richard T. Williams, radio-tv dir. 

\meriean H ta-Dri ( n.. ( apitnl I* r 1 1 . > < ... 
National Fruit Product. G. r . ~- ,i i j • r ' i. 
"^afiwaj *-tore- iWa-hinstnn Bull 
H eM-n-l |i i W a-hui^lnu ) . 

HARWOOD MARTIN AGENCY 

2510 ( onneitniit In ., fl a\l im.tm D. < 
ID 2-1161 

Harwood Martin, Mildred Mort:n, Lau.-a 
Hammond, Jean Robertson, Mac Sconlan 

\i h-on < e\ ro i. Martin; \ en an 
^ a h -men - .. Martin; Barr\ P (■ 

(h. in lit. H. Martin; B air T\ . Robert- 
son; ( i iri a ( orp.. Hammond: ( 
r,n nt'- atirin . ja-lrit. Robertson; D - 
irii t ( r- i t 1 n l. Hammond; P. I. V 
( o. ifiirnitun Hammond; W ■ r \ 
|o! iop i I pi. - . Hammond 



PROMOTION SERVICE 

rOt k V'rw. \ JT IT . 
R> 7 -'v.-, 

R. E. Stivers 

W i -on .-ie 1 'pT t n_ i i. 
i rin-i - 1 



D ( 
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RUTHRAUFF & RYAN, INC. 

810 National I'ress Bldg., Washington 4, 
I). C. Executive 3-6730 

Harold W. Schanagel 

FLORIDA 

RlllMON UK \C II 

GASKILL-OERTEL ADVERTISING 

Box 206, iioynton Reach, Fla. 9133 

Halpine, Inc. (bath oil concentrate), Pro- 
tcxall Chemicals, Inc. (Screen-Pruf) 

ruHAI, GABLE* 

GOTTSCHALDT & ASSOC.* 

2505 Ponce de Leon Blvd., Coral Gables, 
Fla. Highland 4-5739 

Mrs. A. Wilkinson 

Lawnlite Co. (furniture), Neil Distributors 
(Motorola TV & Radio, Mitchell Air Cond.) 

J. WALTER THOMPSON CO. 

220 Miracle Mile, Coral Gables, Fla. 
Highland 3-4629 

Kelly Martin 

Gate City Sash and Door (awning windows), 
S. S. Jacobs Co., Pan American World Air- 
ways, Schlitz Wholesalers of S. Fla. (beer) 

MIAMI 

BEVIS ASSOC.* 

1140 Ingraharn Bldg., Miami 32, Fla. 
Franklin 9-2696 

Robert Hanna, E. B. Hollingsworth 

Florida Home Heating Inst., Hollingsworth; 
Miami Lincoln Mercury, Hanna 

TALLY EMBRY 

458 Pan American Bank Bldg., 150 >outh 
east Third Ave., Miami 32, Fla. 

Talton H. Embry, pres.. Jack Buckholtz, 
tv-radio timebuyer 

American Brewing Co. (Regal Beer), J. D. 
Ball Motors (Ford Dealers), Greater Miami 
Ford Dlrs. Assoc., Tripure Products 

GRANT ADVERTISING 

13th St. at 2nd Ave., S. W ., Miami, Fla. 
Franklin 3-6611 

R. C. Lipe, media dir., Marjorie J. Cahalin, 
Barbara A. Swan 

Douglas Laboratories, Florida Avocado & 
Lime Comm., Florida Power & Light Co. 

WADSWORTH & WALKER 

517 Gerona Ave., Miami 46, Fla. Mohaivk 
7-3666 

Mailing Address: Box 775. Coconut Grove, 
Miami 33, Fla. (See Xeiv York listing) 

Ralph K. Wadsworth 



OHLANDO 

A. P. PHILLIPS CO.* 

Legion Place at Lake Ivanhoe, Orlando, 
Fla. 2-7101 

Elizabeth Stevens, media dir. 

Echols Bedding Co., K Z Shop Curb Serv. 
Stores Orlando (Atlantic Co.) 

1 A M PA 

LOUIS BENITO ADV. 

Tampa Theatre Bldg., Room 1003, P. 0. 
Box 3402. Tampa, Fla. 

Louis Benito, Edward Boese, G. W. Gray, 
Jr., John Hall 

Elkcs Pontiac, Gray, Jr.; Florida Beef Coun- 
cil, Gray, Jr.; Roberts Dairy, Hall; Robbins 
Manufacturing Co.. Benito; South Atlantic 
Insurance Co.. Bocse; Tampa Florida Brew- 
ery, Benito 

r. e. McCarthy & assoc.* 

206 S. Franklin St., Tampa, Fla. 2-0144, 
45, 46 

A. C. McCarthy, R. E. McCarthy, B. E. 
Acker, Bergen Newell, R. W. Scales 

Borden's Dairy (A Div. of the Borden Co.), 
Acker, McCarthy; DeSoto Chemical Co. 
(Insecticides, Gator Roach Hives), R E. 
McCarthy; Edmiindson-Duhe Rice Mill 
(Chinito & Regent Rice), Newell; Fla. 
Citrus Canners Coop. (Donald Duck Citrus 
Prods), R. E. McCarthy; Hanvood Corp. of 
America (lumber), R. E. McCarthy; Jack- 
son Grain Co. (X-Cel seeds, feeds, fertil- 
izers), Scales; Ocean Products (fresh fro- 
zen shrimp), A. C. McCarthy; WFLA-Radio- 
TV, Newell 

AL YORKUNAS AGENCY 

Tibbetts Bldg., Franklin at Lafayette, 
Tampa, Fla. 2-2579 

\\ Yorkunas, Mary Ann Yorkunas, Betty 
Berg Bradley 

Caldwell Bonded Warehouse (Mayflower 
moving & storage). Edwards Sash Door & 
Lumber (Curtis, Davis Paints), Ferman Mo- 
tor Co. (Olds, Chevrolets) 



GEORGIA 

ATLANTA 

BEARDEN, THOMPSON, FRANKEL & 
EASTMAN, SCOTT* 

22 Eighth Street, X. E., Atlanta 9, Ga. 
Trinity 6-5587 

R. W. Jensen, B. Wolf, H. A. Binford, 
Jr., N. Frankel, W. H. Bearden, M. A. 
Thompson 

Atlanta Baking Co. (Betsy Ross Bread), 
Frankel, Wolf, Jensen; Big Apple Super 
Markets (groceries). Binford, Bearden, 
Jensen; Fahro (dog food), Frankel, Jen- 



sen; Margold Corp. (.margarine), Bearden; 
Miss Georgia Dairies. Beardon, Wolf; Or- 
kin Exterminating Co. (termite & pest con- 
trol,), Thompson, Jensen; Redfern Sausage 
Co., Binford 

BURKE DOWLING ADAMS 

992 Peachtree St., A'. W '., Atlanta, Ga. 
Trinity 6-5521 

George Bailey, media dir., Kathryn Mc 
Gowan 

Citizen- & Southern (banking^, Bailey; Co- 
lumbia Baking Co., McGowan; Delta Air 
Lines ( transportation) , Bailey 

GEORGE I. CLARKE CO.* 

1401 Peachtree St., A. E., Atlanta 5, Ga. 
Trinity 6-4834 

George I. Clarke, Dorothy M. Hendrickson 

Home Credit Co., Home Finance Co., Pet 
Dairy Products Co., G. H. Rauschenber^, 
Co. (carpeting) 

DAY, HARRIS, HARGRETT & 
WEINSTEIN 

40 Sixteenth St., X. W '., Atlanta, Ga. 
Trinity 6-4828 

Audrey S. Ferguson, media dir. 

Chemical Corp of America (Freewax), 
Economy Auto Stores, Fine Products, Getz 
Exterminators, Southern Airways, S.S.S. 
Co. (tonic & tablets) 

PHILIP DENTON ADV. 

45 - Wth St., A'. E., Atlanta 9, Ga. Trinity 
2-7785 

Philip Denton, Jr. 

Cleveland Electric Co., Georgia Motor 
Trucking Assoc., Gordy Tire Co. (Fisk & 
Dayton), Interstate Life & Accident Ins. Co., 
(Chattanooga), Landers Motors (Dodge- 
Plymouth Dir.), Pepsi Cola Co. (Atlanta). 
Thoben Elrod Co. (Norge Distrib.) 

LILLER, NEAL & BATTLE 

810 Walton Bldg., Atlanta 3, Ga. Cypress 
6521 

Pamela A. Tabberer, media dir.; Avrilla 
Phillips, Pat Clark, Mary Jean Meadows 

Ala. Flour Mills (Red Hat Feed), Phillips; 
Bank of Georgia, Meadows; Brock Candy 
Co., Meadows; Carling's Black Label Beer, 
Clark; Colonial Stores (grocery chain), 
Phillips; H. G. Hastings (seeds, garden 
suppls.), Phillips; H. W. Lay & Co. (potato 
chips), Phillips; National NuGrape Co. (Nu- 
Grape & Suncrest). Clark; Piedmont Air- 
lines. Meadows 

BURTON E. WYATT & CO. 

1008 First National Bank Bldg., Atlanta, 
Ga. Murray 8-1121 

Mrs. F. C. Thompson 
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TV AND KADIO BVSICS 



Moiiticcllo Nursery (.«•. (Mahan Pecan*), 
Savuuuali ^ni^iir Kr-finiiin Corp. (Dixie Crys- 
tal* ^ugar), Standard Oil Co. of Kentucky 
(Crown & Crown Kxtru Caroline, etc.) 



IDAHO 

roc viii in 

DON W ATKINS ADV. 

Hotel Ihnnock Hltlg., P. 0. /(or 589, I'o 
catcllo, Idaho. I I<>2 

Don L. Watkins 

Bannock Steel (in., Concrete Processors, Inc. 
(pumice Mock I , \-l Oil Co., Yellow -tone 
Park Co. 



ILLINOIS 

A l KORA 

CONNOR ASSOCIATES* 

121 Hill Air., Aurora, III. Aurora 6-2713, 
6-1957 

Al Soger, v. p. 

Eyerly Assoc (toys). McCill Mfg. (.Mouse 
& Hal Traps). McKee Door Co. (overhead 
parage doors), Stephen*-Adam*on Mfg. Co. 
(Speedwalk, Hearing, Engineering, Stand- 
ard Prod*. Division). Stratlimore Co. 
'''Magic Slate" children's hooks) 

BI.OUMINCTOM 

THE BIDDLE CO.* 

81 1 X. Main St., Bloamington, III. 7-6036 

Shirley A. Sunwall 

Paul F. Reich Co. (Slim \im), liird Pro- 
vision Co. (Bird Farm sansage). Blue Star 
Potato Chip Co., Consumers Cooperative 
Assn. (Farm Coop.: fertilizer, paint, petro- 
leum). Purity Baking Co. (Sunbeam Hread. 
Variety Baked Good*), State Farm In*. Co.'s 
Agency Dept. 

CHAMPAIGN 

GRUBB & PETERSEN ADVERTISINGt 

111 X. Market St., Champaign, III. 6-3766 

Helen Huley medio dir. & buyer; Dole R. 
Arvidson, radio-tv dir. 

Eisner Food Store*, Henderson Mfg. Co.. 
Illinois Canning Co.. Kelly Food Products. 
V\ areham-IIudson Dairies. 

CHICAGO 

WILLIAM HART ADLER 

919 «Y. Michigan Are.. Chicago 11. ///. 
Whitehall 1-5210 

John Petrie, media dir. 

Alladin Industries (Vacuum Bottles). Cen- 
tral Ice Cream Co., Conlon-.Moore Corp. 
(appliances), Highlander Frozen Foods 



AGENCY SERVICE CORP. 

tV> t.'d.\i South Water St., ( hu guo I, ///. 
( en trul 0-5255 

George P. Hixan 

Chicago Motor ( lull, North Central I' main c 
( .orp. 

AUBREY, FINLAY, MARLEY & HODGSON 

2.10 V Michigan An-., Chicann 1, ///. 
Financial 6- 1600 

F. R. Hansen, medio dir.; Pat Krai 

Illinois- Kami Supply Co., International Har- 
vester Co. (Farm Ktjllip. Dh.l, International 
Mineral & Chemical Co. ( Pota-h Div.), 
\\ ill'inm-on ( iaudy Co. 

BEAUMONT & HOHMAN 

6 X. Michigan Ave., Chicago 2, III. Ran- 
dolph 6 6181 

Clorkc J. Trudcou 

Hrearley Co. (bathroom scale*), Dale Car- 
negie hist, (personality course*), Cray Line 
A**or. (Sight-Seeing) , Monarch llrewing 
Co. ( \u*Iiurger her), Tni-Ade (Beverage) 

GORDON BEST CO. 

228 X. LaSallc St., Chicago 1, ///. State 
2-5060 

Edwin A. Trizil, medio dir., Kay Knight 

Consolidated Hoyal Chemical Corp. <Krank's 
Shave, Peruna Elixir), Flor*heim Shoe, 
Helene Curtis Industries (cosmetics), May- 
helline (cosmetics), Milner Products (Pine- 
Sol, Perma March), Knight 

LEE S. BIESPIEL ADV. 

605 A. Michigan tee., Chicago 11, ///. 
Delaware 7- H90 

L. S. Bicspiel 

John O. Butler Co. (tooth brushes), Gem 
Mfg. (.'orp. (Galvanized Wear), Wm. Getz 
Corp. (Oryl Dentifrices), Sheplcr Mfg. Co. 
( f ans, heaters) 

BOZELL & JACOBS 

205 X. LaSalle St., Chicago 1, ///. Cen- 
tral 6-0370 

Philip Rouda, v. p., rodio-tv, Anthony S. 
Jocobs, producer, Arlenc Reuther 

Aristomat Co. (stove mat*). Blue Cros- Plan 
for Hospital Care, Blue Ribbon Bedding. 
Bine Shield Plan of Illinois Central Illi- 
nois- Public *>ervice Co.. Chitlendcn-Fa-t- 
man. Evis Mfg.. Dr. Peter Fahrney & s on-. 
Eatnior Cranbcrrie*. Illinoi* Wholesale Plant 
Grower* \--n.. Kroll Rro-. I Children* 
Furniture .Mfr.), Leaf Brand- (gum, candy). 
Mida* Muffler Shop*. He-tonic ("orp. (mat- 
tresses). Tilema*ter Corp.. W >nder Rest 
(mattresses'* 

THE BROWER CO. 

53 IT. Jackson Blvd.. Chicaso I, ///. Harri- 
son 7-2269 



Glen V. Browcr 

\rthur lleit/bi-rg *i (.rafi ne n < lr ithrr- 
goodi), Junius rood Prod n ti • <>r\ <fi» h 
fro/'-n Iiorvradi'h) 

THE BUCHEN CO.* 

|(H) U . Wiidiuin li< . i hi' fig u i). III. 
Kundulj.h 0-9 ',()'> 

Howard Rose, v. p. & media dir.; Lee 
Carlson 

(.Imago I'ltlr & 'lrn*t < o„ Fdirhaiik* \lii**- 
X (■<}., Ilohart Mfg. < o., Ma-mite < orp. 

LEO BURNETT CO.* 

I'rudcnlial I'lnza, <.h\umo 1. ///. ( cntral 
6- 595'; 

Leonard Matthews, v. p. -media; Thamos 
A. Wright, Jr., mgr. -media 

Media group supervisors: Doug Burch, 
Dick Coons, Gus Pflcgcr, John Sctcar, 
Hal Tillson 

Associate group supervisors: Dave Arnold, 
John Huckstcp, Gcargc Miller, John Schu- 
bert 

rimcfouyers: Eloisc Bcotty, Bob Clark, Rex 
French, Harry Furlong, Ted Giovan, Har- 
vey Glor, Joe Hall, John Holland, Bill 
Line, Arne Nordmark, Bill Oberholtier, 
Esther Rauch, Mary Lou Ruxton, Mahlon 
Soxon, Dave Scidcl, Helen Stanley, Fumi 
Tonoko, George Wilcox 

All-tate In*iirance Co.. American Mineral 
Spirit* Co., Atchi-ou, Top.-ka & *-anta Ff 
Railway Co.. Rrown Mioe Co.. Campbell 
Soup Co.. Commonwealth I-.di-on Co. and 
Public >enice Co., Cram- ( o.. The Electric 
\*-ociation (Chicago), (.reen Giant <,o., 
Harris Tru-t and Saving* Rank, The Ibiover 
Co.. Kellogg Co.. The Kendall Co.. The Mav- 
tag Co., Philip Morri* Inc. i Marlboro), Mo. 
torola, Pabst Brewing ( iba-I-irle Old 
Tap Lager. Lo* Angele*!. (ha-. Pfu. r & 
Co.. Pill-bury Mill*. Procter ^ (.amble ( . 
The Pure Oil Co.. The P re Fuel l ), ( . .. 
Sugar Information. I ea ' " in il "f i •• 
L.S.A. 

CAMPBELL-MITHUN * 

919 Michisan lie.. ( hicaeo. I [)> auarc 
7-7553 

Clay Rasslond, media dir.; William J, 
Stcnson, Edwin W. Berg, Elsie Lautcr 

American Dairy A --nr.. Mi-hawaka Rid b< r 
& Woolen Mfg. <.o.. J>>Iin Morre I A ( o. 
Meat div. & Red Heart div.l 

THE CAPLES CO.* 

216 E. Ontario St.. Chiraen W. II. s /• 
perior 7-6016 

Moryellen Convery, Helen Taylor 

Chicago & North Ue-trm v v-tem 'RR'. 
Taylor; Dad's Root Beer Co., Convery; I-n- 
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penor Sleeprite Corp., Convery; Union Pa- 
cific Railroad, Taylor 

CHRISTIANSEN ADVERTISING AGY. 

135 >. LaSallf St., Chicago 3, ///. Cat' 
tral 6-2181 

Martin Fritz, media dir.; Virginia Walker 

Allstate Insurance Co. (Auto Ins.), E. L. 
Bruce Co. (Hrucc cleaning wax, floor clean- 
er, asphalt tile cleaner), Jewel Food Stores 

COMPTON ADVERTISING* 

111 Jr. Jackson lllvd., Chicago 1, III. 
Harrison 7-6935 

Andrew E. Zeis, media dir.; Beverly Halde- 
man 

Garst & Thomas Hybrid Corn Co. (Pioneer 
Hybrid seed corn), M. K. Goetz Brewing 
Co. (Goetz beer & Country Club malt liq- 
our), Par-T-Pak Royal Crown Corp., Chi- 
cago Bottler (Royal Crown Cola & Nehi 
beverages), Pioneer Seed Corn Co. (Pioneer 
Hybrid seed corn) 

CRUTTENDEN ADVERTISING 

201 A". Veils St., Chicago 6, III. Finan- 
cial 6-3630 

G. M. Stern, L. H. Lewis 

Hudson-Ross (appliances), Stern 

DANCER-FITZGERALD-SAMPLE* 

221 A. LaSalle St., Chicago 1, ///. Finan- 
cial 6-4700 

Thomas P. O'Connell, media dir.; Betty 
Stevens, assistant; Patricia Chambers, 
B'cast Dept. buyer all accounts 

Alliance .Mfg. Co. (electronic Iift-a-doors) , 
Chicago Stock ^ ards Compost Co., Consoli- 
dated Products (Kaff-A, Sparx pig & sow 
emulsions, E. emulsion), Cory Corp. (cof- 
fee makers), Ekco Products Co. (Flint Cut- 
lery, Ekcoware, Minute Mop, Diamond Sil- 
versmiths), Gibson Refrigeration Co., Div. 
of Hupp Corp. (refrigerators, freezers, 
ranges, air conditioning), Riverview Park 
Co. (amu-ement park), Sterling Insurance 
Co., The Siegler Corp. (gas & oil space 
heaters) 

D'ARCY ADVERTISING CO.t 

Prudential Plaza, Chicago 1, ///. Michigan 
2-5332 

Frank H. Hoell, Jr., media dir.; Richard 
W. Epp, ass't. media dir.; John W. Har- 
per, Betty Lavaty 

Standard Oil (Indiana) 

GEORGE L. DE VILLE ADVERTISING* 

53 Jackson Blvd., Chicago 4, ///. Har- 
rison 7-0600 

George L. DeVille 



\^ . W. Kimball Co. (piano-), Prince— Coal 
Sales Co., Sahara Coal Co. 

DONAHUE & COE (OF ILLINOIS)* 

830 Merchandise Mart, Chicago 54, ///. 
Superior 7-8969 

Mary D. Petr, media dir. 

National Presto Industries (pressure cook- 
ers, dec. appls.), Norge Sales Corporation 
(major appls.) , York Corporation (air con- 
ditioning, Commercial & Refrigeration Di- 
visions) 

FRED H. EBERSOLD 

20 A*. IT' acker Drive, Chicago 6. ///. 
Franklin 2-0106 

Fred H. Ebersold, B. B. Pope 

Givens & Co. (infants wear), Ebersold; 
'statistical Tabulating Co., Ebersold 

ERWIN, WASEY & CO., LTD.* 

230 A. Michigan Ave., Chicago 1, ///. 
Randolph 6-1952 

John L. Gwynn, media dir.; Helen Z. 
Wood 

Aunt Nellie's Foods, Calling Brewing Co. 
(Stag div.). Chamberlain Distributors, Club 
Aluminum Products Co., Toastmaster Prod- 
ucts 

M. M. FISHER ASSOC.* 

79 Monroe Street, Chicago 3, ///. Central 

6- 6226 

Helene Heinz, Tv timebuyer; Phyllis Cum- 
mings, radio timebuyer 

Davis Oldsmobilc, Charles Kecshin (Keeshin 
frozen poultry), Morae Pharmacal Co. (In- 
sombutal), National Foundation for Infan- 
tile Paralysis (Midwest), North American 
Mushroom Co. (North-Am. Brown Gravy. 
Steak Sauce), Sittler Bros. (Sittler pure 
horseradish), Tarn O'Shanter Country Club 
(May Tourns.), AVest Gate Mercury (auto- 
mobiles) 

FOOTE, CONE & BELDING* 

155 E. Superior St., Chicago, III. Superior 

7- 4800 

Gordon F. Buck, media dir.; Gwendolyn 
Dargel, Dorothy Fromherz, Rita Hart, 
Genevieve Lampert, Vera Taboloff 

Armour & Co., Beatrice Foods Co., Hallmark 
Cards, Kraft Foods Co., The Paper .Mate 
Co., Perkins Products Co., Iliram AValker 

CLINTON E. FRANK* 

Merchandise Mart, Chicago. III. Whitehall 
4-5900 

Jack L. Matthews, media dir.; Helen L. 
Davis 

Chevrolet Dealers Assoc. of Chicago. Quaker 
Oats I Quaker flour products, flakes prod- 



ucts), Reynolds Metals ("Do-it-yourself"), 
Aluminum, Industrial Markets, Industrial 
parts div., Plastics div. 'Consumer promo- 
tion, Lifetime Stainless Steel, Reynolds 
Jamaica .Mines) , Standard Railway Equip- 
ment Mfg. Co. 

THE PHIL GORDON AGENCY* 

23 E. Jackson Blvd., Chicago 4, ///. Har- 
rison 7-2103 

Philip W. Abrams, Roy Rutkoff, Ruth 
Saeks, V. Daniel Smith 

Babee-Tenda Corp., Smith; House of Schil- 
ler (mail orders), Abrams, Rutkoff; Stebco 
Products, Abrams, Rutkoff; Stuart Greet- 
ings (canb), Rutkoff, Smith 

GRANT ADVERTISING* 

919 A. Michigan Ave., Chicago 11, ///. 
Superior 7-6500 

Reginald L. Dellow, media dir.; Fred 
Norman, asst. media dir.; Dene Voigt, 
timebuyer 

Centlivrc Brewing (Old Crown beer & ale, 
Alps Bran beer), Chicagoland Dodge Deal- 
ers, Chrysler (Dodge div.), Dr. Pepper, 
Excell Laboratories (new plant life), lvo 
'Quit Itch)). Coppertone Sun Tan Prod- 
ucts, Park and Tilford (eo-metics) 

GRANT, SCHWENCK & BAKER* 

520 A'. Michigan Ave., Chicago 11, ///. 
Whitehall 3-1033 

Betty L. Armstrong 

Bankers Life & Casualty Co. (White Cross 
Plan), Bremner-Davis (sound way to easy 
reading), De Pree Company (\ulIo) 

GRIMM & CRAIGLE 

201 A. Wells St., Chicago 6. ///. Frank- 
tin 2-8056 

National Sporting Goods Wn., Solar Per- 
manent Co. (Farm Tank Div. I'. S. Indus- 
tries) 

GUENTHER-B RADFORD & CO.* 

15 E. Huron St., Chicago 11, ///. Superior 
7-9474 

Charles J. Zeller, vice-pres., dir. Radio- 
TV & account executive 

Chicago 7 Up Bottling Co.. Joliet 7 Up Bot- 
tling Co.. Nelson Chevrolet Co., Refiners 
Distributing Co. (refiners Pride Ethyl). 
Sears Roebuck & Co. (Chicagoland stores), 
Tauber Ford I Ford dealer), Tauber South 
Shore Lincoln Mercury 

HENRI, HURST & McDONALD* 

121 Jr. If'acker Drive, Chicago. III. Frank- 
lin 2-9180 

Laura Hall 

Admiral Corp. (radio, television & appli- 
ances). Vrniour (agricultural). Coopers 



TV AND RADIO BASICS 



NEW YORK 

CHICAGO 

DETROIT 

DALLAS 

ATLANTA 

CHARLOTTE 

ST. LOUIS 




(Jockey junior underwear), Holland Fur- 
nace Co., Holloway House (frozen foods), 
International Electric Co. (fences), Kroeh- 
rer Mfg. Co. (furniture), Peters Shoe Co. 
(Weather-Bird shoes), Ready-To-Bake Foods 
(Puffin biscuits) 

THE KAPPS CO.* 

64 East Lake St., Chicago 1, ///. State 
2-0460 

J. Kapps, C. Kapps 

Archer Motors, Authorized Food Service 
Co., Chambers Gas Range Co., Henner Ford 
Sales, Langeiulorf Clothing Mfg. Co., Mar- 
tin Oil Service. Northpark Sales & Service 
(auto), Petroleum Sales & Service, Lynn 
Stewart Distributing Co., Southeast Radio 
Stores, Traveler Radio Corp., Western Sup- 
ply & Furnace Co. 

H. W. KASTOR & SONS 

75 E. Wacker Drive, Chicago 1, ///. Cen- 
tral 6-5331 

Harvey Mann, media dir. 

Campana Sales Co. (Bantron), International 
Milling (Robin Hood flour and Supersweet 
feeds), Orange-Crush Co., Procter & Gam- 
ble (American family soap, flakes, deter- 
gent), Union Starch & Refining Co. (Reddi- 
Starch) 

DON KEMPER CO. 

919 A r . Michigan Ave., Chicago 11, ///. 
Superior 7-6746 

Florence A. Neighbors 

Goldenrod Ice Cream Co., Jewel Tea Co., 
Planters Edible Oil Co. (peanut oil), Plant- 
ers Nut & Chocolate (peanuts, peanut but- 
ter) 

KENYON & ECKHARDT 

221 A'. LaSalle St., Chicago, III. Financial 
6-4020 

Horry N. Soger, medio dir.; Joan Black- 
man, timebuyer 

Blatz Brewing Co. (Blatz & Tempo beer), 
Lincoln Mercury Dlrs. Assoc. (Midwest), 
Pepsi Cola Co. (regional), Whirlpool Corp. 

KUTTNER & KUTTNER 

646 A, Michigan Ave., Chicago, III. Su- 
perior 7-7940 

Stanley C. Kuttner 

Capitol Dairy, Ironrite of Chicago, Metal 
Weather Products. Park Forest Homes, 
Sampson Co. (major appliances) 

EARLE LUDGIN & CO.* 

121 IF. Wacker Drive, Chicago, III. An- 
dover 3-1888 

Jane Daly, v. p.; Ruth Babick, head time- 
buyer; Marilyn Bielefeldt, Kay Morgan 



Best Foods (Rit & Shinola), Babick & Mar 
gan; Easy Washing Machine, Morgan; G. 
Heilenian Brewing Co., Babick; llelene Cur- 
tis (spray net, Stopette), Babick, Biele- 
feldt; Rath Packing Co., Bielefeldt; Tidy 
House, Babick; Zenith Radio Corp., Morgan 

ARTHUR R. MacDONALD 

400 W. Madison St., Chicago 6, ///. Finan- 
cial 6-3242 

Verga M. Tennert 

Kleen-Kote (paint), National Plywoods 
(Amcrwood), Wisconsin Cheeseman (gift 
packages) 

MacFARLAND, AVEYARD & CO. 

333 N. Michigan Ave., Chicago 1, ///. 
Randolph 6-9360 

Alfred S. Trude, Jr., media dir.; Beverly 
Hicks, Dalares Starr 

Drewrys Ltd. (beer), Hicks; Heidelberg 
Brewing Co. (beer and Columbia ale), 
Starr; Martin-Senour Paints, Starr; The 
Pullman Company (Pullman Car operation), 
Hicks; Standard Knitting Mills (Health- 
knit), Starr; Stewart-Warner Corp. (Ale- 
mite CD2), Hicks; Zenith Radio Corp. 
(hearing aids), Starr 

MALCOLM-HOWARD ADVERTISING 
AGENCY* 

203 N. Wabash, Chicago 1, ///. Andover 
3-0022 

Harold Barkun, Evelyn Burke, Arthur M. 
Holland, Lillian Holland, Max G. Hal- 
land, Robert Larson 

McLennon Pen Co., M. G. Holland; Roller 
Derby, Art Holland; Star Model Beer, Bar- 
kun; The Stiffel Co. (lamps), M. G. Hal- 
land; Walter Rugs, Larson 

McCANN-ERICKSON 

318 5. Michigan Ave., Chicago 4, ///. Web- 
ster 9-3700 

John Cole, Broadcast media supervisor; 
Esther Anderson, timebuyer; Lauise Phil- 
lips, timebuyer 

Allied Van Lines (moving, storage), Bell & 
Howell (photographic equipment), Bruns- 
wick-Balke-Collender (bowling equipment), 
Carter Oil Co. (petroleum prods.), Coca 
Cola Bottling Cos.. Derby Foods (Peter Pan 
peanut butter), Mead, Johnson (Pablum 
prods.), Chicago Milk Foundation (dairy 
prods.) , Rival Packing Company, Swift & 
Company (Premium canned meats, chicken, 
turkey, ham & bacon, meats for babies, froz- 
en foods, ice cream, etc.). Tidy House Prod- 
ucts (Swcet-10) 

McCARTY CO. 

520 N. Michigan Ave., Chicago 11, ///. 
Michigan 2-0300 

Lakeside Packing Co. (canned vegs.), Pra- 
ter Pulverizer Co. (feed mill equip.) 



ARTHUR MEYERHOFF & CO. 

410 N. Michigan Ave., Chicago 11, ///. 
Delaware 7-7860 

Evelyn R. Vonderplaeg: timebuying dir.; 
Francine Galdfine, Joan Russell, Patricia 
Gray, mail order timebuyers; Bab Pennin- 
ger, Roy MacLean, Dorothy Stock, time- 
buyers 

Demert & Dougherty (Aerosol prods.), Von- 
derplaeg; Grant Co. (Mail Order Prods.), 
Gray, Penninger, MacLean, Stock; I. J. 
Grass Noodle Co. (soups & noodles), Von- 
derplaeg; Illinois Meat Co. (canned meats), 
Vonderplaeg; Myzon (farm feed prods.), 
Galdfine; New England Fish Co. (canned 
salmon), Vonderplaeg; Thos. J. Webb Cof- 
fee Co., Vonderplaeg; Wm. Wrigley Jr. Co. 
(gum), Russell 

NEEDHAM, LOUIS & BRORBY* 

Prudential Plaza, Chicago 1, ///. White- 
hall 4-3400 

Arnold E. Johnson; B'cast facilities dir; 
Dan DeCarlo, John Rohrbach 

Campbell Soup Co., Rohrbach; Campbell 
Soup Ltd.. Rohrbach; Cummins Engine Co., 
Rohrbach; Hotpoint Co., DeCarlo; House- 
hold Finance Corp., DeCorla; S. C. Johnson 
& Son. DeCarlo; Kraft Foods Co., Rohr- 
bach; Kraft Foods, Ltd., Rohrbach; Mon- 
santo Chemical Co., DeCorla; Morton Salt 
Co. & Panogen, Rohrbach; Palm Beach 
Company, DeCarlo; Pepsodent Sales, Ltd., 
DeCarlo; Quaker Oats Co., Rohrbach; Sco- 
vill Mfg Co., DeCarlo; State Farm Insurance 
Cos., DeCarlo; Wieboldt Stores, DeCarlo; 
Worthington Corp., DeCorla 

NORTH ADVERTISING* 

Merchandise Mart, Chicago 54, ///. White- 
hall 4-5030 

Richard S. Paige, media dir.; Armella Sel- 
sar, Robert R. Riemenschneider 

The Englander Co. (mattresses), Riemen- 
schneider; Lanvin Parfums (Arpege, Pre- 
texte, My Sin. Rumeur, Scandal), Selsor; 
The Toni Co. (Toni Home Permanent, Tip 
Toni, Tonette, Softstyle & Spin brand, curl- 
ers, Adorn), Selsor; The Toni Co. (Prom, 
Deep Magic. Soft'ning) , Riemenschneider 

OLIAN & BRONNER* 

35 E. Wacker Drive, Chicago 1, ///. State 
2-3381 

Kay Kennel ly media dir. 

Atlas Brewing Co. (Atlas Prager beer), Bel- 
tone Hearing Aid Co., Comfort Mfg. Co. 
(Anti-terge hand cream). Community Sales, 
Inc. (dept. store), National Lecithin (Leci- 
thin tablets). Pastorelli Bros, (pizza mix), 
Schoenhofen-Edelweiss (Edelweiss beer), 
State Pharmacal Co. (Tranquil) 
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J. R. PERSHALL CO. 

10.') II . Adams St., (.hUago 3, ///. Frank- 
lin 2-8110 

Harry C. Pick, media marketing dir. 

Chicago Plastering In— lilnti-, Ili-C Div., Min- 
ute \liiid Corp., Northern 1 1 1 imii-. C,a- Co. 

POWELL AND SCHOENBROD ADV.* 

HO A. Michigan lie.. Chicago II, ///. 
Mahauk 1-0620 

Herbert Summers Hall, Jean Burns 

Law renee A\ enue ( '. NIC, \rthur Xagcl (High 
Fidt'Iii) component*), Newcastle Product^ 
(model u f •> l« I dour*), North \inerican Phil- 
lips l'o„ \\ alker- \dain- Stores, Wood-Davis 
Co. (wallpaper) 

PRESBA, FELLERS & PRESBA* 

360 .V. Michigan Ave., Chicago 1, ///., 
Central 6-768.3 

W. B. Presba, Marquis M. Smith, J. R. 
Bremner, Jr., Edward J. O'Malley 

Book Mou«f for Children, Lawder Brothers 
(cars), Orleans Canning Co. (clog food), 
W arp Bro-. I Flox-O-Class) 

FLETCHER D. RICHARDS 

221 X. LaSalle St., Chica.so I, ///. Finan- 
cial 6-3585 

G. T. Jahnke, L. Plaetz 

Borg-Erickson Corp. (bathroom scale*), 
Plactr; Squirt Mottling; Co.. Jahnke; U. S. 
Rubber Co. (Tire Disi.), Jahnke 

ROCHE, WILLIAMS & CLEARY 

135 5. LaSalle St., Chicago 3, ///. Ran- 
dolph 6-9760 

F. H. Hakewill 

Chi., .Milwaukee. St. Paul & Pacific HH, 
National Toilet Co. (N'adinola), John Puhl 
Product- (fleecy while, etc.), Stewart's Pri- 
vage Blend Coffee Co. 

SHERWIN ROBERT RODGERS & ASSOC.* 

60 East Scott St., Chicago 10, ///. Superior 
7-5706 

Sherwin R. Radgers 

Daisy Brand Dairy Products, Douglas Prod- 
ucts, Jane Anne Sa la il Dressing. Frost E-Zc 
(cake fro-ting). Kevoetts (Dietary Supple- 
nients), On-Cor Steaks. TV Time Popcorn, 
Min Sun Trading Co. (Chinese Maid 
Prods.), Slotkow*ki Sau*age Co.. Swiss 
Products, Vila Foods 

RUTLEDGE & LILIENFELD* 

121 I*. Tacker Driie, Chicago 1. ///. 
Dearborn 2-6326 

Frances L. Rickey, media dir. 

Catherine Clark's Brownberry Ovens, Con- 
tinental Coffee Co., Hawthorn Mellody 



(dairv prod*.(. National lea ( n, (foodsl, 
lJeal.enioii-Piiritiiii l.n. ( j 1 1 i > ■ > ■ ~ > 

R. JACK SCOTT* 

HI I \. Michigan Ave., (him/in 11, ///. 
II fate hall I 6886 

Fred M. Vasse, media dir. 

Ktijer International Laboratoiii--, Chicago 
Stadium Coip., • itru* 1'ruilwi* (.o., Frigid- 
meat-, Inc. ( frn/en packaged meat-), I- it/- 
pat i ii k Bro*., Cidden Mix, l.ibhv Furniture 
& \ppliaiue Co., Mineral 1 - of the *-ea, I. til., 
Pel feel Pin- llo-ien Mill-, Rhodes Pharma- 
cal Cu, K.altriiu, Trimet), >alerno-Mego- 
wen lli-cuit Co., Nhutter (land) ( .o., *>pic- 
gel. Inc. (Retail & Catalogue Order Div.), 
Tote-llrn-h ( Folding Toolhbrn-li I , Walgreen 
Drug Co., \\ yler & Co. (-onp* and lemonade 
mix I 

RUSSEL M. SEEDS CO* 

Palmalhe llldg., Chicago 11, ///. White- 
hall 3-2133 

James Witherell, v. p.; Merle Myers, Vir- 
ginia Russert 

Brown & Williamson Tobacco Corp. (Bu- 
gler, Avahm, W ings, Raleigh*, Sir Walter 
Kaleigh), Russett; Elgin America, Div. Illi- 
nois Watch Case Co. (compact*, lighters, 
etc.), 11. Fendrlch (LaFendrich, Chas. Den- 
by cigars), Lanolin Plus, Myers; Pinex Co. 
(Pinex Cough Syrup & Paba-onel, Russett; 
W. A. Sheaffer Pen Co., Myers 

WESLEY E. SHARER & ASSOC. 

936 A*. Michigan Ave., Chicago II, ///. 
Superior 7-5890 

Mary Hartatsas, Wesley E. Sharer 

Radio Sleel & .Mfg Co. (Coa-ter wagons &• 
scooter-), Tremax Industries (bouncing 
horse-), Trylon Products Corp. (bubble 
bath) 

JOHN W. SHAW ADVERTISING 

51 East Superior St., Chicago 11, ///. 
Mohawk 4-6323 

Bobby Landers, Isabel McCaulay 

Colgate-Palmolive Co. (Colgate -have 
cream*), Donnever Corp. (electrical appl-. 
& power tool-), Lnmbermens Mutual Casu- 
alty Company (Ins.). (Quaker Oats Co. (corn 
meal, special products, corn bread ea*y 
mix), W ebcor (Fonograf*, record changer*, 
tape recorder*) 

SMITH, BENSON & McCLURE^ 

8 5. Michigan Ire., Chicago. III. State 
2-1931 

John G. Schraeder, media dir. 

STERN, WALTERS & JASTER 

936 A*. Michigan Ave.. Chicago II. ///. 
Michigan 2-3969 



Gerald J. Stern, Lee J Walters, Martin J. 
Simmons 

*" M. Kdi-nn ' Ik iiiii dl ( o. 1 I )<-niid-s,ii;i-. 
m«-dt' jti il *kin Irr.iiiM. nU, Simmans; Md- 
je-111 Int. ( orp. 'High I'ldehty radio-). 
Stern; M,i-ti r liroii/i- Powihr < o. * I >• I u *>■ rt , 
(<al\ VI. rip paint-/, Walters 

STOETZEL & ASSOCIATES 

!0, V Mulligan Au:, ( hi, ago 1. ///. 
State 2-8927 

Lcana Murphy 

lia< k to Cod lloir 1 religion- program) 

TATHAM-LAIRD' 

61 /•.. Jwkson Uliil., < hi fa go t, ///. Ham- 
son 7-3700 

George Balas, dir.; Harald Bennett, Ray 
Bayer, John Dcacan, Danald Grassc, Pat 
McMahan, Jack Ragcl, Mary Radgcr, 
John Singleton 

\bbott Laboratories ( "*nf arv I) , Dcacan; 
Campbell Soup Co. C. \. *>wan-on & *nn! 
(frozen poultry & pot pic- & T\ di ners), 
Bennett; General Mill- <Ki\. Trix & *-ugar 
Jet-, Siirechamp dog food), Bennett, Bayer; 
The Parker Pen Co., Bennett, Bayer; 
Procter & Gamble (Fliiffol, Dcacan, Mc- 
Mahan, Singleton; The Toni Co. ( Bobbi, 
I lush, While Rain), Radgcr, Grassc; The 
Wander Co. (Ovaltine, Toddv), Grasse; 
The Ceo. Wiedemann Brewing Co., Grasse, 
Ragcl 

J. WALTER THOMPSON CO.* 

H0 A. Michigan Aft'., (.Imago 11, ///. 
Moli auk L6700 

Gcarge C. Reeves, v. p.; Ed Fitzgerald, 
Special Broadcast, assignments, new busi- 
ness, departmental ca-a rdinatian & man- 
agement 

Timebuyers: Robert Atwaad, Marvin 
Berns, Ellen Carlson, Mary Kay Gidlcy, 
Wm. Kennedy, Bernice McTaggart, Marie 
Rogers, Sylvia Rut, Tee Watsan, Peggy 
Willebrand 

Chun King Sale-, Atwaad; Klgin National 
Watch Co., Watsan; Jnhn-on Motor-, At- 
waad; Kraft Food- ( .o.. McTaggart, Wat- 
san; I ibbv . McNeill & lil)l)\. McTaggart, 
Watsan; Mobile Homes Manufacturer? 
\ssn., Atwaad, Gidley; Murine ( o., At- 
waad, Gidlcy, Pliarma-( raft < orp.. Carlson; 
Ouaker Oat* Co., Atwaad, Gidlcy; *-chlitz 
Prewing Co.. Rogers, Rut, Willebrand; 
"•cven-I p Co., Berns, Kennedy; ^outhea-t- 
cm Trailwav- Watsan; **wift \ ( o. i \H- 
sweel. Jewel shortening & oil. peanut but- 
ler), Carlson; *»wifl & Co., McTaggart, 
Atwaad, Gidlcy; Weco Product-, Atwaad, 
Gid Icy 

UNITED STATES ADVERTISING CORP. 

25 E. Jackson Bird.. Chicago I. ///. Web- 
ster 9-0911 



JULY 1957 
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W. J. Kerins, Jeannette Duringer 

Great China Foods, Sno-Bol (Bathroom 
Cleaner), Wilson & Co. (All product?) 

VAN HECKER 

28 E. Jackson Blvd., Chicago 1, ///. Wa- 
bash 2-2269 

C. E. Van Hecker 

Pyroil Co. (super lubricants) 

GEOFFREY WADE ADVERTISING 

20 .\. If acker Drive, Chicago 6, ///. State 
2-7369 

Lauis J. Nelsan, media dir.; D. S. Wil- 
liams 

Alberto Culver Co. of Hollywood (YO-5), 
.Miles Laboratories (. Alka-Seltzer, One-A- 
Dav Yitamins, Nervine) 

MURIEL WAGEMAN ADV. AGENCY* 

35 E. If acker Drive, Chicago 1, ///. Ran- 
dolph 6-0339 

Muriel Wageman 

Bazelon Mfg. Co. (household appls.), Utili- 
ties Engineering Inst. 

VERNON S. WEILER, ADVERTISING 

664 A - . Michigan Ave., Chicago 11, ///. 
Mohawk 1-5500 

Vernan S. Weiler, Robert S. Weiler 

Electronic Development Laboratory (RA- 
LOC Geiger Counters), Tumbl-Togs (chil- 
dren's play clothes) 

EDWARD H. WEISS AND CO.* 

360 A. Michigan Ave., Chicago, III. Cen- 
tral 6-7252 

Jack J. Bard, v. p., media dir.; Nathan 
Pinsaf, media mgr.; Jaan Mandel, Nara 
Marcus, Jay Selz, Gearge Yanan 

College Inn Foods (tomato cocktail & chick- 
en A La Kin?), Yonan; Jose Escalante & 
Co. (Corina Cigars), Yonan; Ilelene Curtis 
(hair prod., men's toiletries), Marcus; Mo- 
gen David Wine Corp., Marcus; Purex Corp. 
'cleansers & soaps), Yanan; Red Cross 
(spaghetti & macaroni), Yanan; Sealy (mat- 
tresses), Pinsof 

WHERRY, BAKER & TILDEN 

919 V. Michigan Ave., Chicago 11, ///. 
Delaware 7-8000 

C. E. Balgard, media dir.; Gordon H. Hen- 
dry, Beverly Miller, Marcella O'Neil 

O^car Mayer & Co. (meats), Quaker Oats 
Co. (cereals. Full-O-Pep animal feeds), 
Miller, O'Neil 

YOUNG & RUBICAM* 

333 Y. Michigan Ave, Chicago 1, ///. 
Financial 6-0750 



Robert S. Byron, media dir.; Richard An- 
derson, Ruth S. Leach, Margaret Mc- 
Grath, Marion Reuter, Richard G. Stevens, 
Eugene E. Sweeny 

American Bakeries Co. (Grennan cakes, 
Tay-tre bread), Leach; Borden Co. (Milk 
& lee Cream Divs.), Anderson; Hammond 
Organ Co. (Hammond organs), Anderson, 
Reuter; International Harvester Co. (trucks), 
Stevens, Sweeny; .Marathon Corp. (north- 
ern ti-siie. facial tissue, towels, napkins, 
vvaxtex), McGrath, Reuter, Sweeny; Si- 
nioniz Co. (Aerosol, Bodysheen, Cellulose 
sponges, Hilitc, Ivalon. Vista. Simoiiiz floor 
wax, Simoniz Paste Wax & Kleeners), An- 
derson, Leach, Stevens 

JACKSONVILLE 

WM. R. DEUTSCH ADVERTISING* 

306 East State St., Jacksonville, III. Chest- 
nut 5-7118 

Ideal Baking Co. (Lucky Boy good bread) 

r-EOKIA 

HEINRICH ADVERTISING AGENCY* 

1123 Kno.xrille Ave., Peoria, III. 8-1869 

Anderson Sign -Mfg. Co., Great Central Ins. 
Co., llotchkiss Steel Products. Sehmidgall 
Mannfactor 

ROSS ADVERTISING* 

1005 North University, Peoria, III. 3-7106 

M. B. Kreighbaum, Wm. Pinkney, Jr. 

Klein's (Department Store), Pere Marquette 
Motors (Mercury dir.) 

KOCKFOKD 

HOWARD H. MONK & ASSOC.* 

500 Illinois \ational Bank Bldg., Rock- 
ford, III. 1-7953 

Norma Wren 

Ray-O-Yac Co. (flashlights & batteries), 
Western \ev\sell Mfg Co. (drapery hdw.i, 
W'ilNon Products Div.. Ray-O-Yac Co. (sun- 
glasses) 

VVH EATON 

J. M. CAMP & CO.* 

101 Savings & Loan Bldg., Wheaton, III. 
If heaton 8-8850 

John M. Camp, Grace R. Jordan 

Back To The Bible Broadcast, Gems of 
Grace Broadcast, Morning Chapel Hour, 
Radio Bible Clas>, Young People's Church 
of the Air, Youth on the March 

V\ IL-METTE 

MARTIN-ENGEL AND ASSOC. 

423- 10r/f St., IT it met te, III. inimette 
1623 

Gearge F. Engel 



Dramatic Pub. Co. (play publishers), Clay- 
ton Mark & Co. ( water systems, well sup- 
plies) 



INDIANA 

L\ ANSV1LLL 

KELLER-CRESCENT CO. 

20 S.E. Riverside Drive, Evansville 8, Ind. 
Harrison 5-5146 

Lee Edmiston 

Holland Custard & Ice Cream, Weil Pack- 
ing Co. (meat prod-.) 

RACENER ADVERTISING AGENCY* 

35 S.E. Seventh St., Evansville 8, Ind. 
Harrison 2-1379 

Melba Jean Racener 

Hahn (farm & garden snppls.), Salm's 
(women's apparel) 

FOKT WAYNE 

WILLIS MARTIN CO.* 

535 West Wayne St., Fort Wayne 2, Ind. 
Anthony 6233 

Floyd D. Jefferis, Paul W. Gatsch, John 
D. Fitzgerald, David G. Lee 

Indiana & Michigan Electric Co., Spangler 
Candy Co. (Dum-Dum lollipops) 

ROSS ADVERTISING 

252 Farmers Trust Bldg.. Fort Wayne 2, 
Indiana. Eastbrook 3473 

S. A. Ross 

B & L Popcorn Co. 

CLEM J. STEIGMEYER ADVERTISING* 

259 Central Bldg., Fort Wayne, Ind. An- 
thony 1230 

Clem J. Steigmeyer 

Decatur Industries, (smokers' accessories 
and novelties), Mayflower Mills (Snow 
Goose Flour) 

SUPERIOR ADVERTISING 

300 Fort W ayne Bank Bldg., Fort Wayne, 
Ind. Anthony 6131 

A. W. Parry, Jr. 

Mc.Millen Feed Mills 

LOUIS E. WADE* 

821 Webster St., Fort Wayne, Ind. An- 
thony 6282 

Louis E. Wade, Edward P. Wade, Richard 
M. Katt, Richard D. Morgan 

ABC Coach Lines (inter-city bus), L. E. 
Wade; Am. Coal & Supply Co. (bldg. mats.), 
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Katt; liruifiimii Brother* (western wear), 
Morgan; Gillie* >eut Cover Co., Kott; >ears 
Roebuck X Co., Morgan, E. P. Wade; Ralph 
Sechler X Son I pickle* porker) , P. Wode; 
Wayne Cooperative Milk Producers- (milk 
iU»iriIiiitor>> , Katt 

IMIHV U'OLiS 

CALDWELL, LARKIN & SIDENER-VAN 
RIPER 

1100 Merchants Hank Hid/;., Indianapolis 
l, I ml. Melrose 2-6501 

Don Howell, Radio-TV dir.; Omer Foust, 
Frank McGroth 

Aero Mayflower Transit Co. I lung distance 
& local moving & storage), McGroth; Kin- 
gan Div., IlyCrade Food l'rod-. ( .orp. (meat 
product") Foust 

TEVIE JACOBS ADVERTISING AGENCY * 

701 Morris I'lan llhlg., Indianapolis 1. 
hid. Melrose 69189 

Tevie Jocobs, pres.; Avis C. Davis, occt. 
exec. 

Al-co (combination alum, screen & -tonn 
doors, windows, aluminum awnings; Indi- 
anapolis, Ft. Wayne, Cincinnati, Louisville. 
Decatur, I'eoria), Jaguar Midwest Sales 
(Jaguar di-trib.), I'e-t Control Services. 
Services (major appliances) 

KEELING & CO.* 

1028 Chamber of Commerce llhlg., Indi- 
anapolis 4, hid. Melrose 5-5131 

Mory C. Dill, M. P. Jenkins, Raymond G. 
Sweeney 

Blue Cross-Blue Shield. Jenkins; Casite 
Div., Hastings Mfg. (lubricants), Jenkins, 
Dill; Meridian .Mutual In-nrance Co., Swee- 
ney, Dill; Powers & l'ittcnger. Jenkins, Dill 

\tt \CIF. 

APPLEGATE ADVERTISING AGENCY* 

100 Minnetrista lllvtl., Mancie, hid. Alias 
1-7707 

W. Milo Carter, medio dir. 

Ball Bros. Co. (Ball jars, caps, rubbers, plas- 
tic vials, llygeia nursing prod-.. Bonnie Jon- 
nie bowl cleaner), Bryant Manufacturing 
Co. (beating and air conditioning equip- 
ment), Durham .Mfg. Corp. (metal furni- 
ture), Glas-ock Bros. Mfg. Co. (Glasco Pre- 
.Mix vendors and di.-penser-, Gla-co sand- 
wich bar. Glasco table top refrigerator* ( . 
Howe Fire Apparatus Co.. John Lees Di\. 
of Scrrick Corp. (metal molding), Muncie 
Parts Mfg. Co. (Power Take-offs, Universal 
joints. Hanger bearings). National Homes 
Corp. (Pre-fabrieated homes). National 
Standard Parts Assoc. (Automotive Trade 
Association^, North American Van Lines. 
Inc. (long distance moving) 



-m in id. m> 

LINCOLN J. CARTER ADV. AGENCY* 

KKi Toner llhlg., .South Until, Intl. < entral 
2-3391 

Lincoln J, Carter, John J. Futter, Keith 
Klapfcnstcin 

\uierie.in Tiu-t Company, Klopfenstcin; 
Mmuvniede (leaner-, Futter; YWUlTV, 
Futter 

IOWA 

< HlVll It Wills 

ALTMAN-GILBERT ADV. AGENCY* 

127 Guaranty lltilg., Cedar Rapids, loua. 
2-6111 

M. A. Gilbert, F. E. Altmon 

Diamond \. Mill- (feeds), Haiuiltou Co. 
(farm -cod-). Lift Products (Ma-Sweet), 
M'ra-White Chemical Co. 

W. D. LYON CO.* 

303 Second Ave., S.E., Cedar Rapids, 
loua. Empire 1-2151 

Eileen Burns 

Barron Motor Supply, Better Home- & Gar- 
den- Magazine, Collin- Radio Co. (electron- 
ic-), Crescent Llec. Supply Co. (O.K. 
appls.). Gcrkin Co. (Bldg. Equip. & Supply 
Dist.), Kent Feeds (farm feed*). Kockford 
Brick & Tile, Magic Lumber Co. (lumber 
prod*.). Mover Water Softener, Sweetheart 
Tomato Co., Wells Blue Bunny 'ice cream 
nifrs.) 

1) \\ KM'OHT 

SPERRY-BOOM* 

I'nion Arcade Bldg., Davenport, loua. 
7-5201 

R. V. Boom, Sam A. Preston 

Borden Co. (Iowa Milk div.). Preston; Iowa 
Turkey Federation, Preston; Quad-City 
Milk Foundation (fluid milk), Preston; Re- 
public Electric Co. (wholesale jobber), 
(Fodder \ir Conditioning, A. 0. Smith 
heaters). Preston; Schlegel Rexall Drugs 
(retail chain), Preston 

WARREN & LITZENBERGER ADV.* 

805 First National Bldg., Davenport, loua. 
6-2596 

Roger S. Smith, medio dir.; George W. 
Meister, TV dir. 

Evans Cleaners (laundry & dry cleaning 
chain). Smith; low ana Farm- Dairies (dairy 
prods.). Smith; \\ il-on'- TN ( T\ and 
appls.), Meister 

DK- MOINES 

FRED D. CARL SALES PROMOTION* 

1019 High St., Des Moines 9. loua. At- 
lantic 2-5951 



Fred D. Carl 

(fluid 1 1. ill (wood prodo<l-i, Iow.i l.uin 

*Mlppl\ Co., IV*"i \lf(I. (.ii. I bollte >m i |i 

nig compound ) , Ioiuahuwk Ilvliid < oiu 
i ii. 

WESLEY DAY & CO.* 

'2HIH Ingeisoll, Des Monies |J, luit a. It 
I ant i, 8 2258 

Wesley Day, Patricia Puti, Donald H. 
Wallace 

< ouiliiioued \ir I orp., Wallace; I)i*<* 
Moim> \iito show, Wallace; Home and 
Flower show, Day; Look Maga/me, Day; 
Orville Uwe (Ford), Wallace; Plumb Mip- 
Jily Co., Wallace; 'Ihnflwav More-, Day 

LESSING ADVERTISING CO.* 

910 If alruit llhlg., Des I/„i,i, n, h,ua. 
Cherry 3-1119 

C. T. Flynn, P. J. Flynn 

Berry Seed Co. (Cro Coated -eed I . Cri-wold 
Seed Co. (farm -eed), Mou\ Meel ( n. 

A. W. MacDONALD ADVERTISING* 

914 Craml Ate., Des Moines 9, /oi<<7. 
2-3911 

A. W. MocDonald 

Pioneer Labs (feed supplement-) , Preferred 
Ri-k Mutual Insurance, The W e-lin Co. 
• disinfectants) 

MENOUGH, MARTIN & SEYMOUR* 

501 Carver llhlg., 707 Lorttst St., Den 
Moines, Iowa 

E. M. Menough, R. J. Quackenbush, Ira 
E. Hymen 

Mlied Mutual Casually Co. <ln-.>. Baren 
Chemicals I insecticide ( . Hunter Mfg. ' o. 

(bed items), Profe-Moual F 1- (vitamin-, 

etc. I, Service Optical ( o. (optical ileni'l 

TRUPPE, LaGRAVE & REYNOLDS ADV. 
AGENCY! 

Suite 535-6-7 Insurance Exchance Hide., 
Des Moines, loua. IT 8-3289 

Edword LaGrave, Jr., Carter L. Reynolds, 
Russell Truppe 

Black Furniture, Reynolds; Borden's Ili- 
Lau Dairy, LaGrave; De- Moines Savings & 
Loan. Reynolds; Forman Ford & I o. of 
Iowa. LaGrave; Gifford-Brow n, Reynolds; 
Hospital Service of Iowa, Truppe; "Lnthi ran 
\e-pers," LaGrave; Miper \ alii Food "-lores, 
LaGrave. 

WALLACE ADVERTISING AGENCY* 

213 Masonic Temple Hhlg„ Des Moines, 
loua. 1-8173 

Ross Wallace, John C. Wallace 
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Boekc Feed Co. (commercial feeds.) , Pio- 
neer Hi-Bred Corn Co. (hybrid corn) 

rORT DOOCE 

RATHERMEL ADVERTISING AGENCY* 

9 South Tenth St., Fort Dodge, Iowa. 
4-1101 

Gene M. Rathermel 

Albert City Mfg. Co.. Baker Mfg. Co., Bo- 
densteincr Mfg. Co., Calmar Mfg. Co., Chant- 
land Mfg. Co., Flat Top Machine Co., Har- 
berts Mfg. Co., Hunter Mfg. Co., Kopp Mfg. 
Co., Larson->wanstiom Co., Lenz Mfg. Co., 
Manly Mfg. Co., Northwest Steel Co., Ros- 
kamp Huller Mfg. Co., Scbrader Mfg. Co., 
Simonsen Iron Works, Simonsen Mfg. Co., 
Sotlcrholm Mfg. Co. 

sioi'x CITY 

DOVE ADVERTISING AGENCY 

541-42 Benson Bldg., Sioux City, Iowa. 
2-0541 

Frank Dave, Richard Dove 

Kooiker Mfg. Co. (farm machinery), F. 
Dave; Silent Sioux Corp. (heating equip.), 
R. Dave; Wind-King Elec. Mfg. (Moz-AIl 
Pow<t mower) , F. Dove 

W. D. LYON ADVERTISING CO.* 

373 Orpheum Bldg., Sioux City, loiva. 
8-5545 

Don Carlos, Mgr.; Bab Colburn, Radio- 
TV dir. 

Assoc. Hospital Service (Blue Cross), Car- 
los; Cowles B'casting Co., Carlos; Gerkin 
Co. (bldg. specialties), Calburn; Tolerton 
& Warfield Co. (wills, grocers). Calburn; 
Wells Blue Bunny (ice cream mfrs.), Wig- 
man Co. (plumbing distributors), Calburn; 
Wilson Trailer Co. (livestock trailers), 
Carlos 



KANSAS 

KANSAS CITY 

MERRITT OWENS ADV. AGENCY.* 

365 New Brotherhood Bldg., Kansas City, 
Kansas. Drexel 1-7250 

Fritx Lisec, Merritt Owens 

C. W. Jones Co. (home developer), Lisec; 
Pearson-Ferguson Chemical Co., Owens; 
Thriftway Food Stores, Lisec 

WICHITA 

ASSOCIATED ADVERTISING AGENCY* 

120 S. Market St., Wichita 2, Kans. Am- 
herst 7-1201 

John Beach, Prestan D. Huston, C. R. 
Sullivan, Lewis Foster 

Bryant-O'Conner (distributors), Beach; Dod- 



son Mfg. (silos, farm bldg.), Beach; Job- 
ber's, Inc. (distributors), Faster; Salina 
Supply (distributors), Faster; StefTen Dairy 
Foods Co., Beach 

LAGO & WHITEHEAD* 

514 South Tope,ka, Wichita 2, Kansas. Am- 
herst 2-7424 

Jack E. Grant, A. Byran Kenyan, H. 
Whitehead, W. Hardwick, J. Ludiker, 
Miles Tad Williams 

Cella Vineyard* (wines & grape juice), 
Grant; Ilesston Mfg. Co. (farm equipment), 
Grant; Hyde Park Dairies (dairy prods.), 
Ludiker; Killion Service Stations, Grant; 
Mart Stores (clothing), Grant; Mid-States 
Waterproofing Co. (swim pools), Grant; 
RCA Dist. Corp., Ludiker; The O. A. Sutton 
Corp. (fans & air conditioners), Whitehead, 
Hardwick, Williams; Wolfe Music Co. (mu- 
sical instruments), Grant 

McCORMICK-ARMSTRONG CO.* 

1501 E. Douglas Ave., Wichita 1, Kansas. 
Ilobart 4-1364 

Oliver Buswell, J. L. Johnson, Dick Ander- 
son, Warren Kinney, V. D. Mayo, H. R. 
Laudermilk, R. T. Aitchison, Donald G. 
Farbes, J. O. Osburn 

Armstrong Creamery Co. (ice cream), An- 
derson; Derby Refining Co. (petroleum 
prods.), Johnson; Dick Price Motors (Lin- 
coln & Mercury), Osburn 

KENTUCKY 

LOUISVILLE 

FRED R. BECKER ADV. AGENCY* 

901 Washington Bldg., Fourth & Market 
Sts., Louisville, Ky. Juniper 5-5268-9 

Ted D. Tighe, Fred R. Becker 

Blue Cross Hospital Plan, Tighe; Ilirsch 
Brothers & Co. (Paramount foods), Becker; 
Lincoln Income Life Ins. Co.. Becker; Major 
Appliance Div., Stratton & Terstcgge, Becker 

DOE-ANDERSON ADV. AGENCY* 

315 Commonivealth Bldg., Louisville 2. 
Ky. Juniper 5-3193 

G. P. Wagner, media buyer 

Commonwealth Life Ins. Co., Federal Chemi- 
cal Co. (Federal fertilizer) , Grocers Baking 
Co. (honey-krust bread) 

FARSON, HUFF & NORTHLICH* 

1110 Republic Bldg., Louisville 2, Ky. 
Wabash 3227 

J. R. Will, dir. Radio & TV; J. S. Huff, 

H. E. Logsdan, R. Turpen, Emil Stein 

Beverly Motors (new cars), Stein; Del- 
monico Foods (macaroni prods.). Huff; Lo- 
gan Co. (mattresses), Huff; Louisville Trust 
Co., Turpen 



LOUISIANA 

BATON KOLCE 

HERBERT S. BENJAMIN ASSOC.* 

234 Main Street, Baton Rouge, La. 3-2817 

Dorothy S. Johnson 

Crawford Corp. (prefab, houses), Fidelity 
National Bank, Kleinpcter Farms Dairy, 
Kornmeyer's Furniture Co., Picadilly Cafe- 
terias, W right Insurance Agency 

-NEW ORLEANS 

FITZGERALD ADVERTISING AGENCY* 

Lee Circle Bldg., 1040 St. Charles Ave., 
New Orleans, La. Tulane 3131 

Wm. H. Thomas, dir. Radia-TV dept.; 
E. Bayd Seghers, ass't.; Marie O'Meara, 
Jae Epstein, Jr. 

Alaga Syrup Co., O'Meara; Coca-Cola, 
O'Meara; Godchaux Sugars, O'Meara; 
H. G. Hill Stores, O'Meara; Jackson Brew- 
ing Co., Seghers; Louisiana State Rice, 
O'Meara; Pioneer Flour Mills, Epstein, Jr.; 
Scoco-Crustene. O'Meara; Wesson Oil & 
Snowdrift, Seghers 

ROBERT KOTTWITZ ADVERTISING* 

540 Audubon Bldg., New Orleans 16, La. 
Canal 8185 

William R. McHugh, Robert Kattwitz, Jr., 
Margaret A. Dalton 

Am. Liberty Marketing Co. (Almco), Dal- 
ton; Brennan's Old Absinthe House, Mc- 
Hugh; Vivian J. Gelpi Co. (Goebel beer), 
Kottwitz, Jr.; National Food Products, 
McHugh 

WALKER SAUSSY ADVERTISING* 

Penthouse, Texas Co. Bldg., New Orleans 
16, La. Canal 9212 

Walker Saussy, Jules Robert, Jas. C. 
Shields, Jr., Stanley Starr, Dorothea 
Schlessinger, John Brawn, Wallace Dorion, 
Jr., Dwight Ziegelasch, Alvin C. Camus 

Am. Brewing Co. 'Miami Regal Beer), 
Saussy; J. H. Bonck Co. (Tulane sport & 
dress shirts, work clothes), Ziegelasch, 
Darion; California Wine Assoc. (wines & 
brandy), Elmer Candy Co. (Elmer's can- 
dies), Schlessinger; Henderson Sugar Re- 
finery Co. 'Henderson's superfine sugars), 
Starr; Wm. B. Reilly Co., Inc. (Luzianne & 
R. T. coffee), Shields, Jr., Starr, Robert 

WHITLOCK, SWIGART AND EVANS* 

327 Exchange Place, New Orleans, La. 
Express 2148 

Bache McE. Whitlock, Daniel G. Evans, 
Frederic R. Swigart 

American Beverage Co. (RC Cola), Swi- 
gart; A. Bolonga & Co. 'Monogram wine 
di*tr.), Evans; Dalton's 'department store). 
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Evans; Cold >ejil Creamen dlnirv plod-. 1, 
Evans; I ddo X T»«riiiiiia Co., I in-. (Prugie-e 
mi Italian foods I, Evans 

MAINE 

IliMI I Ml 

SIMONDS, PAYSON CO.* 
53 Exchange St., Portland, Me. Spruce 
M97 1 

H. C. Baxter, T. D. Chcllis 

Brooke Miind Tea (.'(>., Baxter; Maine Dept. 
(if Industry & Commerce, Baxter; Maine 
Milk Tax ('mum., Baxter; >clilotterbeck & 
[■'■'*» (Fo-- extracts & salads), Baxter; Sea- 
hoard Parking Co. (Neptune sardines) , 
Chcllis; Snow Flake Canning Co. (Baxter*- 
filial fro/en foods), Baxter 



MARYLAND 

II M.TI VI OllK 

CLINTON D. CARR & CO.* 

2.")0."> \. Charlrs St., Baltimore 18, Md. 
Hopkins 7-8166 

C. D. Carr 

Army Times Publishing Co., National Cen- 
tral Bank. Monumental-Security Storage Co., 
Pal (Orangeade), Trn-Aile Bottling Co. 
(Halt.) 

W. B. DONER & CO., ADVERTISING 

222."> V. Charles St., Baltimore 18. Md. 
Belmont 5-1212 

Donald E. Leonard, media dir.; Herbert 

D. Fried, Arne N. Romberg, Ann Press- 
man, Ruth Clift 

Chemical Products Co.. Gardner Old^moliile, 
Motor Sale- Co., National Brewing Co. of 
Orlando, Phillips Packing Co. 

EMERY ADVERTISING CORP.* 

1201 5/. Paul St., Baltimore 2. Md, Plaza 
2-2393 

R. I. Highleyman 

Halt. Federal Savings & Loan, Medusa Ce- 
ment Paints. RW L W ine Co. 

THE S. A. LEVYNE CO. 

S k? St. Paul Place, Baltimore 2, Md. Mul- 
berry 5-3390 

Marion Dietz, timebuyer 

Halt. Paint & Color Works (Wall-Fix & 
Oleem paints). Cat's Paw Rubber Co. (Cat's 
Paw heels & soles. Cat-Tex soles, Microlite 
sole-), Martin Gillet & Co. (House of Lords 
tea). Murphy Paint Corp. (Murphy paints). 
Owens Yacht Co. (Owen's Flag-hip, Speed- 
boat. Flagship engines) 



ROMAN ADVERTISING AGENCY 

niO \. (alien St., Baltimore 2. M<l. Mul 
berry 5-H2H2 

James A. Miller 

I) & II Di-tnbtiling Co. i li( \ \ iclnr prudo , 
Win. H. Ht*il> X Co. <l luiamic eoflec & tem. 
White Colfee Put licst.iiii.mi-, J. s. faille 
& Ck. (Pillar Hock salmon) 

SPEED & CO. 

101 A. Redmmd St., Baltimore 2, Md. 
Mulberry 5 IHI7 

Anne M. Engcrs, F. B. Speed, Jr. 

Halt. Gas & Flee. Co., Speed, Jr.; Delvale 
Dairies (ice cream), Engcrs; Roval < rown 
Bottling l.o. of Halt., Engcrs 

VANSANT, DUGDALE & CO.* 

15 E. Fayette St.. Baltimore 2, Md. Lex 
iiif-ton 9-5 100 

Rita G. Eastman, all accts. Evelyn Hutt- 
man, assistant 

Am. Brewery (beer), \m. Seed (mail or- 
der), \nchor l'o-t Prod-, (fences), Black 
& Decker (power tools). Harry Campbell 
(Sakrete ready mix concrete), Crosse & 
Black well (food-), Frani Corp. (auto Fil- 
ters), Lord Calvert Coffee, Glenn L. Martin 
Co. (aircraft & develop.). Md. Hospital 
(Blue Cross & Blue Shield). Md. Milk Pro- 
di.cers (Dairy Co-op.). 01 in Mathie-on 
Chcm. Corp. ( anti-free/e) . Hoy-ter (fer- 
tilizer) 

MASSACHUSETTS 

BO-TON 

ALLIED ADVERTISING AGENCY* 

100 Boylston St., Boston 16. Mass. Hub- 
bard 2-H00 

Howard Shamban 

Beacon Company (floor wax) 

ARNOLD & CO.* 

262 IT ashington >'/., Boston 8. Mass. Rich- 
mond 2-1220 

Edward Maltiman, TV-Radio dir. 

Acta Corp. (Lnicorn records, clas-ical re- 
cordings), Cadillac-Olds (automotive) , Form- 
aid Co. (bras), Fox-Cro-s Candy (.o. 
(Charle-ton Chew). Old Monastery Wine 
Co. (wines). II. II. Scott Hii-fidelity com- 
ponents). Nop & Shop Supermarkets (chain 
stores). Talbot Pontiac 

BADGER & BROWNING & PARCHER 

75 Federal St.. Boston 10. Mast. I.ibern 
2-3364 

Franklin S. Browning, Jr. 

Star Market Co. (super market chain). 
Parker Brother- (games) 



BAHN ADVERTISING CO. 

II > I haunt \ St., Button II, Maw liberty 
1- L'«l6 

Belleiiiudc I mitwi-iir, I mini raft (< irn brj->, 
M.ini lir«t( i lb* wry Mill (|jnl> I Li np-lmc 
ho nr\, Ironwcir insured inlon-, lp-wi<h 
iivl(ii-), I eiiiics-cc knitting Mill 'ho n r\l 

BBDO * 

162 lt<,\l\l<,n St., Bo\tim P., Mas-,. < oplrs 
7 7IHMJ 

George L. Matthcson, media dir.; G. 
Wright Briggs, Jr. 

\m. Radiator and Standard s uiutarv Corp., 
I ihort\ Mutual lusiirauie l.o., Maine sar- 
din.- (.oiindl. New Liiglainl < okc ( o., I he 
F. & M. Nihael.-r Brewing ( o. of Ma—., The 
Southern New Lligland 'loli-phonc ( o.. R. II 
^learns (.o. 

BENNETT & NORTHROP* 

711 Bovltton St., Motion 16, Matt. Ken- 
more 6-.!820 

Elizabeth D. Parsons 

CB>-llytron (tube-), Cue- & Viung < i en's 
-hoc-), K>ani/e Paint-, s a nd-, Tavlor & 
Wood (■(>. (King \rthur coffee S flour), 
James O. Welch U (candy), Crosby Mo- 
la— es Co.. Ltd., \\ . J|. Schwartz X sun«, 
Ltd. (colTeel. Sn—ex Ginger \|e. ltd. ( -oft 
drink- ) 

JULIAN BRIGHTMAN CO.* 

702 Beacon St., Boston, Mast. Common- 
wealth 6-01.30 

Julian Brightman, Sidney H. Kcrber, 
Irene H. Kcllchcr 

C. II. Alden Mioe Co. ( Vlden-Peiln; shoes), 
\ce Venetian Blind Mfg. Co., Ubany Novel- 
ty Mfg. Co., Vngel Novelty Co. (wood 
prod-.), A-tor Product- Co. (exterminating 
prods.). Banner ^port-wear Co., ( arlton 
Mfg. Co. (pla-tic-). Carpenter-Morton Co. 
(paint- & v ami-lie-), (.lube •-porting Condi. 
Harvard s pecialtv Mfg. ( o. (table tennis 
?et- & balls). Kilo \arni-h I o. < mdn-t rial 
lini-bes). klo^.- lndu-tru- 1 loud-speaker- > . 
Leavni Machine (.o. ( air separator* \ valve 
re-eater- > , \|obero (cold cathode lighting). 
National Novelty igame-i. New Can Co. 
(metal containers). Northeastern Distribu- 
tor- (T\ S appliances i, Norihea-iern Wall- 
paper (.orp.. Oil Colonv >hoe < Rci-- 
Vs-nc. (pla-tic laminate- >. Richard. N e\ton 
& Well- ( ho i-eware-) . v < xton ( an Co. ( in- 
dn-trial container- >. v tern Can ' o. (cans), 
Tal lc Tenni- Corp.. l"niver-al Table Tennis 
(table tennis netsi. Wallpaper Wholesalers 
\-n. 

HAROLD CABOT & CO* 

136 Federal <t., Boston 10. Matt flan- 
cod. 6-7600 

David R. Williams 
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Bos-ton and Maine Railroad, Carling Brew- 
ing Co. (.Black Label beer, .New England 
only), Clicquot Clul> (beverages), I\cw Eng- 
land Elec. System, .New England Telephone 
& Telegraph, S. S. Pierce Co. (grocers & 
importers ) 

DOREMUS & CO.* 

60 Battery March St., Boston 10, Mass. 
Hubbard 2-5665 

Ruth L. Simonds, media dir. 

Algonquin Cas Transmission Co. (regional 
gas promotion coop.), Automatic Heating 
Corp. ( Tinikcn oil burners, storm windows), 
Pastene (canned food & wine), Eugene 
Rothmund (Dutchman brand sausage prods. ) , 
Seiler Eoods (frozen) 

JOHN C. DOWDt 

212 Park Sq. Bldg.. Boston, Mass. Hub- 
bard 2-8050 

Wm. H. Monaghan media dir.; Edward 
J. Regan, asst. 

Burnham & Morrill Co., Cott Bottling, First 
National Stores, Megowen Educator Food 
Co., Revere Sugar Refinery 

SAMUEL GERBER ADVERTISING AGCY. 

146 Summer St.. Boston 10, Mass. Liberty 
2-3209 

Samuel M. Gerber 

Mastercraft Products (mail order), Mocca- 
sin-Craft (women's shoes, mail order), Moth- 
er Hubbard's (mail order) 

INGALLS-MINITER HAUGHEY CO.* 

137 Xetcbury St., Boston 16. Mass. Com- 
monwealth 6-5767 

Nancy Dixon, dir. media & pub. rel. 

Bay State Macaroni Co., Boston Sausage & 
Provision Co.. Carroll Reed Shops (casual 
& ski wear), Dawson's Brewery (beer & ale), 
Friend Bros, (beans, other food prods.), 
Groveton Paper Co. (Vanity Fair & Blue 
Ribbon paper products), Kennedy & Co. 
(food stores), Knapp Bros. Shoe Mfg. Co., 
La Touraine Co. (coffee), The Moxie Co. 
(soft drinks), New England Hdw. Dlrs. 
Assn., II. J. Theiler Co. (textile machinery), 
Usen Canning Co. (Tabby cat food). Wheel- 
er Reflector Co. (industrial & street light- 
ing) 

HAROLD F. LEWIS ADVERTISING CO.* 

18 Tremont St., Boston, Mass. Capitol 
7-7077 

Victor H. Carr, Gretchen Knauff, J. 
Leonard Michelson 

Auto Engineering Co. (foreign cars), Carr; 
Glendale Coal & Oil Co., Carr; Hansen 
MacPhee, Carr; Hyde Bird Feeder Co. (wild 
bird prods.;, Int'l. Shoe Machinery Co., 



Carr; Plymouth Rock Gelatin (deserts), 
Carr; Security Fence Co., Carr; Specialty 
Automatic (printing presses). Standard 
Chocolate Co. (Donna Dcane), Michelson; 
Statler Tissue Corp., Michelson; Tele-\ ane 
Co. (television), Michelson 

LLOYD ADVERTISING 

9 Xeubury St., Boston 16, Mass. (.opley 
7-6510 

John Kurkjian, Joseph Blue 

Savings & Loan Associations and Coopera- 
tive Banks 

ROBERT F. O'BRIEN & CO. 

420 Boylston St., Boston 16, Mass. Ken- 
more 6-1207 

DArrigo Bros, (broccoli & celery), J. W. 
Leavitt Co. (Teddy brand), Monmouth Can- 
ning Co., K. J. Quinn Co. (Scuffy shoe pol- 
ish) 

PARSONS, FRIEDMANN & CENTRAL* 

101 Tremont St., Boston 8, Mass. Hancorlc 

6- 8622 

Robert Aronson 

Ace Photographic Supply Corp., Ambassa- 
dor Shoe Corp., Blake Industries (toys). 
Dickson Buick, Dunham Brothers Co. 
(shoes). Faulkner Mfg. Co. (seat covers), 
Gale Hall Engineering ( Mile-O-Meter) . 
Great Scott Shoe Corp. (children's shoes), 
Household Research Corp. of America (Ny- 
lon-Britel. Lawrence Plycraft, Maine Mfg. 
Co.. New England Surplus Sales Co. (mail 
order). White Cross Home Prods, (home 
aids) 

REILLY, BROWN & TAPPLY* 

216 Tremont St., Boston 16, Mass. Han- 
cock 6-8070 

Arthur F. Brown, pres.; George Heathcote, 
radio-tv dir. 

R. E. Jarvis (power mowers), Brown; Sykes 
Hernia Control. Brown; Thompson Buick 
Co., Brown; Winfield Brooks Co. (TM-4 
paint remover), Heathcote 

SILTON BROTHERS* 

131 Clarendon St.. Boston 16, Mass, Cop- 
ier 7-3730 

Earle W. Hoffman, media dir.; Marie E. 
Kachinski, space-timebuyer 

Barcolene (all purpose cleaner), Elm Farm 
Food Stores, Lnby Chevrolet (auto dir.), 
Xew England Provision Co. (meats) 

SUTHERLAND-ABBOTT 

581 Boylston St., Boston 16, Mass. Copley 

7- 8600 

T. R. Covey, Jr., radio-tv dir.; Joanne 
Barbour 



\m. Optical Co., Am. Si-alcraft Co., Bine 
Cross, Blue Shield Insurance. Cold Filled 
Mfrs. Assn., Ilomelite Corp. 

TIPPETT & CO.* 

6 Abbott Road, If'ellesley Hills Sta., Bos- 
ton 82, Mass. Ifellesley 5-6550 

O. W. Tippett, S. R. Tippett, Leonard 
Russell, Lewis Briant 

Briggs Maroncy Co. (Bri-.Mar paint*), Tip- 
pett; Coombs & McBeacht, Inc. 'Ford dlrs.), 
Tippett, Russell; Silent-Flo Filter Mfg. Co. 
(water filter) , Tippett 

CKEK.NF1EI.D 

RICHARD R. BRUCE 

20 Federal St., Creen field. \Iass. I'rescott 
4-4.396-97 

Richard R. Bruce, pres.; Anne P. Sur- 
prenant 

Eastern States Exposition (fair), Western 
Mass. Electric Co. (public utilities) 

sl'R INC FIELD 

GIBNEY AND BARRECA* 

100 Chestnut St., Springfield 3, Mass. 
Republic 9-7334 

Marion E. Woods 

Eastern States Farmers' Exchange. Spring- 
field Five Cents Savings Bank. Third Na- 
tional Bank & Trust Co.. Western Mass. 
Electric Co. 

WORCESTER 

C. JERRY SPAULDING* 

201 Commercial St., H orcester, Mass. 
Pleasant 3-4789 

C. Jerry Spaulding 

Bowker-lIamblinMalmquist (General Tire 
dealers). Smith & Fyfe (ice cream mfg.), 
People's Savings Bank 

MICHIGAN 

BKXT<>\ HAHROH 

PAXSON ADVERTISING 

720 E. Main St., Benton Harbor, Mich. 
Walnut 6-2109 

Chester R. Wold 

Michigan Fruit Sponsors I fresh fruits & 
vegetables) 

HLOOM FIELD IllLLs 

MacMANUS, JOHN & ADAMS 

Long Lake Rd. & If'oodtcard Ate., Bloom- 
field Hills, Mich. Midwest 6-1000 

Elmer W. Froehlich, media dir.; Charles 
N. Campbell, William A. Bushway, John 
T. Hartigan 

Cadillac Motor Car Div.. Campbell, Harti- 
gan; Dow Chemical Co. (Saran W rap, agri- 
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( iiltuml dieuiicuU, Penta, uiiti-frcc/e) , 
Bushway; S. "*>. kre-ge ( j>. I MUH'U- > , Camp- 
bell; VI inn. Mining & Mfg. Co. 1 ""iixliecu 
ribbon, gift wrap tape), Campbell; Polltiac 
.Motor On.. Campbell, Hartigan 

THE ALLMAN COMPANY ' 

HIL Free Press lildp., Detroit 26, Midi. 
II mulmirtl 2-8750 

John M. Klack, dir. af media & research 

Bureau of loithing untl 1'l.i-Iei ing of the 
Del mil \rra, Dayton Rnbher Co. ( I ir«- ili\ . t , 
Frnehanf Trailer Co., Indiana Motor Truck 
\s-n„ Trii-cnn Laboratories 

BEAUMONT & HOHMAN 

2312 Hook Tower, Detroit 26, Midi. II ood- 
ward 3- 1 109 

I. C. Bcttikcr 

Michigan Touri-t Council, *»emuiler Whole- 
sale Supply Co. (water heater- » 

KARL G. BEHR ADVERTISING AGENCY* 

300 Francis Palms llhlp., Detroit. Mich. 
II ooduard I-I0H7 

Pauline V. Charland 

Detroit Free Pres-, MacDonald Trailer Sales 

BELTAIRE ASSOC. * 

1 10 1 Maccabees lildp., Detroit 2. Mich. 
Temple 2-7150 

Kars \uts, Schafer Bakerie- 

D. P. BROTHER & CO* 

General Motors lildg., Detroit 2. Mich. 
Trinity 2-82.50 

Watts Wacker, media dir.; Richard Hoff- 
man, John J. Walsh 

AC Spark Plug Div. I Electronic-. Di\„ spark 
pings oil filters, fuel pumps). Walsh; Guide 
Lamp Div. ( Antronic-Eye headlamps). 
Walsh; Harri-on Radiator Div. I radiator- 
& heat exchanger-), Walsh; Hyatt Bearings 
Div. (roller bearings), Walsh; New De- 
parture Div. (ball bearings). Walsh; Olds- 
mobile Div., Walsh, Hoffman; Saginaw 
Steering Gear Div. (power steering!, Walsh, 
Hoffman 

CAMPBELL-EWALDt 

•\th Floor, General Motors flldp., Detroit, 
Mich. Trinity 2-6200 

J. J. Hartigan, senior v. p.; R. H. Crooker, 
Jr., R. E. Fischer, L. N. Harabadian, N. G. 
Jackman, J. J. Passmore 

Chevrolet Motor Div.. General Motors Corp.. 
Detroit Edison Co.. General Motors Accept- 
ance Corp.. Goebel Brewing Co., Rheem 
Mfg. Co.. United Motors Service. Div. of 
General Motors Co. 



CLARK & BOBERTZt 

826 Put lildp., Detroit, \tn h. V ooduard 
1 .5.'><)() 

R. J. Terbrueggen, media dir.; Ruth Speci- 
men 

( iti/rii-' Mutual Vilto In-. ( .o., Mario Food 
Product-, Michigan lid- In-. (.<<., Moto- 
Mower Co. 

DAVIS-DANIELS ADVERTISING 

139 (adillae .Square, Detroit 26, Muh. 
II ooduard 5 987 I 

Monroe D. Molner, Harry H. Goldberg 

Brcnnaii \ppliaucc ( l{( \ Whirlpool di-t.), 
Molner; Carbonated Hot-rages ( s wcet 16), 
Molner; Crown Furiiilun*, Goldberg 

W. B. DONER AND CO.* 

505 Washington lilrd. lildp., Detroit 26, 
Mich. II oodu ard 7-7 100 

Ellen K. Dryer, media dir.; Bcrnicc Jones, 
Mary White 

Del.-oy Distributor- (Del-oy prod-. I . Detroit 
Creamery Co. I Sealte-l milk & ice cream l , 
I). \\. G. Cigar Corp. I R. G. Dun. Fl \ er-o, 
Ben Bey cigars: Enier-tui. ;<an Felice, >anta 
Fe cigars). Federal Department "stores. L 
Perrigo Co. (Hi- Potency vitamins). Radio 
Distributing Co. (\orgc appls.). Rux Prod- 
ucts Co. (ma-onry paints). Speedway Pe- 
troleum Corp. (Speedway 79 & Dayton tires). 
Top Pop Prods. I E Z Pop popcorn & E-Z 
Pop pop) 

GEYER ADVERTISING 

1 1250 Plymouth Road, Detroit 32, Mich. 
IF ebster 3-5520 

J. R. Telisky 

\ut, Motors Corp. (Rambler, Na-ll. Hudson, 
Metropolitan I 

GLEASON ADVERTISING AGENCY* 

726 Fisher lildp.. Detroit 2. Mich. Trinity 
3-8181 

Marjorie M. Sawyer, media dir.; Peggy 
Van Camp 

\nnt Jane's Pickles, Van Camp; kret-ch- 
mer (wheat germ). Sawyer, Van Camp; 
Roman Cleaner 'bleach). Van Camp; >ol- 
ventol ihoiiM-hold cleaner). Van Camp 

GLOBE ADVERTISING SERVICE* 

Bellevue it Jefferson tie.. Detroit 7. 
Mich. Lorain 7-6682 

Sam Picks, Paul Smith 

Johnson Smith & Co. 'mail order). Picks; 
World No\elty Co.. Smith 

GRANT ADVERTISING* 

2900 Guardian Bldp.. Detroit 26. Mich. 
Woodward 3-9100 



W. A. Hammond, media dir.; J. A. Brawn, 
asst. media dir.; David Balnaves 

Dodge Dm, ( I r\ b i ( oip. 'Dod,«- »di«i>, 
Balnaves; l.lntrn Vulo I if- ' ■>. '-paik 
plug», butterie-, tt<. I. Balnaves; b'bnl 
< li< mi< ul In. I toiillip.i-ii i*> tmi'li dlop I, 
Balnavci; Plwnootli l)i\ , ( ln\ h r ( orp. 
■ Phiiiuiitli i ui - ' . Hammond, Balnavci 

MAXON 

29 i 1 / / cfl. ru,,, tie., D.tniit 7, Mt< h 
I. online 7-57 10 

P. C. Beatty, media dir.; R. D. Reiss, Al 
Duz 

' orwmg (,Ij— \\ork-'P\rt\ win). Beatty, 
Reiss; (,rie-odiei k liro». Hrrwer* ( o. i|>eer), 
Reiss; II. j. II. in/ ( o. (||.-in/ 57 \jr.(. 
Beatty, Reiss; I'f.ilT.-r l!r. •w mg I (i. i beer I . 
Duz 

OTTO & ABBS* 

Guardian lildp.. Detroit Id. Mi> h II ood 
ward 1-6750 

Rudrick R, Otto, Jerome K. Abbs 

Michigan Mutual Liability Co.. Otto; \im. 
Iay-Dancey. Abbs 

ROSS ROY 

2751 h. Jefferson lie., Detroit 7, Muh. 
Loraine 7-3900 

Carl E. Hassel, Ron A. Post 

Dodge Div., Chrysler Mnnk-i, v t<-w art- 
Warner (In-tanl Heat car heater l 

SIMONS-MICHELSON CO.* 

1126 Lafayette lildp.. Detroit. Mi<h. II ood 
ward 3 3300 

Richard Hughes, radio & tv dir.; Arthur 
Copland, Lawrence J. Michelson, Sam 
Rubin, Josh Sarasohn, L. N. Simons, Cyn- 
thia Holmes, Mary D. Moore, Joseph Mor- 
rison, Rudy Meyersahn, William Murray, 
Noble Lawsan, Evelyn Keller 

I" & B Brewing Co.. Simons; F pp-. Interna- 
tional Mercliandi-e. Sarasohn; Mar-hall'* 
Drug Store-. Michelson; Mohawk lumber. 
Sarasohn; Morri- Bni< k. Simons; *-eal\ Mat- 
Ire--. Hughes; Velvet Peanut Prod- Hughes 

TECH ADGENCY * 

1001 F. Jefferson lie.. Detroit 7. 
K oodu ard 2-7^67 

Marie M. Winfhrop, Varore L. Marcinak 

\nierican Eagle :*park PIuz I orp.. Marci- 
nak; Dynex < Flectronille Electric car-», 
Winfhrop; Michigan Bean shipper- V--"c, 
Winthrop 

r.RWD RVP1D- 

BEN DEAN ADVERTISING AGENCY* 

50 Ransom. V F .. Grand Rapids 3. Mich. 
GL 8-0666 
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Ben Decn, Jr. 

Grand Rapids Mutual Fed. Saving* & Loan, 
Michigan Consolidated Gas Co. 

KALAMAZOO 

McLAIN & ASSOC. ADVERTISING* 

426-428 If . South St., Kalamazoo, Mich. 
Fireside 3-5111 

N. Baird McLain, awner; R. W. Wading- 
tan 

Am. .National Rank & Trust Co., First Fed- 
eral Savings & Loan Assn. 

L\Nsl\(, 

CAPITAL ADVERTISING* 

528 .V. Washington Ave., Lansing 33, 
Mich. Ivanhoe 9-7501 

D. Bruce Anderson 

McKay Lumber Co., Michigan Elevator Ex- 
change, Standard Block & Supply Co. 

MIDLAND 

CHURCH & GUISEWITE ADV. 

121 McDonald St., Midland, Mich. Tem- 
ple 5-7111 

John Church, pres. 

Dow Corning Corp. (silicone*, -hoe saver, 
sight savers) 

MINNESOTA 

M[\ M.APOL1S 

BBDO* 

1640 Northwestern Bank Bldg., Minne- 
apolis, Minn. Federal 8-8401 

Hale Byers, head timebuyer 

Cream of Wheat, General Mills, Iron Min- 
ing Industry of Minnesota, Minnesota Min- 
ing & Mfg. Co., Northwestern Telephone 
Co., Jacob Schmidt Brewing Co. 

BRUCE B. BREWER & CO.* 

400 Foshay Tower, Minneapolis 2, Minn. 
Federal 3-8101 

Mary Ann Schultz media buyer 

Am. Crystal Sugar, Cargill (hybrid corn), 
Lan-O-Shcen, Inc. (Lan-O-Sheen & Lan-O- 
\\ ipe cleaners), Nutrena Mills (feed*, dog 
food) 

CAMPBELL-MITHUN* 

1300 Northwestern Bank Bldg., Minne- 
apolis, Minn. Federal 9-7383 

Arthur H. Lund, v. p., radia-tv dir.; Phil 
Archer, timebuying supervisor; Pat Brau- 
wer, Marian Clark Manzer, Rudi Marti, 
Evan Prase, Katherine Thulin 

Charmin Paper Mills (paper prods.), Marti; 
Fenn Brothers (candy), Thulin; Gold Seal 
Co. (gla— wax. snowy powder bleach, wood 



cream), Brauwer; Theo. llanun Brewing 
Co. (HammV beer), Prase; Kroger Co. (St. 
Louis), Marti; Land O'Lakes Creameries 
(dairy prods.), Prase; Land O'Lakes Feeds, 
Prose; Larsen Co. ( frozen, canned vegs.), 
Thulin; Malt-O-Meal Co. (hot wheat cereal), 
Brauwer; Mnnsingwear (lingerie, sleepwear), 
Brauwer; Nash CofTee Co.. Manzer; Nash- 
Finch Co. (canned food-), Manzer; North- 
west \irline-, Brauwer; Pillsbury Mills 
(Ballard flour & biscuits, grocery prods., 
refrigerated prods, and Globe flour), Brou- 
wer; PilLbury Mills (flour), Marti; Pills- 
bury Mills (feed & soy div.), Manzer 

FIRESTONE-GOODMAN ADVERTISING 
AGENCY 

1801 Xicollet Ave., Minneapolis, Minn. 
Federal 5-3111 

Allan Firestone, Archie L. Goodman, 
Richard J. Firestone 

The Lustra-Silk Corp., R. J. Firestone 

JOHN W. FORNEY* 

Foshay Tower, Minneapolis 2, Minn. Fed- 
eral 6-3643 

Jaan M. Jackson 

Great Northern Railway Co., Russell-Miller 
Milling Co. (family flour), Sweetheart Asso- 
ciated Cos. (bakeries) 

FOULKE AGENCY 

2340 Rand Tower, Minneapolis 2, Minn. 
Federal 9-5581 

R. W. Faulke, Eugene H. Gauld 

Henepin Federal Savings & Loan, Faulke 

GOUSHA ADVERTISING* 

130 S. 10//i St., Minneapolis 2, Minn. 
Federal 9-6831 

Harry M. Gausha, Jr., Fred J. Major, Jr. 

Bayport Chemical, Major; Carr-Cullen Co. 
(inillwork). Major; Forman. Ford & Co. 
(paint, glass), Gausha; Jiffy Balling Co. 
(nursery equipment), Major; Margo-Kraft 
(hobby distr.), Gousha; Rollco Robot, 
Inc. (water softeners), Major; Streater Lum- 
ber, Gausha; The Salisbury Co. (mat- 
tresses) , Gousha 

ART GRUBER ASSOC.* 

4401 E. Lake St., Minneapolis, Minn. 
Parkway 1-1661 

Art Gruber, Narman Vinitsky 

Cronstrom Mfg. Co. (portable coolers). 
Gruber; Gareliek Mfg. Co. (marine sup- 
plies), Gruber; Kline Oldsmobile, Gruber; 
Margo Kraft (hobby & toy dist.), Vinitsky; 
Midway Chevrolet (St. Paul) & Downtown 
Chevrolet (MpL), Vinitsky; Midway Ford 
Co., Gruber; Old Home Creameries (Old 
Home cottage cheese), Vinitsky; Pepsi-Cola 



Bottling Co. of St. Paul & Minneapolis), 
Gruber 

RALPH HOBBS ASSOC.* 

638 Midland Bank Bldg., Minneapolis 1, 
Minn. Federal 9-0026 

Ralph W. Habbs, William T. Carnish, 
Edith Shepherd 

Anaconda Co., Fertilizer Div., Hobbs; Milk 
Foundation of the Twin Cities, Hobbs; Min- 
neapolis Nash, Cornish; Minn. (AFL-CIO) 
Federation of Labor, Carnish; Pheoll Mfg. 
Co. (fasteners), Carnish; St. Paul Milk 
Dealers, Habbs; Sunset Equipment Co. 
(milk coolers), Hobbs; Taber Bushnell Co. 
(Steel-X). Carnish; Twin City Milk Pro- 
ducers Assn., Shepherd; Twin City Rambler 
Dealers, Cornish 

RAY C. JENKINS ADV. AGENCY* 

1240 Builders Exchange, Minneapolis 2, 
Minn. Federal 2-4421 

Ray C. Jenkins, Kenneth L. Nordstrom, 
Allan Royse 

Fairchild's Orange Butter, Jenkins; M. A. 
Gedney Co. (processors of pickles & salad 
dressings), Nordstrom; Jewel House, Inc. 
(Co-op jewelry org.), Jenkins; Mitchell- 
Boyer (Lincoln-Mercury), Jenkins; Jacob 
Ries Bottling Works (Rock Spring bever- 
age-), Jenkins, Nordstrom; August Schell 
Brewing Co. (Deer brand), Jenkins 

KEN NELSON ASSOC* 

1244 Baker Bldg., Minneapolis 2, Minn. 
Federal 6-4102 

Kenneth A. Nelson, Walter Swanson, 
Ralph Rabertsan 

Cook Appliances (magic chef ranges, warm 
morning incinerators), Robertson; F. C. 
Hayer Co. (RCA Whirlpool, RCA Victor, 
Hoover), Rabertsan; Henderson Mfg. Co. 
(Block Heaters Mfrs.), Robertson; Nutri- 
Seal Stainless Steel (kitchen utensils), Rab- 
ertsan; Reinhard Bros. Co. (Norge, Zenith 
TV), Nelson, Robertson; S & H Mfg. Co. 
(silage unloaders & ehippers), Rabertsan; 
Slocum-Bergren Co. (food stores), Nelsan; 
Stark Radio Supply Co. (Sentinel TV), 
Nelsan; Bryant Whitesell Co. (heating, air 
conditioners, water heaters), Nelsan 

LLOYD W. NELSON* 

501 Syndicate Bldg., Minneapolis 2, Minn. 
Federal 8-4753 

Llayd W. Nelson, Richard M. Day 

Arthur Murray Studios (Mpls., St. Paul), 
Sigwald Engineering Co.. W. F. Smith Tire 
& Battery Co. 

OLMSTED & FOLEY* 

1200 Second Are., So., Minneapolis 3, 
Minn. Federal 3-8166 
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Warren T. Way 

Clover Leaf ( .'icaiiit'i v Co., Mar-hall -Wells 
Co. (paint, Hppl~.), \. \ in. Life & Casualty 
Co., (hvatoiiua Canning (Festal vegs.), 
Wateriuan-W utrrlmi > I in. (F'urnaee air 
conil.) 

KNOX REEVES ADVERTISING* 

600 First National Bank Bldg., Minne- 
apolis, Minn. Federal 9 0071 

John Hackett, Rita Wailcrius 

General Mill- ( \\ heatie*, Hi«(|uk'k & Bis- 
quick refrigerated biscuits Purity Oat-, Red 
Band. Red Star, I'ura-now . Raker-, Rex & 
White Deer Hour), Mars I Milky Way, Snick- 
ers, 'I hree Musketeers, F'urever Yours & 
Mars), Minneapolis I) renting Co. (Grain 
Belt hecr). Pacific Gamble Rohiu-on Co. 
(Sno Bo>, Standby food-, Knipre-s colTee) 

PALMER N. REFSDAL AGENCY 

182 Sexton llldg., Minneapolis 16, Minn. 
Federal 3-88% 

Palmer N. Refsdal 

Spray-Iirile Co. 

E. W. SANN & ASSOC. 

402 Plymouth llldg., Minneapolis 3, Minn. 
Federal 7085 

C. W. Stevenson 

Federated Mutual Implement & Hdw. Ins. 
Co., Peoples Federal Saving- & Loan A-sn. 

SAVAGE-LEWIS* 

1807 Lyndale Ave., S., Minneapolis, Minn. 
Federal 9-7286 

Robert L. Sturgis, medio dir.; Carroll E. 
Crawford, media mgr. 

William Barnes (soft drinks, preserves), The 
Farmhand Co. (farmhand implements), 
Great Western Sugar Co., The Lavoris Co. 
(iuoulhwa-Ii). McKesson & Rohbins (Drug 
Mfr. & Wholesaler) 

STEIN ADVERTISING AGENCY* 

1030 Midland Bank Bldg., Minneapolis 1, 
Minn. Federal 9 0589 

N. H. Stein, Jock Perper 

M. Capp Mfg. Co. (Capp homes), Excel 
Garment Co. (Snofo winter wear), Inter- 
national Sa-h & Door Co. I millwork dealer), 
The Silcresi Co. (Millwork Mfr.), Universal- 
Standard .Mum. Corp. (alum, windows, 
doors, awnings, jalousies) 

ST. CLUI'D 

THE STOCKINGER CO. 

5;. Cloud National Bank Bldg., St. Cloud, 
Minn. Blackburn 1-2110 

Jock Daminik, E. L. Stackinger 

Cold Spring Beer. Dominik; Lakeland Bak- 
eries (wholesale). Stackinger 



- i . r \i i 

DAVID ADVERTISING AGENCY* 

First Rational Bunk llldg., St. Paul 1, 
Mum, Lapxtal I 3872 

Qucntin J. David, Q J. David, Jr., Rose- 
mary Castor, Roger H. David 

C & N* W Sy-teni (Omaha div.), H. David; 
Crane Co. of Minnesota, H. David; Minne- 
sota Brewer- Assn., J. David; Minn. Crop 
Improvement A**»u„ Q. J. David; Peters 
Meat Product- Co., J. David, Castor; Sani- 
tary Farm Dairies, J. David; Seliuiieman's 
(dept. store), Castor 

THE HARPER CO. 

818 Pioneer llldg., St. Paul I, Minn. Capi- 
tal 4-785 4 

F. L. Harper, Paul Mandcll 

Montgomery Ward & Co., Harper; Parade 
of I lomes, Mandcll 

E. T. HOLMGREN * 

A - 7 1 7 \st National Bank Bldg., St. Paul 
1, Minn. Capital 5-6585 

E. T. Holmgren, pres.; T. V. Drevescraft, 
v. p. 

Industrial Credit Co. (I C Plan loans), 
Drevescraft; Minn. Farm Bureau Service 
Co. (fertilizers), Holmgren 

JOHN H. McGUIRE ADVERTISING 
AGENCY* 

470 5. Snelling Ave., St. Paul 5, Minn. 
Mi 9-4978 

John H. McGuire, Harriet E. McGuire 

Buster Brown Shoes — Twin City DIrs., Gray- 
bar Elec. Co. (appliances), Willard John- 
sou (Mfrs. reps.), N. W. Office Suppliers, 
Assn. 

ARNOLD M. NIEMEYER & ASSOC.* 

1018 Pioneer Bldg., St. Paul 1, Minn. 
Capital 4-3369 

Arnold M. Niemeyer 

Downtown St. Paul, Northwestern Refining 
Co., Pearson Candy Co. 



MISSISSIPPI 

JACK-ON 

ROBERT J. PEETS ADVERTISING* 

Court Square South, Tombisbee at Presi- 
dent, P. O. Box 1082. Jackson. Miss. 
4-2763 

Robert J. Peets, Dean C. Dubois 

Magnolia Di-count Stamp Co. i trading 
stamp-*. Mi--. Indu-trie- for the Blind 
( broom- C Tillman Finance Co. Moans* 



MISSOURI 

< I XV l<lN 

AL MAESCHER ADVERTISING* 

2") >. llemtstun, I An fun ~>, Mo. I'arhwu 

7 (smi 

Joan Conrcy 

Itivaut Mfg. < ii. iln-itiiif! i-i|uipini-ut I . Dixit 
Mill- ( .,. <D i\ir fi-i-il-l, hi kert Ori I ardi 
\--iii i.iti-- i Im ki-ri'- \|ipli-Ij«Tr> s.iui'-, \p- 
I'D- jin'ieJ. |{. L, I uusti-n I r mi-ti-ii \ut->, 
Ciinr.il Lin. \ppl-. to. «Mu)ni uppl-j, 
(.i-ui-r.il I.|it. In. Pnrlalde \[ipl. Dipt., 
Mi-h-tlu • ii., I.oldi-u Dipt Div. M,olili-ii Dipt 
hp ading, etr. I 

i.nl.l vttn \ 

NEDS & WARDLOW ADVERTISING 
AGENCY* 

Millrr Bldg.. Columbia. Mo. dbum 2 3113 
R. G. Neds 

Dairy Queen of Mi--miri i-tori-'. Daltun 
Co. (Butler Bldg., di-Iril,.), MF \ Oil Co. 
(MF\ oil. grca-i-. ga-oliiii'), Radi-r- 1 Rjni h 
House meat prod-.), I n-ga- "»ervne <| r ,.. 
gas, LP ga-) 

JKHKR-O.V CITY 

JACKSON, HAERR, PETERSON & HALL* 

302 4dams St., Jefjerson (.it\, Mo. 6-3107 

Lynn Bickctt, Feme Bret 

OrifTitli Hatcheries legg- X meat), Bickctt; 
Qiiisenherry Mill- (feed), Bickctt 

K \N-As CITY 

BOZELL & JACOBS* 

1016 Baltimore, Kansas City, Mu Ba 
1-1997 

Bert Brcmson, Bab Hughes 

A--ociated Grocer-. Brcmson; s clireil>< r Mills 
(Sweet l.a--y & La— y agricultural f«-«- I~ * , 
Brcmson 

CARL LAWSON ADVERTISING* 

1722 Broadway, Kansas Cm 12. Mi . Jctlrr- 
son 1-5155 

Jane Carder, Nancy Cherry 

\utiorli Merchant- \~» n. 1 -Imppi _ • i-n- 
ter). PIa/-a Merchant- V— >•< iaii"ii '-hop- 
ping center'. Wad-worth Unfile- 'pp-fah.i. 
Cherry; F. II. ^ riJit (.o., ltd. < Bar-B-Q 
-inokei. Cherry 

POTTS-WOODBURY* 

2233 Grand 1te„ Kansas ( it\ I. Mo. 
Crand I -.577.5 

William J. Brewer, Radia-TV dir.. Gene 
W. Dennis, Al Christy 

\meriran *»lii-ep Producer- Council. Christy; 
Behlen Mfg. Co. (farm equip.'. Brewer; 
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Blai k, > i \ a 1 1 > & Bryson (steel & fabr. prods.), 
Christy; Tin- Coleman Co, (furnaces and 
air conditioning 1 , Dennis; Comfort Equip- 
ment Company ( farm sprayers and tractor 
heaters), Christy; D-X Sunray Oil Co. (pe- 
trol, prods.), Dennis; Iuter-tate Bakeries 
Corp.. Brewer; Pen-Jel Corp. (Pectin), 
Christy; Rival Mfg. Co. (housewares), 
Brewer; Roll-O-Matic Co. (tire chains), 
Christy; Sheffild Steel Div., Armco Corp., 
Dennis; Slaley Milling Co. (feeds), Dennis; 
Standard Milling Co. (Ceresota, Aristos & 
Ilecker flours), Christy; Russell Stover Can- 
dies, Brewer 

ST. JOSEPH 

AYRES, SWANSON & ASSOC.* 

309 KFEQ Bltlg., St. Joseph, Mo. 3-0229 

R. W. Fletcher, H. J. Enright 

Anchor Scrum Co. (animal health aids), 
Fletcher; Chesnmre Seed Co., Enright; El- 
chall (DeRUSTall & Etchall), Fletcher; 
Great Western Mfg. Co., Enright; Kellogg- 
Kelly Seed Co., Fletcher; Kirwan Furniture 
Co.. Enright; Letts Thermoseal Window Co., 
Enright; l'erma Stone St. Joseph Co., En- 
right; Research Laboratories, Fletcher; 
Seitz Packing Co. (meats), Fletcher; Vine- 
yard Construction ( Perma-S^one) , Enright; 
Western Dairy Ice Cream Co., Fletcher; 
Wire Rope Corp. of America, Fletcher 

ST. LOI IS 

BATZ-HODGSON-NEUWOEHNER ADV.* 

112 A. Seventh St., St. Louis, Mo. Cen- 
tral 1-8907 

Hiram W. Neuwaehner, Jr., Harry Hanig, 
Jr. 

Rettendorf Stores, Cheer Up Co. (soft 
drink), Connelly Heating Co., Costello Cot- 
tage Cheese Co., Francis Chevrolet Co., In- 
ternational Oil Burner Co., Kaufmann Co. 
(salads), Klees Oldsmohile, Metro Motors 
( Dodge-Ply month ) , Ravarino-Freschi (Mac- 
aroni Prods.). Royal Crown Bottling Co., 
Salmica (alum, siding) 

FRANK BLOCK ASSOC.* 

212 Kingshighway, St. Louis, Mo. FO 
1-6200 

Syd Blumenthal, media dir.; Evelyn Langan 

General American Life Insurance, Knapp- 
Monarch Co., Midwest Consumers of Wa-te 
Paper, O/ark Airlines 

D'ARCY ADVERTISING CO.* 

Missouri Pad fie Bldg., St. Louis, Mo. Cen- 
tral 1-6700 

Harry K. Renfra, radia-tv dir.; J. Dalan 
Walsh, Dan Brady 

Anheuser Busch ( Budweiser) , Banquet Can- 
ning Co. (canned, frozen foods), Fedder- 
Air Conditioning, Lincoln Engineering Co. 



(power lubrication systems), McQuay-Nor- 
ris Mfg. (automotive parts), Missouri Pa- 
cific Railroad, Reardon Paints (Bondex, 
Dramex, etc.) 

GARDNER ADVERTISING CO.t 

915 Olive St., St. Louis 1, .Mo. Central 
1-3200 

Frank E. Heastan, media dir.; Frank Clay- 
tan, Earl Hatze, Ray Schaenfeld, Grance 
McMullan, Barbara Frodeman, Mary How- 
ard, Pat Schinzing 

Anheuser-Busch (Busch Bavarian beer), 
Barton Mfg. Co., Godefroy Mfg. Co., Pet 
Milk Co., Granite City Steel Co., Procter 
& Gamble Co., Waha-h Railroad Co. 

HIRSCH, TAMM & ULLMAN* 

309 A. Uth St., St. Louis 1, Mo. Central 
1-2389 

Maurice L. Hirsch, pres.; Paul B. Ullman. 
v.p; Emil Tamm, v. p., & sec'y- 

Freund's Jewelers, Ullman; Goodwin Div., 
Old Judge Foods Corp., Hirsch; Ilanlcy & 
Kinsella Div., Old Judge Coffee Co., Hirsch; 
Ileifetz Pickles, Ullman; Old Judge Coffee 
Co., Hirsch 

KELLY, ZAHRNDT & KELLY* 

2343 Hampton Ave., St. Louis 10, Mo. 
Mission 5-2684 

Walter W. Zahrndt, Robert Kelly, William 
H. Thomson 

Jos. A. Mrazek Moving & Storage, Marco 
Sales, United Van Lines, Ignited Van Lines 
(Canada) Ltd. 

KRUPNICK & ASSOC. 

520 N. Grand Blvd., St. Louis 3, Mo. 
Jefferson 3-1723 

Fred Wuellner 

The Branchell Co. (Color Flyte Melmac 
Dinnervvare) , Mercantile Trust Co., Roberts 
Johnson Rand Div. of International Shoe 
Co. (Poll Parrot & Scamperoos) 

LYNCH, HART & STOCKTON 
ADVERTISING CO.* 

25 So. Bemiston, St. Louis 5, Mo. Park- 
view 7-8867 

Richard C. Lynch, pres.; Jahn T. Hart, 
v.p. & sec'y-/' Richard B. Stacktan, v.p.; 
Robert J. Weltering, v.p., media dir.; 
Stewart McCarmick, art dir.; Rase Adams, 
production mgr.; Jean Cannars, office mgr. 

Curtis Mfg. Co. (air compressors, automo- 
tive & industrial, air conditioning equip- 
ment, residential and commercial hydraulic 
lifts, automotive and industrial saws, clutch 
discs). Dairy Queen Advertisers' Assn., Ma- 
terial Handling, Inc. (designers and manu- 
facturers of material handling facilities for 



ready mixed operators), National Oats Co. 
(agric. feeds) , Sterling Aluminum Prods, 
(steel ca-ting), U. S. Royal Tire Service 
(tires), Vane Cahert Paint Co. 

MAXWELL ADVERTISING CO.* 

■108 Olive St., St. Louis 2, Mo. Garfield 
1-0661 

Joseph A. Maxwell 

Lindell Trust Co., Lucky Club Co. (soft 
drinks ) 

PRATER ADVERTISING AGENCY 

705 Chestnut St., St. Louis 1, Mo. Gar- 
field 1-6490 

Barbara Black, radio-tv dir. 

Falls City Brewing Company (beer) 

RIDGWAY ADVERTISING CO.* 

8008 Carondelet Ave. St. Louis 5, Mo. 
Parkview 1-3755 

E. A. W. Schulenburg, Biron Valier, Cas- 
per S. Yast, J. J. Haran 

Campbell Chem. Co. (insecticides), Valier; 
The Emerson Elec. Mfg. Co. (fans, motors, 
air conditioners), Haran; Lion Oil Co. 
(petrol. & chem. prods.), Yast; Oyster Shell 
Prods. Corp (crushed shells), Schulenburg; 
Phelan-Faust Paint Mfg. Co., Yast; St. Louis 
Dairy Co. Valier 

RUTLEDGE & LILIENFELD* 

Ten Hundred Market St., St. Louis 1, 
Mo. Main 1-3252 

Jahn G. Rutledge 

Colonial Sugars, Diagraph-Bradley (ship- 
ping suppls. ), Eagle Stamp Co. (trading 
stamps), A. C. L. Ilaase (olives), National 
Food Stores (super markets), Pevely Dairy 
Co. (dairy prods.) 

WINIUS-BRANDON CO.* 

1706 Olive St., St. Louis 3, Mo. Chestnut 
1-6380 

Vernan L. Marelack, radia-tv dir.; Herbert 
P. Halpern, timebuyer 

Bar-BQuick Co. (frozen ribs, bacon), Carl- 
ing's Beer, II. C. Cole Milling (flour). Deep 
Rock Oil (petrol, prods.), Endicott Johnson 
Corp (shoes). Meeker Company (leather 
goods), Mexican-Am. Hat Co., Missouri- 
Kansas-Texas RR, Schlueter Mfg. (galvan- 
ized ware), Senoret Chemical Co. (Ant 
killer) 

MONTANA 

GREAT FALLS 

WENDT ADVERTISING AGENCY 

618 Strain Bldg.. Great Falls, Mont. Glen- 
dale 2-8581 
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W. E. Wendt, Zclmo Hoy Schrocdcr 

l!ealriee I I- I Magic l'lce/e, ire cream, 

milk, ttirL<*>oi t (in-ill Falk Mrewerie- (Great 
Kail- Scl«-t HiN-i)), Miilltiuil I iiiplciiit-iit 
Co. ( Nurge, Zenith, Iroiiitel, Montana Klunr 
Mill- 1 Hour, feed-. ~-.i|i|j|iin- Hour, Ceretana 
feed), Montana I'hy-ieiau- n-iucv illlne 
Shield) 



NEBRASKA 

IIM Ml \ 

ALLEN & REYNOLDS' 

1.5(H) U .().« . lildg., Omaha. \eb. Itlanti, 
11- 13 

Milt Sfcphon. rodio-tv dir.; Don Amsdcn 

Carpenter Oil ( n. ( < .«>r>«-l I Ca-), Fairmont 

F I- (dairy food-, frozen f Is) , \|it- 

clumt- Ki-euit Co. (Supreme Mi lad Wafei- 
and < 1 1 1 1 1 * ( 'racker- > , Miller Cliemieal Co. 
(farm fertilizer- 1 , Mi— oiiri \ alley Steel Co., 
Nehra-ka-lowa Kleetrieal Council, Oinahi 
Puhlic I'imcr Di-triel, I'axton & \ ierling 
Steel Co., P. F. l'eter-en Making Co. ( I'eter 
Pan Mread), Mdle- Conditioned \ir Co., 
Tekseed Hybrid I 'o. ( -eed corn), I nele Sam 
Ilreakfn-t Food- 

BOZELL & JACOBS, INC. 

.MO Electric It/tlg.. Omaha. A rb. J I 80.10 

F. C. Miller, exec. v. p. & gen. mgr.; Cloir 
Gross 

Mutual of Omaha. Miller; \k-Sar-lien Race-. 
.1. I.. Mrandei- A Son-, Center liank. Ka.-y 
Parkins Co., Fir-l National liank, Kay Cain 
Flori-t. Major Vppliance Co., Mar-hall 
\ur-erie-. Metropolitan I tilities Di-triet. 
Andrew Murphy A Son, \ehra-ka Clothing 
Co.. Omaha Steel Viork-. 1!\ run Reed Co.. 
Safeway Store-, Skinner Mfg. Co.. Sidne\ 
Kcideo. toek ^ ards National Hank. Slorz 
Brewing Co., Schneider I'ontiar. Gross 

THE CAPLES CO. 

1301 Dodge St., Omaha 2, Xeb. Jackson 
7793 

Jomes D. Forris 

I nion Pacific BR 

UNIVERSAL ADVERTISING AGENCY* 

311 South lath St.. Omaha 2. \rb. Jack- 
son 814S 

Jomes L. Lipsey, Millord H. Rosenberg 

Louis Uberts & Son (salad <lres»ing» Rosen- 
berg; American Propane Ca- Co.. Lipsey; 
R. W. Rame- & Son- (Cold Cre-t honey), 
Rosenberg; Rloteky Beverage Co.. Rosen- 
berg; Cliardon Co. (furniture mfr.C Lip- 
sey; Commercial Optical Co.. Rosenberg; 
Di\idend Oil Co., Rosenberg; L. G. Donp 
Co. (Serta inattres- & furn.t, Lipsey; Frito 
Midwe-t Co., Rosenberg; Frontier Homes 



Corp. Oiailer mil i, Lipsey; liupeniil I vi-u- 
ally \ 1 1 1 < I < - 1 1 1 ■ i i t > ( it., Lipsey; Jolly (.unit 
I'imiiI More-, Rosenberg; M.npi-i- Depart 
meiit "-lore-, Rosenberg; Milder Oil ( o„ 
Rosenberg; Mutual Di-ti iliutiug ( n. itnyii, 
Lipsey; Pro\ideiit l.oau l.o., Rosenberg, 
The Keluiite ( orp. ( I v < - ( i n i 1 ■ ■ 1 1 • ■ I ■ I • > i ■ Mmiii 
uiliig pool-), Rosenberg; Miv I- iceman < u. 
(dry cleaning eipiipmeiit di-triluitor- 1 , 
Lipsey 

ZIMMERMAN ADVERTISING AGENCY " 

923 Kn/ick Ton i t. Omaha 2. \t l>. Jai l, 
son 101 t 

Brondt J. Zimmerman, Robert E. Bccbc 
Gale City Meel, Zimmcrmon; li i igation 
Pump Co. (farm equip,;, Zimmcrmon 
. s ha\er- I'" I Mart*. Zimmcrmon 

NEW HAMPSHIRE 

M \ NCIIKM h.lt 

ED ST. AUBIN ASSOC.* 

1126 Elm St., Manchester, \. II. \iitionnl 
.v%31, 3-9632 

E. G. dc St. Aubin, Kevin Cosh, Burton E. 
Nichols 

\--oeiatcfl Grocer- of N. II., W-ortalhm- 
Canadu \inericaine. Cote llro-. ( Mmheam 
bread), Foster Reef Co., Fo-ter Frozen 
Food-, Pep-i-Cola Ihxtling Co. of Manelie- 
ter. Mate Operating Co. ((heater-, anm-e- 
meui park-) 

WESTON ASSOCIATES 

1126 Elm St.. Manchester, \. II. \ational 

3-7392 

Richord Willioms, Mervin Weston 

MKM knitting Mills, Weston; New I lamp- 
-hire Mate Planning and Development 
Comm.. Willioms; I nited Mattress, Weston 

NEW JERSEY 

CI.tFTON 

RIEDL AND FREEDE 

421 Lakeview Ate.. Clifton, A. J. Gregory 
1-7900 

Robert J. Guthrie, medio dir. 

lionat & Ronat (permanent wa\c-. -hainpoo, 
etc.). Magic Product- (ironing hoard on- 
ers pre--ing cloth-), Marealu- Mfg. Co. 
(Marcal paper produet-t. (r. \. Conghlan 
Co, I "Cop-" Copper cleaner. Fa-%- \id own 
cleaner. Chimney Sweep) 

Y WW (MID 

PRESS RELATIONS ORGANIZATION 

18 Eonrth St.. Fanuooil, \. J. 2 8218 

Mori W. Dovey 

Olympic Park ( Irvington- Maplew ood ) 



MuMt I Mil 

PAUL M. HEALY ADV. SERVICE 

316 Itlmunflrld he., Muntihnr. \ J I'll 
itnm I I KM) 

Poul M. Hcaly 

' I ip au I In inn ul ' o. < \grn iltm.il ' h< mi 
i .il-i . I nth- I all- I ,n 1 1 • I ■ v I •< 

M.VS \tlK 

A. H. P. ADVERTISING AGENCY * 

101 Uurl.rt .St. \ruark, \. J. \lit< hell 

2- 2111 
Joseph J. Pinkus 

V in. Ilealthaid- ( it. 1 ridin nig 1 . 1 1 • I • - 1 - . wiglu 

gai g tahh't-i, lieiiiiiigtmi Kami (mail 

ordeil, Ili-l \aliii-« (dull-, neonl-l 

KARDONNE ADVERTISING AGENCY 

60 llrant'irtl /'In-,, \euarl. 1. \. J. Mar- 
Let 3-1237 
Joseph Kordonnc 

Redding 1 1 1 < 1 1 1 - 1 r > uf \ nn-rii a • m litre— 1 , 
(,)uiet Heat Mfg. Corp. (nil luirm r-i 

J. M. KESSLI NGER & ASSOC. " 

37 Sa\ brook Plate, \ruarf: 2. V J. Mar- 
ket 3 0007 
Mrs. H. C. R. Kcsslingcr 

0. K. I.iilek Co. (Di -Met (.rah Gra— Killer I, 
Ouickee Produel- (Ouickee waterle— hand 
cleaner) 

KEYES, MARTIN & CO.* 

II Hill St.. \euark 2. V J. Murkct 

3- 1 830 

Seymour Steinhordt 

llou-o l)etee|i\e (real e-tate de\e|np. I , 
Part- I nlimiti-d (electronic chain » 

it. \i\nu.i) 

GREGORY RUFFA ADVERTISING 

201 E. Fifth St.. Plain field, \. J. Plain, 
field ."i-7.070 
Gregory Ruffo 

O-W l.alioratorie- Uoih trie-) 

-ni in or wc.E 

REAST & CONNOLLY 

10 Sloan St.. ^onth Oranci . \. J. South 
Orange 3- 1616 

R. H. Connolly, E. George Chondlcr, Jr., 
R. Holdy 



To be continued 
in 3 August SPONSOR 
which will include 
listings for 
New York City 
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1957 TV and Radio Basics advertisers 



A15C Radio 


16S, 169 


Ampex 


233 


Avery-Knodel 


244 


BMI 


224 


Branliam Company 


259 


CBC 


10 


CBS rilm 


26, 27 


CBS R.idio 


194, 19? 


CBS-TV . . .. 


12, 13 


H-R 


. 135 


Harrington, Righter & Parsons 


243 


Institute of Radio Engineers 


231 


Kenyon Brown (KFEQ-TV) 


9? 


Keystone Broadcasting 


HI 


Kudner Agency 


3 


McCann Erickson 


6, 7 


Meredith Group 


199 


Merrill Lynch, I'ierce, l'enner & 


Reane 60 


Mid-Continent Group 


EC 


Mid-Continent (WDGV) 


138 


Mid-Continent (WHB) 


14 


NBC Film 


38, 39 


NBC Spot Sales . 


18, 19 


NBC-TV 


88, 89 


NTA 


5 5 


Official Films 


62 


RCA Equipment 1 14, 


115, 221, 229 


RCA Thesaurus .... .„_ 


182, 183 


Rollins Broadcasting .. 


1S6, 18" 


Shamrock Pictures 


59 


Storer Broadcasting 


142, 143 


Tclebroadcasters .. 


211 


Westinghouse Broadcasting 


252, 253 


World Broadcasting _. 


30, 31 


Ziv-TV 


21, 22, 23 


CKLW, Detroit ... 


65 


KAKC, Tulsa 


191 


KANV, Shreveport 


158 


KB1S, Bakersfield - 


162 


KCMC-TV, Texarkana 


101 


KCRA-TV, Sacramento 


"9 


KDAL-TV, Duluth ... .. 


123 


KENS-TV, San Antonio . 


68 


KETV, Omaha 


56 


KFAC, Los Angeles 


238 


KGNC-TV, Amarillo 


132 


KHOL-T\ r , Kearney 


20 


K I EM -TV, Eureka 


46, 56 


KIFN, Phoenix 


159 



KIOA, Des Moines 191 

KIT, Yakima 148 

KNUZ, Houston . 150 

KNX, Los Angeles 176 

KOB, Albuquerque 24 

KOIL, Omaha 193 

KOIN-TV, Portland 49 

KOLN-TV, Lincoln 137 

KONO, San Antonio _ 8 

KOWII, Omaha _ 14 7 

KPIX, San Francisco. 28, 29 

KPQ, Wenatchee 164 

KPRS, Kansas City .... 153 

KRIIM, Los Angeles 146 

KRNT, Des Moines 217 

KSAN, San Francisco 223 

KSEL, Lubbock 232 

KSL, Salt Lake City 152 

KSON, San Diego 243 

KSTN, Stockton 154 

KTBS-TV, Shreveport 34 

KTVR, Denver ... 237 

KVLC, Little Rock 162 
KVOO-TV, Tulsa ._ 45, 4", 49 

KVOS-TV, Bellingham 34 

KVW, Cleveland ... BC 

WAFB, Baton Rouge 149 

WAOK, Atlanta .. _ 154 

WAVZ, New Haven 215 
WHNS, Columbus, O... . 234 

WBNS-TV, Columbus, O. 35 

WBT, Charlotte, N. C. . 185 

WBTV, Charlotte, N. C. 73 
WBl'F, Buffalo 76, "7 

WCAU-TV, Philadelphia 235 

WCCO, Minneapolis 200, 201 

WCCO-TV, Minneapolis . . 110 

WDBO-TV, Orlando . 272 

WEAU-TV, Eau Claire 105 

WERE, Cleveland 197 

WEW, St. Louis 239 

WFBL, Syracuse _ 219 

WFGA-TV, Jacksonville 103 

WGN-TV, Chicago _ 129 

WGR, Buffalo 145 

WGR-TV, Buffalo _ 91 

WHO, Des Moines .... 175 

WHTN-TV, Huntington 85 

WICH, Norwich 163 



WILY, Pittsburgh 1 58 

W1NR-TV, Binghamton 48 

WINS, New York .__ 178 

WIP, Philadelphia 203 

WISC-TV, Madison 83 

WISN-TV, Milwaukee 107 

WJW-TV, Cleveland 81 

WKBW, Buffalo . 170 

WKJG-WSJV, Elkhart 33 

WKLO, Louisville 173 

WKMI, Kalamazoo 171 

WKNX, Saginaw 22S 

WKYB, Paducah, Ky. 239 

WKZO-TV, Kalamazoo 99 

WL1L, Lenoir City 159 
WLW, Cincinnati . . 240, 241 

WMAZ, Macon . . _ 163 

WMCT, Memphis 32 

WNAC-TV, Boston 5 

WNCT, Greenville, N. C. 161 

WN EM-TV, Bay City 9 

WOC-TV, Davenport 50 

WOR, New York 207 

WORL, Boston 176 

Wl'RO, Providence 155 

WPST-TV, Miami 75 

WREN, Topeka 230 

WREX-TV, Rockford 60 

WRGB, Schenectady .. 1 BC 

WRMA, Montgomery 148 

WROC-TV, Rochester . 109 

WRVA, Richmond 213 

WSAZ-TV, Huntington 97 

WSEE, Erie 144 

WSGN, Birmingham 189 

WSOC-TV, Charlotte, N. C. 119 

WSPD-TV, Toledo 25 

WSUN, St. Petersburg 57 

WTRF-TV, Wheeling 1 FC 

WTRL, Bradenton H3 

WTVP, Decatur 236 

WTVY, Dothan . P7 

WVEC-TV, Norfolk . 5S 

WWJ, Detroit 205 

WWOK, Charlotte, N. C. 160 

WWTV, Cadillac 127 

WXLW, Indianapolis ..... 165 



Channel SIX maximum power 



WDBO-"P 

CHERRY BROADCASTING COMPANY 



Orlando 



Florida 





Fort Mc Coy^j.- 
MARION 



A J 

_ Ormond 



/ 

Bellp^iew 
/ o 

Pedro O 

~^ Oxford o 
SUMTER 



^ Seville! ' 

K ) o VOLUSIA"^ H iiiSvPArT 
lton ^aNA< 

S.D»yton.<7* v 
O _ < ^K? n 9 e 



O OUawaha 
o Weirsdale 



I 



I 



>AYTONA^ 



OW.Idl CPorl C . 

' J l Coleman 0 oL«.-> 

PonoioffWeQi^. J_ L _ butfl 



I Pierson 
1 a ^ 

v-^eleon Springs ^PonceNParL 
**v © D# Lend GI,nco « ^for 0 no<\ e»och 

OPo,.l.y\ ° °N._ SmyrnoNBaach 

. . DAItoono J ° Lake Helen o <\ 

loLodyLol. o Umot.llo \ ° Orange City Edo.^er 

Fru.tlond 0 cGrond Llond 9 ! Enterprise Oak Hill 



' r a ' 
oEu.t. Co«. 0y ,^ 

O Mount Dorol P«o!« 



umpko o Tavares 



0 Osteen 
® SAN FORD 



/ SumtarvtHa 



_., . *,m,.r».,. . Yolo ^°oA. t JORANGE / 1 
Bushnell ffi C e -«.- H.il »W ;» •tJ. oz." — • 

Ulcere O^St Coth.nn. ° l Montevarda O ' 

®| Cr°oomM»' 1 L.! Gro O 



'•TO 



SEMINOLP 



O Otkl.nd 



V.jta 



_ r 

o 

Green Pond 



Serving the Sun Empire 



, ^ ■ Lacoocnee 

'ntoni. t IL I . 

Do A Gty!l I ! 
-[I l<oo J I k 
h,.n A San oPo.odynff^> 
O ^Ttonio ORichlond 

;r >«y \ o,~ i . c . 

Zaphfch.ll, Crystal Springs 0 Dovanport 
,-;?,-T^-- 0 -^- , O Socrum Poll Cty 0 \ 
UGH \ ' B K.,M««, Mo.na.Cly, 
lOnotosaVa 1 LoleAlfrado - . . 

o \ LAKELAND o Aubu.ndoi. Copy right 




O nay^o^r^ 

'Scottsmoor 
\ 



Pickett 



i i Mssimme* 

' 'O „° Narcoossee 

Loughmon 0 % v Compbel1 



St. Cloud 



°Holopaw i 



Hagstrom Map 




_ Melbg^jrne 
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WRGB 

SCHENECTADY- 
ALBANY-TROY, 
NEW YORK 
CHANNEL 6 



O i 



A 



R EGIONA 



Ju 




MAINE 



I prestige station that delivers the advertiser's message 
to a maximum audience in a vital market 

America's Pioneer Television Station serves Eastern New York and Western New England. Meet- 
g our responsibilities, we deliver the finest in programming to more than half a million families in this 
Vosperous region. Thousands depend completely on WRGB's V-signal — their only source of television, w 

VRGB, Channel 6 Represented natio n ||y by NBC SPOT SALES 



i 



